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The 25,000-and-Over Markets: 
How They Rank in Population, 
Retail Sales, and Income 


This study, an extension of Sales Management's 1948 Survey of 
Buying Power, supplies a series of statistical aids to a more 
accurate appraisal of city markets on a qualitative basis. It 
answers the question: ''What markets are superior in what 


significant factors?"' See page 49. 
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"Its a cimch im 
Seattle ...... 


the Times alone will do the 


job... reaches 8 out of 10 
homes in Seattle! Proved 
practice is to run the ‘A 
schedule for impact and 
the ‘B’ schedule for follow- 


through and frequency.” 


ONE 
nis AND HERE’S 


"He PROOF 


(THE SEATTLE TIMES advertising leadership— 
from Media Records, daily and Sunday, first 
9 months 1948.) : 
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Representod by 


O'MARA & ORMSBEE + New York + Detroit + Chicago + Los Angeles + San Francisco 


in total by....... 3,409,528 LINES 


ee 2,614,710 LINES 
in department store 1,161,605 LINES 


in classified by...... 624,540 LINES 
173,586 ines 


in retail food by ... . 900,919 tines 


in retail drug by.,... 93,749 LINES 
in City Zone 


in national by ..... 


reg by .. AL, 367 COPIES 
Ci 
Retail trad Trading Zone by 43, 960 COPIES 
in total circulation by . 23,036 COPIES | 


* (Daily)— ABC March 31, 1948 
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Detroit.” 


OcIETY has its pages... so does sports 


S 


But what is more important than youth? 


... and finance... and the theatre. 
HELPING TO KEEP YOUTH’S INTEREST 


Some of the "extra curricular” activities 
by The Detroit Free Press which help 
hold the interest of young people and 
their parents. 


We couldn’t think of anything more important, so 
we created a “Junior Journal” page, which runs 


@ QUIZDOWN—Now in its fourth year, 
embracing 4th, 5th and 6th graders in 
public and parochial schools, broadcast 
each Saturday through Radio Station 
WXYZ. 


every Saturday, devoted exclusively to the teen- 
agers of Detroit. They are buyers now... and future 
buyers. of great promise which helps advertising. 


@ DEBATING— Offers $2,500 university 
scholarship and other awards for pro- 
ficiency in debating in Michigan high 


schools in cooperation with the Michigan 
High School Forensic Association of the 
University of Michigan. 


@ TRAFFIC SAFETY CONTESTS—Con- 
ducted in Detroit's high schools and run 
by the students themselves with suitable 
school awards, and trips for top rank- 
ing students. 


NOVEMBER 10, 1948 


@ TROPHY FOR HIGH SCHOOL PAPERS—Award by 
John S. Knight each year to the best high school 
paper, presented in cooperation with the journalism 
department of Michigan State College. 


Dhe Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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says THIS WEEK Magazine desewes 
a mayor plane of the oredik ov 
selling 43 million Home 
Permanent Kits’ +o date. 
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What's the “Sth Cover’? It’s the Sunday newspaper that distributes THIS WEEK Magazine. Look at 
this distinguished list, and you'll know why “the Sth Cover makes a difference” to TWM’s advertisers. 


e 


The Atlanta Journal The Dallas Morning News The Milwaukee Journal Rochester Democrat 
The Baltimore Sunday Sun Des Moines Sunday Minneapolis Sunday & Chronicle 
The Birmingham News Register Tribune St. Louis Globe-Democrat 
The Detroit News New York Herald Tribune San Francisco Chronicle 

The Boston Herald : é 

- ‘ . The Indianapolis Star The Philadelphia Sunday The Spokane 
The Chicago Daily News Los Angeles Times Bulletin Spokesman-Review 
The Cincinnati Enquirer The Memphis The Pittsburgh Press The Washington 
Cleveland Plain Sealer Commercial Appeal Portland Oregon Journal Sunday Star 


19+ Million People . . . in 8,928,291 Homes ... read THIS WEEK MAGAZINE 
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NOW IS THE TIME TO TELL US 
WHAT TO CHOOSE FOR THAT 
NEW HOME WE ARE PLANNING... 


3. Because planning our own 
new home means making the most 
important buying decisions of 
our lives . Spending the 

most money we have ever spent! 


5. HOME OWNERS' CATALOGS 
gives us the answers we need to 
make up our minds about things 
we've noticed inads... 


RR SABER 


2. We're ready to go ahead, 
and we want to find out exactly 
what building materials, 
equipment and furnishings to 
specify 


So we give a lot of time 
and thought to the products 
and services described in our 
HOME OWNERS' CATALOGS. 


ney 


6. Maybe we will want what 
YOU have to sell. So why not 
tell us all about it in 

HOME OWNERS' CATALOGS? 


Reaches home planners at the mo- 
ment they become bona fide ready- 
to-buy prospects. HOW? That's just 
what we'd like to tell you! 


TARR 
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If you want to sell prospective 


Home Cunes 


it’s smart merchandising to 
merchandise your products through 


Home Cunes 
CATALOGS 
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EDITORIAL STAFF 


PHILIP SALISBURY 
A. R. HAHN 
E. W. DAVIDSON 

Director of Customer Relation 
JOHN H. CALDWELL 

Assistant Managing Editer 

Ry ME enue na cen euemane su Desk Editor 
LESTER B. COLBY 
D. G. BAIRD 
FRANK WAGGONER 
ALICE B. ECKE 
TERRY ARMSTRONG 
HARRY WOODWARD, JR. 
JAMES M. SINGLETON ... 
GRACE WEINROD 
MADELEINE ROARK 
MARY JANE SEARS ......... Assistant Editon 
CLIFFORD GUEST ........ Washington Editor 
RAY B. PRESCOTT....... Research Consultant 
PETER B. B. ANDREWS. .Consuiting Economist 
H. M. HOWARD....Readers’ Service Bureau 
MARY LOU MARTIN................ Librarian 


WILLIAM C. JORDAN 
Advertising Production Manage 
SHIRLEY D. HINITCH...Advertising Record 


.Associate Editon 


BUSINESS STAFF 


iteekehevstenvaedons Publisher 
omanenia General Manager 
EDWARD LYMAN BILL.............. Treasurer 
MERRIL V. REED 
C. E. LOVEJOY, JR. 
ss Ee Vice-President 
R. E. SMALLWOOD 
Vice Pres. & Advertising Service Manager 
= | ee Subscription Manager 
ELMER DALTON 
Assistant Subscription Manager 


ELLIOTT EAKIN ......... Promotion Manager 


Published by Sales 
and executive offices, 
York 16, N. Y.; Te 


Management, Inc. 
386 Fourth Avenue 
ephone Lexington 2-1760 


Branch Advertising Offices: Chicago |, 333 North 
Michigan Avenue; Telephone State 2-1266. C. & 
Lovejoy, Jr. Vice-President; W. J. Carmichael 
Western Advertising Manager, and—Santa Bar 
bara, California, 15 East de la Guerra, Warwick 
S. Carpenter, Manager; Publication office, ¥ 
North Crystal Street, East Stroudsburg, Pa 
Subs cription price $6.00 a year, Canada, $7.00. 
Foreign, $9.00. Member Audit Bureau of Circu 
lations, Associated Business Papers. 


SALES MANAGEMENT with which is incorpor 
ated PROGRESS, publish semi-monthly on the 
first and fifteenth except in May and November 
when it is published on the first, tenth and 
twentieth: copyright November 10 1948 by Sales 
Management Inc., 34 North Crystal St., East 
Stroudsburg, Pa., with editorial and executive 


offices at 386 Fourth Avenue, New York 16, N. Y. 
Subscription price $6.00 a year in advance 
Entered as second class matter May 27, 1942, at 
the Post Office, E. Stroudsburg, Pa. under the 
Act of March 3, 1879. Address mail to New 
York office. 

November 10, 1948 Volume 4! No, 10 


PUBLICATION 


SALES MANAGEMENT 


att 000! 


ant 


rOerwans 


NO 


itor 
iter 


itor 


Mapping your Chicago sales strategy ? 


for p 


Here's how Chicago s 
dailies cover the 
Chicago 


Publi 
(Based on ABC : 
eriods ending Mar. 
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31, 1948.) 


| ee 


TRIBUNE 


SUN-TIMES 


HER.-AM. 


DAILY NEWS 


NOVEMBER 10, 


1948 


574,269 


515,367 
403,457 


333,615 


Here’s where The Chicago SUN-TIMES 
will build demand for your product: 


J In Chicago 
—through an average net paid daily city 


circulation of 515,367 . » - more than 
200,000 of it delivered directly to 


Chicago homes by carrier boys. 


J In Chicago and Retail 
Trading Zone 


—through an average net paid daily City 


& RTZ circulation of 602 903 


In Chicago, RTZ, and 


Environs 


—through a total average net paid 


*All circulation figures from 
latest available (3/31/48) 
ABC Publisher's Statement. 


189,151 


87,536 


80,003 RETAIL TR. ZONE 


_E 


6 


The News-Post is the favorite daily paper with 57.5% of Baltimore’s 343,654* 
City Zone families . . . reaching more Baltimore homes in this area than any other 
daily newspaper. City Zone 197,666. Total net paid 226,464. 


As bigger—richer Baltimore rang up $240 Million in General Merchandise sales, 
$43 Million in Drug Store sales in 1947**, the News-Post climbed to a record of 
more than 10,000,000 lines of retail advertising. 


Half-measures won't sell this important growing market. That is why Baltimore 
retailers are using more than ever before the newspaper that's first choice with over 
half of Baltimore every day. 


To bring your Baltimore sales up to par, bring 
your Baltimore market information up-to-date. 


*ABC City Zone based on Bureau of Census—1947 Report for Baltimore Metropolitan District. Among the 


ten largest markets in the U.S., Baltimore's rate of growth is exceeded by only two West Coast cities. 


**Sales Management Survey of Buying Power, 1948 


Ist in circulation in the 6th largest city 


Baltimore News-Post 


A HEARST NEWSPAPER—NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Other current Cleveland Press research 
covers sales or distribution data for gro- 
ceries, toiletries, appliances, furniture, 
apparel, automotive products and alcoholic 
beverages. Most items are recorded on a 
continuing basis. Some are reported annu- 
ally, quarterly or monthly. Write us about 
your marketing problems. 
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POWER TO DO GOOD--POWER TO MOVE GOODS 
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The Cleveland Consumer Panel is an organi- 
zation geared to today’s marketing needs of 
measuring the sale of merchandise at the con- 
sumer level. 500 typical housewives have 
kept a daily record of purchases of more than 
50 classifications of groceries and wearing 
apparel since August, 1947. Reports of each 
month’s accumulation of buying are mailed- 
in on the last day of the month. Basic tabu- 
lations are completed within three weeks, 
with the result that fresh information—often 


less than one month old—is always at hand. 


If your product is in the food or apparel 
line the Consumer Panel can work for you 
and aid you in your marketing in Cleveland. 
If not, chances are that some other phase 
of Cleveland Press research does include 
it, because this newspaper has long been 


famous for its broad research program. 


Press research offers you your best bet 
to make your test where you can measure 
the results. 


FOR BUTTER-FINGERED SEWERS 


Even a butter-fingered woman should be able to turn 
out a neat-looking costume in practically nothing flat, 
from the ‘“Dreskit’” package which includes pattern and 
materials for a dress and instructions for making it. 
Madisonit Co., Inc., New York, is the manufacturer and 
Prince Sales Co., also New York, is the sales agent for the 
kit, which retails at $1.79. 


The makers claim that it should take no more than an 
hour or so to complete the dress. The reason for the speed 
is that the package contains a tubular length of material 
which can be slipped on over the head, snipped off at the 
proper length, pulled in at the waist, and, presto, except 
for armholes and neckline, there’s the dress. Of course, 
there must be darts taken in here and there, and a bit of 
nipping and perhaps some trimming, but nothing that 
should take more than half an hour to an hour. 


The idea was dreamed up by Madisonit Co., which 
sells sausage-like, or tubular, lengths of cotton fabric to 
manufacturers of outerwear. Manufacturers of wool 
tabrics in tubular form have been selling their material 
n dress lengths for several years, but it remained for 
Madisonit to adapt the idea to cotton, and to package the 
material with a dress pattern, and to get the item on sale 


SIMPLE AND SMART ... . and she made it herself! 
Everything she needed, tubular cotton jersey fabric and 
basic pattern, was included in the packaged unit dreamed 
up for handy gals by Madisonit Co. Inc., N. Y. fabric house. 


both through retail outlets, and through Spiegel, the mail 
order house. (Spiegel offered the item in their Mid-Sum- 
mer Sale Book.) 


Before marketing Dreskit, Madisonit tested it among 
its own women employes. A designer originated ten 
different patterns, all adapted to tubular lines. Six differ- 
ent fabric designs, each in four color combinations, were 
made available in the series of kits—which means that 240 
different dresses could conceivably be fashioned. 


The product is well merchandised. The package has an 
illustration of one dress, a line drawing in considerable 
detail; and sketches showing adaptations for sport, eve- 
ning and “playtime.” Copy, though short, tells quite a bit 
about the contents of the kit: “Make Your Own Dress 
... Just Snip and Hem... 10 Smart Styles with Easy- 
to-Follow Instructions for Each Style Are Enclosed . .. 
13¢ yards, 50 in. wide—pure cotton—tubular jersey— 
washable.” In offering the product to retail stores, Prince 
Sales Co. sends a sheet with reproductions of the ten 
different designs for which instructions are enclosed in 
each package, together with a consumer leaflet describing 
the product. 


Dreskit has appeal both to women who are pressed for 
time and to those who want to make clothes for them- 
selves, but know little about sewing. A third virtue is the 
comparatively low price—quite a factor in these days of 
budget worries. The only fly in the ointment that we can 
see is that snakelike designs—the kind adapted to tubular 
fabric lengths—are a little less than kind to not-so-slender 
figures. 


SUCCESS STORY 


He had to learn how to sell. He had to discover what 
kind of selling proposition he could handle. 


That was probably as hard a part as any in the business 
changeover that Burns Baker had to work out three 
years ago. 


Baker was then thirty-eight, had been a foreign ex- 
change man in a Los Angeles bank. There he often placed 
general insurance, fire, casualty, liability and so on, for 
customers. When between noon and dark he lost his sight, 
that branch of insurance seemed to be something to build 
on. And it was necessary to map a new career—quick. 
Baker had six youngsters then, has seven now. 


His brother turned over an office and the general insur- 
ance business that had come to him as a real estate broker. 
The bank asked employes who had insurance business to 
remember Baker, and for a time he got leads that way. 


There had been an epidemic of burglaries and fires in 
the neighborhood of his office, and he got up a circular 


about such protection, and sent it around via youngsters. 
Not a nibble came of it. 


He wrote letters, and made phone calls, and advertised 


SALES MANAGEMENT 


Vibrance, depth, feeling. The Herald-American has it. That’s why so many Chicago men and 


women between the ages of 15 and 50* read the Herald-American every evening. 


News editing that has the human touch, penetrating editorial perception, features that strike a 
responsive chord in young, up-and-doing Chicagoans make the Herald- American the preferred 
newspaper of over 500,000 families each evening and more than a million on Sunday. 


In the Herald-American, your advertising reaches Chicago’s most active market—the young 
able-to-buy families in the process of accumulation—the largest evening newspaper audience 
in Chicago. 


*A complete analysis of the Herald-American readership, including Age, Sex, Employment, 
Rentals and Family Status is available to advertisers in a recent study by Alfred Politz 
Research, Inc. Write for your copy of “Characteristics of Chicago Herald-American 


Readers.” It contains the answer to more profitable coverage of the rich Chicago market. 


CHICAGO HERALD-AMERICAN 


EVENING AND SUNDAY—when the whole family is together 


EVENING CIRCULATION OVER 500,000—SUNDAY OVER A MILLION 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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What's the 


future sales outlook 


in leading cities ? 


For up-to-the-minute trends in 
key U. S. markets, check 
“High Spot Cities” in SALES 
MANAGEMENT the first of 


every month. 


This feature gives a forecast of 
retail sales in the month ahead 
for more than 200 cities and 
shows how the sales level in 
these cities has changed since 
the previous year and since 
1939. Cities with a level of sales 
which equals or exceeds the 
national change from the same 
month of the previous year are 
marked with stars as “Pre- 
ferred-Cities-of-the-Month.” 


Mimeographed copies of “High 
Spot Cities” may be secured 
ten days in advance every 
month at a cost of only $1.00 


per year. 


THE MAGAZINE OF MARKETING 


386 Fourth Avenue, New York 16, N. Y. 


Chicago ¢* Santa Barbara 


in local periodicals, confident that the way to get business 
was to go after it—same result. 


Then he turned to study the business that came to him 
and learned: (1) It all came through leads supplied by 
friends; (2) His customers were people who had run into 
a need for insurance, a new car, a new house; (3) No- 
body was interested in general insurance until a need 
arose, or a policy lapsed; (4) The way to sell that line 
was through service, reminding customers of approaching 
lapses. 


On this basis, Baker has done well. His is a service 
calling for interminable fingertip information. The cus- 
tomer wants to know when, how much, what kind of 
protection, the kind of detail that is carried in files. 


Baker has unique records, written in Braille as well as 
typed for sighted people. Nine-tenths of his business is 
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DICTATION at Burns Baker firm involves the Boss reading his 
notes in Braille, while his secretary, who is partially sighted, takes 
regular shorthand notes. Between them, they're licking a handicap. 


done by phone. As he talks, he flips out a card, reads the 
data, speaks new information into a dictaphone, later to 
be typed and also Brailled for his records—his secretary, 
Mabel Lovering, writes both ways. 


Probably not half his customers ever discover that he 
is blind, for he sells by phone, delivers and collects by 
mail, has almost no office business. 


Learning Braille was hard, too. The blind say nobody 
ever acquires the fingertip sensitivity necessary unless he 


has to. Baker had to. 


He had to take the state exam for an insurance license 
—the quiz had lately been stiffened. He was in the third 
group to take it—nobody in the other two groups had 
passed—but by hard boning on codes and a dozen kinds 
of general insurance, and with his wife to do the paper 
work, he got his license in two hours. Since then he has 
obtained a life insurance license, and in this field finds 
more room for selling. 


There is a good deal of sentiment for and about the 
blind, but not among themselves, and Burns Baker insists 
that his readjustment was mainly such a change of work 
as might be necessary to any business man. True, he had 
a handicap. That did not make it anything else than a 
straight business proposition. 
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NEW HIGH COVERAGE AT A NEW LOW RATE 


in A Bigger Indiana Market 


@ Now we can serve you better than And, combined, we can give you 


ever before. Combined, we offer you service without equal in this great 


Mid-Western market. With the 


Consumer Analysis and the Gro- 


saturation coverage of Indianapolis and 
Marion County families every day... 


plus more than 50% family coverage cery Audit, plus other marketing 


in the 19 counties of the primary trad- helps, we can steer your advertis- 


ing area... plus more than 25% family ing campaigns right to the spots you 


coverage in the 25 counties com- want to SELL. 


prising the secondary trade zone. 
It’s a rich, productive market— Write us for any additional infor- 


over half of Indiana! mation you may need. 


KELLY-SMITH COMPANY -+- NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 
and 


THE INDIANAPOLIS NEWS 
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Some people are richer than others. They earn more, spend more. A 
collection of these richer people makes a richer market. If your advertis- 
ing campaign high-spots these richer markets, then top-spot on your list . 
must be Detroit with its 8 billion dollar manufacturing volume, its climb- 


ing retail sales, and its huge backlog of automobile orders. 


Through The Detroit News alone, with the largest weekday circula- 
tion in Michigan, you reach 63% of Detroit’s total income, 64% of the 
home owners, 65% of the auto owners. That’s why the combination of the 
Detroit Market and The Detroit News is your answer to increasing sales 


and lowering advertising costs. 


432,089—largest weekday circulation 
ever reached by any Michigan newspaper 


554,187 —highest Sunday circulation in 
Detroit News’ history 


A.B.C. figures for 6 months period ending March 31, 1948 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWI-TV 
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Major in 


Pittsburgt’s 
POST-GAZETTE 


There’s nothing new about routing your advertising 
as you route your salesmen. It's as old and proven 
as advertising—as tried and tested as high-octane gas. 
Trouble is, it’s hard to do in some markets and too 
expensive in others! 

Yet it’s so easy and economical in Pittsburgh—with 
Pittsburgh’s Post-Gazette! The Post-Gazette double- 
teams with your salesmen perfectly in selling the mil- 
lion central city people . . . then travels along singing 
the same selling song to the two million more who 
live in and around the neighboring 144 cities and 
towns of 1,000 to 75,000 population. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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IN IOWA THEY TURN ON THE 


GNITION-THEN THE RADIO,’ 
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Tue 1948 Iowa Radio Audience Sur- 
vey” shows that 41% of lowa car owners 
have radios in their cars—that these 
extra (“non-Hooper”!) radio listeners 
provide a very substantial bonus audi- 
ence! 


On long trips, 60.1% of car radios were 
reported to be in use “almost all the 
time” or “quite a bit of the time.” On 
short trips, the remarkably high per- 
centage of 36.6% are heard “almost all 
the time” or “quite a bit of the time.” 


Up-to-date, factual information on use 
of car radios is only one of many new 
and extremely interesting subjects cov- 
ered in the 1948 lowa Radio Audience 
Survey. They confirm the Survey’s 11- 
year policy of modernizing your old 
data—“‘bringing to light new informa- 
tion not previously gathered.” 


I BRN ch, TORTIE, rms co 


For all the information you need about 
radio in Iowa, write us for your copy of 
the 1948 Iowa Radio Audience Survey— 
today—or ask Free & Peters. 

*The 19148 Iowa Radio Audience Survey is a “‘must’’ for 
every advertising, sales, or marketing man who is inter- 
ested in the Iowa sales-potential. 


The 1948 Edition is the eleventh annual study of radio 
listening habits in Iowa. It was conducted by Dr. F. L. 
Whan of Wichita University and his staff, is based on 
personal interviews of 9,224 Iowa families, scientifically 
selected from the city, town, village and farm audience. 


As a service to the sales, advertising, and research pro- 


fessions, WHO will gladly send a copy of the 1948 
Survey to anyone interested in the subjects covered. 


W Inl © 


+ for lowa PLUS 


Des Moines . . - 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
FREE & PETERS, INC., National Representatives 
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NEWS REEL 


A, A, HALLY 


Following 23 years of association with the Denni- 
son Manufacturing Co., becomes sales manager in 
charge of Texcel sales for Industrial Tape Corp. 


CON M. HEWITT 


New director of marketing for Sharp & Dohme, Inc., 
to head Canadian operations and the Products Mar- 
keting Department of the Domestic Sales Division. 


NORMAN R, ANDERSON 


Former merchandising manager of the Telecoin 
Corp., is named sales and advertising manager, 
Minute and Certo Divisions, General Foods Corp. 


J. HAROLD BOOTH 


Named executive vice-president and general man- 
ager of Polaroid Corp., after 21 years with Bell & 
Howell Co. where he was vice-president of sales. 


W. D. CRELLEY 


Newly appointed marketing manager of Telechron, 
Inc., as part of the company’s reorganization of its 
sales department which has tripled since pre-war. 


MORTON F. BLAKESLEE 


For past 10 years Eastern sales manager in charge 
of merchandising all R. C. A. products, is appointed 
vice-president for sales of the Daystrom Corp. 


THE CELOTEX CORP. 


Roger W. Rodgers (left) has been appointed man- 
ager of Celotex Industrial Uses Department and 
Frederick W. Lagerquist (right) has been named the 
manager of the company's Asphalt Roofing Sales. 
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How to put a Roof over your Business 


You're spending more than 15 million dollars 
a month in specialized business papers. 


That’s a lot of money . . . and we think you're. 


doing a darn good job with it. We believe the 
business paper is supreme at sharpshooting. No 
mass media can ever replace it. The power engi- 
neer, the textile overseer, the electrical contrac- 
tor... each is best reached by the business pub- 
lication edited for his job interest. 


What we'd like to help you do is improve on 
your business paper program. How? By giving 
you a first-hand introduction to the men upstairs 
who can say, ““No!”’ so easily . . . when they’re 
not in-the-know about you and your product. 


TAKE THE EXPENSIVE “’STOP’’ 
OUT OF “STOP AND GO” SELLING 


We want you to have more buyer coverage in 
every branch of business you’re interested in— 
manufacturing, mining, transportation, etc. We 
want your advertising to be seen and read by the 
best informed business audience in America. 


%K 155,283 DECISION-MAKERS READ THE WALL STREET JOURNAL 


The total net paid attained circulation of The Wall Street Journal is over 135,000. A recent “one-out-of-every- 
four”’ subscriber check established a total identified readership of 223,641—adding the ultra-conservative-figure 
of 16/25ths of an additional reader for each paid subscriber. Decision-makers selected are only those executives 
ranking General Manager, Department Head, or better. Ask to see the detailed figures, 


daily vitality... 


We want you to build on to your productive 
business paper program the 155,283 decision- 
makers* who read The Wall Street Journal every 
business day. Yes—61,327 Presidents, Owners, 
and Partners—23,509 V-P’s—20,087 Secretary- 
Treasurers—36,106 General Managers and 
Department Heads—14,254 other Officers and 
Directors. 


MORE DECISION-MAKERS FOR YOUR DOLLAR 


We want you to buy this audience at lower cost 
than anything else that even seems comparable. 
We want you to get more for your money than 
even we gave you 6 years ago—and with circu- 
lation tripled and rate per 1,000 down 56 percent 
—you can! 


You can be in The Wall Street Journal every 
other week for a full year—with a dominant 
8 in. by 10% in. space unit—for less than $16,000. 
And whatever your problem, it offers you all the 
flexibility only a newspaper’s big page size and 
high frequency make possible. Write for new 
cost and circulation data. THE WALL STREET 
JOURNAL, 44 Broad St., New York 4, N. Y. 


Sy) 
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THE WALL STREET JOURNAL is the only national business 
daily (in fact, the only national newspaper) . . . printed every 
business day in New York, Dallas and San Francisco... 

shipped via air to 11 key distribution cities . . . circulated 

in every state. . . over 80% day-of-publication delivery ... 
exclusive news reporting on national “‘situations” . . . its reporters, 
correspondents and analysts are literally everywhere. 
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37% of all 


VACUUM CLEANERS 


bought in the 


U.S. in six months 


were bought by 


LIFE-Reading Families 


32% of all 


PACKAGED SOAPS 


unwrapped in the 
U.S. in a single day 


were opened by 


LIFE-Reading Families 


35% of all 

TOOTH PASTE 
opened in the 
U.S. ina single day 


was opened by 


LIFE-Reading Families 


Some facts about this research. In recog- 
nition of the value of this type of research to 
U.S. marketing, the American Marketing Asso- 
ciation in its 1947 awards conferred upon its 
developer a Meritorious Service Citation. In this 
citation it was characterized as an “‘outstanding 
accomplishment in improving the technique used 
in continuing consumer surveys.” 


In this study thousands of families, represent- 
ing a true cross section of total U.S. families, 


“ 


32% of all the 
MEN’S SHOES 
bought in the 
U.S. in one week 


were bought by 


LIFE-Reading Families 


35% of all’ 


AUTOMOBILE TIRES 
bought in the 
U.S. in six months 


were bought by 


LIFE-Reading Families 


46% of all 


PHONOGRAPH RECORDS 
bought in the 
U.S. in one month 


were bought by 


LIFE-Reading Families 


kept a diary called a “Chronolog.” In_ the 
Chronolog these families recorded their maga- 
zine reading habits and the amounts they pur- 
chased of many basic products. 


If you would like a full report of the Chrono- 
log results—covering 21 of the products studied 
—and of the interesting statistical and research 
methods used in this new kind of survey, write 
LIFE Market Research, 9 Rockefeller Plaza, 
New York 20, N. Y. 
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U.S. advertisers invest so 
much more money in LIFE 


44% of all 


NAIL POLISH 
opened in the 
U.S. in a single day 


was opened by 


LIFE-Reading Families 


35% of all 


canned SOUP 


opened in the 
U.S. in a single day 


was opened by 


LIFE-Reading Families 


36% of all the 


WOMEN’S STOCKINGS 
bought in the 
U.S. in one week 


were bought by 


LIFE-Reading Families 


LIFE is America’s 
Magazine 
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hese facts about the buying power of LIFE’s vast 

audience are from a study made by the Market 
Research Company of America. 

They show how big a segment of the U.S. market 
for consumer goods LIFE-reading families represent. 

They show that LIFE is America’s most powerful 
selling foree—explain eloquently these advertising 


revenue figures. 


ADVERTISING REVENUES (first 9 mos. 1948) 
(Source: Publishers’ Information Bureau.) 
WE. 2 0 0 tw ow ew SRS SGIV AST 
NBC (National Chain Sales) $51,399,452 
CBS (National Chain Sales) $45,260,410 
Saturday Evening Post $44,347,015 


Frequency discounts deducted from LIFE figure, not 
from NBC and CBS figures. The Saturday Evening 
Post has no frequency discounts. 


LIFE offers to advertisers the most economical way 
to reach a large and rich market—the most efficient 
medium there is for distributing America’s huge 
production profitably. 
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theres a_ 


reason 


or 


Young homemakers make 


up today’s biggest 
buying market... 
bar none! 

Speak to them 
directly through 
the pages of 

their own 


homemaking guide... 


MABEMOISELLES 


IVING 


the magazine for 


smart y oung homemakers 


A Street & Smith publication 
122 East 42 Street, New York 17 


BY T. HARRY THOMPSON 


By the time this issue hits the 
mail-sacks, we will know, of course, 
who the occupant of 1600 Pennsyl- 
vania Avenue will be for the next 
four years; but not as this is written. 


Whoever he is, I wouldn’t want 
the job. Flying down to Rio in the 
“Independence” sounds like fun. 
Cruising the Potomac in the “Wil- 
liamsburg” has tremendous appeal for 
this congenital sailor. But making 
decisions that are sure to make ene- 
mies would cancel anything on the 
pleasant side. 


Faberge has a_ perfume called 
“Woodhue.” It might have more sex- 
appeal if spelled: “Would You?” 


You ain’t seen nothin’ yet till 
you've seen a couple of gal rasslers, 
giving each other the “flying mare,” 
the “‘pile-driver,” and vicious slugs in 
the chest between throws. 

es 

A practical joker swiped = an 
“Apartment for Rent, Apply Within” 
sign and wired it to my picket-fence. 
Very funny, except for a nice-looking 
pair of newly-weds who drove up, 
figuring that this was Journey’s End 
‘n their long search. 


Monday through Friday, CBS at 
8:30, General Electric’s genial Art 
Linkletter interviews five moppets 
from some nearby school. One of 
them recently defined a seminary as 
‘“‘a place where they bury people,” 
and another said a bachelor is “‘a man 
who gets bashed-up.”’ Could be. 

es 
Nir — “What's 
percha’ ?” 

Wit—"That’s a guy who sits on 
curbstones.” 


this ‘gutta- 


The World Council of Churches, 


convening in Amsterdam awhile back, 
was talking through its ecclesiastical 
hat when it condemned capitalism 
equally with communism. Where 
would the churches be without capi- 
talism? You can’t pay a pastor with 
buttons. 


HEADLINE PARADE 

“Hi, there—vyou'’re stepping on 
buried treasure!” — Consolidated 
Edison Company of New York, Inc. 

Window on the World.—Du 
Mont Telesets. 

800 newspaper-pages fit in the 
palm of your hand.—Recordak. 

So wispy sheer, Dexdale nylons 
flutter if you so much as breathe 
on them. 

How to fill a bridgework-cavity. 
—Erie Railroad. 

Sapphires, Savages, 
Lions.—Continental Oil. 

Glass protection for Nature’s per- 
fection.—Duraglas. 

They raised milk-production .. . 
with a fan!—Electric Light @& 
Power Companies. 

7. 


and Sea- 


Inspired by one of radio’s top give- 
away shows, Horace Williams offers 
a slogan for a vaso-constrictor: “Stop 
the Mucus!” 


Walter Winchell reminded strikers 
they ‘should be glad they’re_ in 
America instead of England or 
Russia. England, he told them, would 
call out the army and navy. In Rus- 
sia, a striker gets the firing-squad. 


“*T ike-minded, like-minded,’ he 
hissed.”"—John C. O’Brien in the 
Philadelphia Inquirer. Try that on 
your hisser! 


Henry Obermeyer wants Jack Lutz 
and me to know that Webster’s New 
International gives electorial as op- 
tional, not secondary, to electoral. 
(That Henry O. knows more things 
than O. Henry!) 


When ten-year-old Jimmie next 
door bought a pair of hamsters, his 
mother quipped: “We'll have to call 
our place “The Hamstead’.” 


Ring Lardner used to quip about a 
mythical fellow who had ‘“Repair-ian 
Rights” to the Williamsburg Bridge. 
No doubt about it, today’s repairmen 
are the chaps in the chips. 


The Penalty of Leadership: All 
phonographs are “victrolas,” all re- 
frigerators are “‘frigidaires,”’ all home 
freezers are “deep-freeze’ units; at 
least, to that large segment of the 
public which has tapioca in its cranial 
cavity in place of you-know-what. 
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WHEN YOU’RE SELLING TO TODAY’S 
TOP PROSPECT...THE FARMER! 


If people with savings are your best prospects, 
be guided by this important fact: Farm fam- 
ilies last year, with less than 20% of the total 
population, saved more money than the other 
80% of the population! Concentrate your ad- 
vertising where farm wealth is concentrated, 
in the Midwest 8 states. Income per farm in 
this rich area is nearly twice the national 
average. This entire area can be sold as a 
single unit with the locally-edited farm papers 
of the Midwest Farm Paper Unit. All five can 
be bought on a money-saving basis with a 
single purchase order, a single plate. 


NEBRASKA FARMER*+ THE FARMER* WALLACES' FARMER and IOWA HOMESTEAD: PRAIRIE FARMER* WISCONSIN AGRICULURIST and FARMER 
Midwest offices at: 250 Park Ave., New York*59 E. Madison St., Chicago*542 Center Building, Detroit * Russ Building, San Francisco * 645 S, Flower St 
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Have you received 
your copy? 36 pages of vital 
marketing information tells who and where 
your best prospects are. An “audit” of the Midwest farm market 
based on U. S. Census Bureau figures. It's new, it's exclusive, get it! 


MIDWEST 


., Los Angeles 


Which one *® 


meels your 
screening test’? 
ee all 


If you’re interested in loyalty — 

loyalty to your brands — it’s the one 
on the right. He’s the Better Homes & 
Gardens reader — and with his wife 

he spends an income among the high- 


est for all big magazines, for everything 
that goes into a comfortable home. ( er () CC 
BH&G, with a 100% service content ) ) 
Ai ( d 


on better living, screens these 
heavy-buying customers for you. 


ar els 


CIRCULATIO, over 3,000,000 


America’s First Service Magazine 


The J. B. Back & Company, inc. markets custom-made 
NUTURA cigars. Each personalized cigar is preserved ing 
special cedar wrapper printed to the customer's specifica- 
tions. Delicate cedar wraps are fragile, which created the 
problem: “How to maintain presentable sample wrappers 
from which customers could make a selection?” 

Ful-Vu “Vu-Dex" Binders proved to be the solution. To- 
day NUTURA is the largest selling cigar of its kind in 
America. All J. B. Back representatives’ samples are neatly 
arranged, logically indexed, completely protected from 
fingerprints and smudge—and they sparkle with a new 
attractiveness that only genuine transparent Mikafilm in Ful- 
Vu Binders can impart! 

Call your stationer or write to: COOKS' INC., 
784-118 Wright Ave., Camden, N. J. 


GIVE YOUR SALES STORY THE SPARKLE THAT CLOSES THE SALE! 


Designed and manu- 

factured exclusively a yr 
by Cooks’ Inc., SYSTEMS OF 

Camden, New Jersey DISPLAY 
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‘Yokio Rose and Axis Sally 
Have come, it seems, 
To the end of the alley. 
Axis Sally and Tokio Rose 
Will “sing” if slugged 
With a rubber hose. 


“Perseverance: Sticking to some- 
thing you’re not stuck on.”—Arm- 
strong Paint-Pot. 


Aside to Minnesota Mining & 
Mfg. Co., St. Paul: Why not take a 
little ad in SM to remind advertising 
agencies and advertising managers 
they should use your Scotch Cellulose 
Tape to fasten proofs in their scrap- 
books? Mucilage and _ library-paste 
dry out, then the proofs fall out. 


Tessie O’Paque has a brother in 
his second year at Reform School. 
She says he’s a sophomoron. 


Larry Strickler doesn’t know the 
column never prints puns and plays- 
on-words, so he sends along this post- 
script to Shasta Dam and Shasta 
Shampoo: “There is also Shasta Song 
at Twilight.” 


Beau Beals liked this window- 
streamer on an A. S. Beck shoe-store: 
“To the "Teen’s Taste.” 


Commenting on an item here that 
Philco, the leader, was first with a 
turntable for playing the new L-P 
records, Ward Hynes, sales-promo- 
tion manager, tells me his firm ( Wil- 
cox-Gay) was first with a wireless 
record-player for album-length record- 
ings. It seems there are no wires at- 
tached to the Wilcox-Gay job, which 
just plugs into an ordinary outlet and 
plays through any or all radios in 
the house. This, I'll have to see, 
Ward. 


“The Tree in the Meadow” is a 
nice ditty, but “I'll love you till I 
die” is too much copy to carve on a 
tree, even a silver birch, as any former 
country-boy knows. 


A vending-machine that sells you 
four penny stamps for a nickel is a 
welcome convenience, until you figure 
it has charged you 20% for the 
service. 

. 


Whenever I see a babe using gold 
sandals for street-wear, I feel like 
rushing home to put on the soup-and- 
fish. The gals of my generation re- 
stricted the Cleopatra getup to 
formals. 
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Be sure of your weight 


in all three | 


Does your advertising dollar pull 
honest weight in all 3 major national 
markets when you use a list like this 

Collier's — Life — Post — 
Companion — Good Housekeeping — 
Journal — McCall’s — American 


Weekly — This Week...? 


) 


= 
wry, 


It’s close enough here... 


Metropolitan places which represent 64% of all city and town 
families. They get 69¢ of your dollar invested in such a list. 


Almost exact weight... 


in places beyond metropolitan influence, over 1,000 population. 
They represent 24% of total city and town families, and 25¢ of 
your advertising dollar so invested goes to this market. 


way short... w Z 
Z, 


in America’s 3rd largest city and town market. 
Places beyond metropolitan influence, under > —3, 


1,000 population ...the True Small Towns. They represent 12% of Zo yg 
total city and town families . .. YET less than 6¢ of your advertising ‘i 
dollar invested in urban national publications goes to this important 

market. 


Get a larger share of the True Small Town market by awarding it a larger 


share of your advertising dollar. Add GRIT to your national schedule... 


61¢ of every advertising dollar invested in GRIT goes to the True Small Towns. 


SMALL TOWN AMERICA'S GREATEST FAMILY WEEKLY 


with more than 650,000 circulation 


GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. 
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WEBSTER ELECTRIC 


<—— 
C kotape 
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[’kotape 


RECORDER 


See! Hear! 


REPRODUCER 


Webster Electric’s new 


high quality tape recorder-reproducer... the “Ekotape” 


Webster Electric Company, Racine, 
Wisconsin announces a new high 
quality tape recorder. It is larger 
and has higher power output than 
most commercial or home recorders. 
It offers features that assure excep- 
tional tone quality, better recordings, 
simpler operation, greater versatil- 
ity. This recorder was designed only 


WEBSTER \\/ 


RACINE * 


after an extensive survey of recorder 
users revealed what these users 
wanted and needed. The ““Ekotape” 
meets their needs, and more! It’s 
worth immediate investigation. It’s 
a sound investment with features 
and advantages that more than jus- 
tify any extra cost. Mail the coupon 
today for complete information. 


ELECTRIC 


WISCONSIN 


Established 1909 


Export Dept. 13 E. 40th Street, New York (16), N. Y. Cable Address ‘‘ARLAB" N. Y. City 


*‘Where Quality is a Responsibility and Fair Dealing an Obligation” 
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® Superlative tone 
quality 


@ Faithfully echoes 
speech, music, and 


other sounds 


@ Simple, dependable 
operation 


® Simplified threading 


© Absolute freedom 
from wow and flutter 


@ Dual channels of 
amplification 


® Large high quality 
speaker 


© Fast forward and re- 
wind speeds 


®@ Tape starts and stops 
instantaneously 


® Positive dual erasing 
feature 


@ Electronic recording 
volume indicator 


® Separate bass and 
treble tone controls 


e Uses any standard 
magnetic recording 
tape 


*395°° 


f. o. b. Racine, plus any 
sales or other applicable taxes 


Mail this coupon today for 
full information 


Webster Electric Company, Racine, 
Wisconsin SAM2 


Please send me literature fully describ- 
ing the new “Ekotape”’ recorder- 
reproducer. 
MOM. c cccccosccccecececscosecoees 
Organization. ccccccccccccccccce coee 


Address.... 


CRY. 0 ccccce cc ckOROec + HNC coves 
If a dealer, please check here [] 
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in Washington, D.C. House Beautiful matches 


First...as the magazine that exerts the most influence among its readers in the purchase 
of home furnishings and home equipment. How do we know? Several months ago, 
Fact Finders, Inc. surveyed customers SHOPPING in a leading Washington, D. C. de- 
partment store, asked them to say: 


WHAT MAGAZINE GIVES MOST USEFUL INFORMATION ABOUT HOME 
FURNISHINGS (GENERALLY AND BY 7 SPECIFIC CLASSIFICATIONS) 
—and found that House Beautiful sent more of its readers into the home furnishings 
departments in this retail store, in proportion to its circulation, than any other magazine. 


The Pay-Off’s at the Point of Sale. You judge the effectiveness of an advertisement 
by its power to create SALES, Why not judge advertising media by the same logic? 


For example: measured at the POINT-OF-SALE in Washington, D. C., where House 
Beautiful’s circulation is: 


1/4 of Home Magazine B—its INFLUENCE proves 214 times greater per copy 


1/4 +. oe A Coa ee “ 55% ee “ 

Equal * “ “ ae “e ““ 21% “cc “ce “ “e 
1/5 of Women’s Magazine A—its INFLUENCE proves 4 _ times greater per copy 
1/6 ee ee = “ “ “ee 12% oe 

1/5 ““ 6“ 6“ “ec ““ 91 “ce “e “e “ 
1/5 6“ “ec 66 S . 6 be 1914, “ec 14 6 oe 


1/10 that of Weekly A—its INFLUENCE proves 184 times greater per copy. 
(Note: WEEKLY B—did not rate at all in this area.) 
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its Sah with all other Magazines and comes up first! 


Indicating? That a magazine is only as good as its audience is ACTIVE at the POINT OF 
SALE. That fabulous incomes or astronomical circulations are no guarantee in themselves 
of a readership ready, willing or able to buy. That in the home furnishings and major 
appliances field, particularly—the most effective advertising vehicle is the magazine 
that selects its audience, by virtue of its editorial concentration (and premium price) 
fromamong: 


1. Families whose particular interest is home improvement. 
2. Families with better-than-average incomes—accustomed to living well. 


3. Families in the age groups when most accumulate the bulk of their capital goods, and 
when earning and spending power are at peak levels. 


In short, House Beautiful magazine—now reaching more than 520,000 actively interested 
families every month. 


9 We'll tell you this much now. It’s a new approach to media selection 
. * ee —based on the results of 3,500 personal interviews with shoppers in 
what's ee 7 house furnishings departments of a dozen leading stores from coast- 
to-coast. For a complete explanation send for a House Beautiful 
e . 
find out today representative today. 
House Beautiful Magazine, 572 Madison Ave., New York 22, N. Y. 


House Beautiful Magazine 
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AUTOMATIC 
SLIDE PROJECTOR 


When you use slides for sales presenta- 
tions or business meetings, you need 
the LaBelle Automatic. It requires only 
one man to operate. Slides are auto- 
matically fed and restacked at the 
touch of a button. There's less dis- 
traction to your audience . .. more 
attention to your planned subjects. La- 
Belle ends fumbling and slide damage, 
gives you a richer return on your pho- 
tographic investment. A single maga- 
zine load gives you up to an hour’s 
show — and you needn't touch a sin- 
gle slide! Your pictures have full pro- 
tection during and between showings. 
Just file the magazines ready for the 
next showing. Once you've seen the 
LaBelle Automatic demonstrated, you'll 
want it for home use, too! 


Attention, 
Sales Managers! 


—~ An “‘attention-get- 
“t ting’ way for 
your men to show 
installations or 
glamorized pic- 
tures of your 
products is the LaBelle Pak Viewer. Only 514 
x 2, it's easily carried. With it, you repeat 
ten 35-mm, ready mounts, keep them in se- 
quence, protect them from damage. A buy 
at $4.95. 


LaBelle Industries, Inc. 


OCONOMOWOC, WISCONSIN 


FOR PERFECTION IN PROJECTION 
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Military Contracts Allow 
Selling, Distribution Costs 


Final draft of the “Statement of 
Cost Principles,’ which will govern 
all sales and production contracts 
under the renegotiation act, is at last 
due any day now after a protracted 
series of arguments. Latest indications 
were that it would give recognition 
to institutional advertising as an ad- 
missible cost, with the limitations 
carefully spelled out but generally 
following the Treasury Decision pat- 
tern of World War II. 

Back in June the draft of principles 
prepared by the Army, Navy and Air 
Force allowed only “help wanted” 
and required public notices as adver- 
tising cost. But advertising allow- 
ances were inserted eventually and 
grudgingly promised after the publish- 
ing industry, trade associations and 
individual firms besieged military 
procurement officials with protests. 
No one could feel sure, however, just 
how generous the treatment of adver- 
tising would be until he could see the 
final draft. 

Treatment of such “indirect costs” 
as selling and distribution expenses 
has not encountered any such diffi- 
culties. They were recognized at the 
outset as admissible costs so long as 
they are incurred in connection with 
the marketing of the contractor’s 
products covered in the contract. 

Such other items as membership in 
professional, trade and business or- 
ganizations, and necessary traveling 
expenses are specifically listed as ad- 
missible. 

“Entertainment” originally was on 
the non-allowable list, but efforts 
have been made to obtain allowance 
for entertainment where it is a dis- 
tinct and legitimate part of selling 
activity. 

Foreign sales departments and 
other selling and distribution activi- 
ties not related to contract products 
are specifically labeled as inadmissible. 

The three military departments 
took cognizance of the fact that gen- 
eral rules would not fit all cases and 
have let it be known that administra- 
tive rulings with respect to interpre- 
tations and allowances under any one 
department will be co-ordinated by 
the three before issuance. While much 
confusion is bound to remain even 
when the “Cost Principles” are in the 


hands of all contractors, this step at 
least will help settle most questions 
more effectively. 

(Note: Advertising allowances 
alone have not held up the final draft. 
In recent weeks there have been major 
controversies over executive salaries, 
discounts, and wage adjustments as 
allowable costs.) 


Straddling Formula Sought 
On Radio Give-Aways 


Most frequent guess inside FCC 
is that the Commission will undertake 
to write a formula for give-away 
radio shows which will not ban them 
entirely, but will curb them consid- 
erably. Chief hitch lies in just how 
far FCC can stretch the definition of 
lottery. If it should promulgate an 
outright ban, court tests are certain. 
At the October hearings in Wash- 
ington, the entire industry opposed a 
ban on give-aways with the exception 
of Former FCC Chairman Paul 
Porter, speaking for the Baltimore 
station WITH. Porter admitted 
FCC authority was uncertain and 
suggested that the final determina- 
tion will rest with the courts anyway. 


Freer's Resignation May 
Signal Other FTC Changes 


The unheralded resignation of 
Robert E. Freer, chairman of the 
Federal Trade Commission, to take 
effect the latter part of December, 
signals the beginning of major 
changes in Commission _ personnel. 
Freer’s reason for resignation was 
just what he said it was—the salary 
is too low. Policy matters were not 
involved. Since Freer is a Republican 
with half his term yet to serve, politi- 
cal complexion of FTC will not be 
changed by replacement. The chair- 
manship rotates, anyway, each year. 

Chief effect may be seen in future 
policy on the trade practice program 
championed by Commissioner Lowell 
Mason. Freer and Commissioner Wil- 
liam A. Ayers have been adamantly 
opposed to the all-out trade practice 
views of Mason. It is likely that 
Ayers will be the next one to step out 
of FTC. Although his term runs to 
1954, he is 81, and his retirement in 
the near future is expected. Commis- 
sioner Ewin Davis is 72 with a term 
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For every dollar’s worth of 
goods you sell nationally, people 
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a sales potential 26% above the 


national average! 


Stability comes of many products... 


We cantt hog the Ohio Wlarket/ 


Hogs are important to Ohio farmers—but they're not everything! No, sir, 
in the Buckeye State, farmers believe in a variety of products. Thus, they 
avoid the ups and downs of a single product . .. and have rhoney coming 
in the year around. 

Now, that’s one reason for Ohio’s STABILITY . . . a stability inciden- 
tally that’s rarely found in other “upper third” farm states. Another 
reason for this stability is the proximity of Ohio farmers to their markets. 
Because they're only minutes away—they spend less money in selling— 
save money for buying! 

Then, there’s age—a mighty important indication of stability. And 
Ohio's been a great farming market for more than one hundred years. 
Indeed, THE OHIO FARMER has been bringing the latest farm news 
to farm families for all those many decades. 

Today, THE OHIO FARMER is still the favorite with two out of every 
three Ohio farm families. 


A Golden Crescent Stability 


“vour best profit hedge 
in the farm market” 


Vo farm area of equal size and wealth can match the stability of 
The Golden Crescent. It has greater age . . . more market cen- 
ters... a larger variety of products. Served by MICHIGAN 
FARMER, THEOHIOFARMER,and PENNSYLVANIA 
FARMER, The Golden Crescent safeguards your profits through 
the ups and downs of the farm market. For further informa- 
tion, write 1013-F, Rockwell Avenue, Cleveland 14, Ohio. 


THE OHIO FARMER MICHIGAN FARMER 
Cleveland East Lansing 
PENNSYLVANIA FARMER 
Harrisburg 
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running to 1953 and may stay on 
longer, although there has been 
“pressure” for his retirement. 


Reducing Distribution Cost 
Shown in Commerce Study 


“How Manufacturers Reduce 
Their Distribution Costs,” a 150- 
page study of the sales practices of a 
representative group of producers who 
have effectively reduced marketing 
expenses and at the same time sub- 
stantially increased over-all profits, 
has been published by Commerce De- 
partment. 

Case histories summarized show 
that “selective distribution,” rather 
than attempts to achieve “100 per- 
cent coverage,” is the key not only to 
reduced distribution costs but also to 
increased sales. 

Copies of the study may be obtained 
from Department of Commerce field 
offices or from Superintendent of 
Documents, Government Printing 


Office, at 35c. 


Census Bureau Will Aid 
In Sales Potential Studies 


The Bureau of the Census is will- 
ing to cooperate with responsible 
groups to make special income studies 
in. any community or area, when re- 
quested to do so. Funds must be sup- 
plied locally. Recently the Bureau co- 
operated in such a study of the Dis- 
trict of Columbia and its analysis 
showed that half of the families in the 
District had incomes above $4,200. 
Cost of the study was about $10,000. 
Other sales potential factors can be 
studied, and sales officials find that 
the imprint of the Bureau makes the 
findings more impressive than inde- 
pendent reports would be. 


Stop-Gap Legislation on 
Basing Point May Hit Snag 


Senator Homer Capehart (R., 
Ind.), chairman of the Senate’s 
Trade Policies subcommittee, has con- 
firmed the forecast of this department 
that he will ask Congress in January 
for stop-gap legislation preventing the 
Federal Trade Commission from tak- 
ing any further action on basing point 
price systems until Congress passes 
over-all legislation. 

While this might allay temporarily 
the problems of some industries which 
have not yet decided what to do about 
pricing, there is no assurance that 
Capehart will be able to put it 
through. Numerous Congressmen 
from the “have not” areas, which are 
hopeful of getting new industries if 
the basing point ban forces factories 
to move, are already preparing to op- 
pose basing point legislation. 
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Tell your sales staff how 
ACB Reports give them an equal 
footing in discussing local 
promotion with their dealers 


Yes, the story of ACB services is a great story 
for your sales staff... how it saves time... 
spots trouble...saves snap judgments... 
gives the salesman a sharply-focused picture 
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Some successful merchandisers are devoting a Gf What JOCHETIONS 00 GUEEE Oo 5b SRED ey 


period of their sales meeting to telling the 
field sales force how ACB Research Services 


in his territory—your own and competitive 
dealers. 


are being used to make the salesman’s work 
more efficient. He is shown how ACB Re- 
search Reports enable him to walk into a 
dealer’s store armed with indisputable facts 


ACB reads every daily and Sunday news- 
paper published in the U.S. and renders serv: 
ice to several hundred national advertiser. 
and advertising agencies. The service is com- 


about which even the dealer may be unaware! plete and accuzate and the cost is moderate. 


SEND FOR FREE ACB CATALOG! 


Gives details of 12 research services— 
covers wide range of subjects—tells 
how to estimate cost—suggests many 
applications of information furnished 
—gives names of satisfied users. 
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While best known for its fruit orchards and vineyards, 
Ottawa County has wide and sound diversification of 
farm income, with production well proportioned among 
fruit growing, dairying, soybeans, truck crops, wheat 
and poultry. The “Islands”, including Catawba (really 
a peninsula), are nationally famous for soil and climate 
peculiarities which produce fine grape wines—one of 
the three areas in the United States whose wines are 
most esteemed. Lake fishing is an important industry, 
and lake marsh lands are highly developed for hunting, 
trapping, and commercial raising of fur-bearing animals. 
Ottawa County is a prime example of the diversity of 
production which gives stability and balance to the entire 
14-county Toledo Retail Trading Area. 


‘his... 100... 2s Loledo 


OTTAWA COUNTY, OHIO... 
os oy ...with “apple and peach 


tree fruited deep” 


...and this is the 
TOLEDO BLADE 


The Blade always has been aware 
of the importance of agriculture 
in the development and progress 
of the entire community it serves, 
and has maintained from the 
beginning a Farm Department 
printing well-edited news of 
special interest to progressive 
farm folks. Making a paper of 
value to ALL its readers is an 
underlying reason why The Blade 
enjoys such an unusual coverage 
not only of its city and metro- 
politan zones but of the entire 
retail trading area... a degree of 
coverage which is indeed unique 
among newspapers of the nation. 


TOLEDO BLADE £,,......... 


“This is Toledo”’, 


One of America’s Great Newspapers “The Toledo Market” 


—in One of America’s Great Cities and 1948 Market Map. 
REPRESENTED BY MOLONEY REGAN & SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 
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Swimwear: 


Jantzen's “Lastex™ Candy Strip 


Lay May You Look- 


HERE’S AN UNBEATABLE COMBINATION 


ck The morning Times-Picayune and the eve- 
ning States together go into 180,947 of New 
Orleans’ 181,100 homes . . . they've got it! 


The Times-Picayune States combination 
year after year carries more lineage for New 
Orleans’ retailers than any other advertising 
media . . . they've got it! 


Yes, anyway you look, here's an unbeatable 
combination! 


6, Gh, WeeeGinesececcscesccses 181,100 
Combined A.M. & P.M. City....180,947 
Sunday City .ccscecccececccees 154,586 


TOTAL CIRCULATION 
A.M. 166,960 ® Sun. 274,748 
P.M, 92,145 
3 mos. ending Mar. 31, 1948 


RRR 


New Ovleaka TIMES: Picavu NE and STATES 


% MORNING % SUNDAY ¥% EVENING. 


OWNING AND OPERATING RADIO STATIONS WTPS AND ns FM © «MEMBER ANA Network © REPRESENTATIVES: JANN & KELLEY, INC. 
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BAROMETER FOR BUSINESS 


From spot news in the Journals of Commerce, executives plot business 


weather trends and raise or lower their sights to meet current conditions 


The facts of today’s events create tomorrow’s 
business and industrial trends. Men who 
govern day-to-day policies require undelayed 
day-to-day facts in order to shape plans for 
production, selling and buying. 

That is why, each morning, 200,000 busi- 
ness and industrial executives scan their 
Journals of Commerce, interpret the facts and 
make decisions to meet indicated conditions. 

For these men of top management, the 
Journals of Commerce spotlight all the signifi- 
cant news for business and industry. These 
complete daily business newspapers are edited 
solely for business, industrial and financial 
interests. Spot dispatches from a world-wide 
staff and exclusive, business-angled news fea- 
tures, funneled down to the specific interests 
of management executives. And to these 
executives the Journals of Commerce bring 
the day’s most vital news.:- 

No other source of business news is as 
complete and authentic as the Journals of 
Commerce, the daily newspapers that are 
widely regarded as the barometer for business. 


TOP MANAGEMENT’S 


The Journal of Commerce, 53 Park Row, New York 15, N. Y. 
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aft Dooms Res 


Do you advertise a business product or service? A commercial 
or industrial commodity? A consumer product with a top- 
income market? Have you securities to sell in a market that has 
capital to invest? Do you have an institutional message for 
top management? 

Write or telephone for the Story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men 
who DECIDE . . - in the dailies that HELP them decide. 


GOOD RIGHT HAND 


* Chicago Journal of Commerce, 12 Grand Avenue, Chicago 90, Ill 
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SIGNIFICANT TRENDS 


As seen by the editor of SALES MANAGEMENT for the period ending November 10, 1948 


CONSUMER SPENDING AND SAVING 


Many people seem to be alarmed about the increase in 
consumer credit outstanding and say it’s the handwriting 
on the wall which spells real trouble in the near future. 
What are the facts? 


According to the Federal Reserve System,—and those 
folks have access to more and better facts on the subject 
than any other source—we had in 1929 consumer credit 
outstanding of roughly 8 billion dollars and retail sales 
that year were slightly under 50 billion dollars. The same 
source estimates that at the end of 1948 the total con- 
sumer credit outstanding will be in the neighborhood of 
16 billion dollars, but retail sales for the year will exceed 
120 billion dollars. ‘Vherefore, we have less rather than 
more consumer credit when that factor is related to retail 
sales. 


Dun & Bradstreet, Inc. (290 Broadway, New York 8, 
N. Y.) has prepared a chart in colors of consumer spend- 
ing and saving over the 20 years from 1929 through 1948 
which relates consumer credit to retail sales, the consumer 
price index, consumer disposable income and the liquid 
asset holdings of individuals. Mr. A. M. Sullivan of that 
organization tells me that he has some extra copies of 
this chart which he will be glad to send to SM subscribers 
without charge as long as the supply lasts. 


The Dun & Bradstreet analysis points out that con- 
sumer credit outstanding at the end of 1929 was 9.2% 
of total consumer disposable income for that year and 
15.76¢ of the retail sales total; in 1939 credit outstanding 
was 11% of disposable income and 199 of total retail 
sales; estimates for 1948 based on results for the first 6 
months indicate that consumer credit will be about 7% 


GROSS SAVINGS 


PER PERSON IN THE U. S. 


$29.81 SAVED 


PER MONTH 


$20.25 
$15.81 
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of consumer disposable income and about 11.5% of total 
retail sales. So the alarmists don’t seem to have a very 
good case despite the doubling in the dollar volume of 
consumer credit outstanding. 


‘The sharpest increase since 1929 among the various 
divisions of consumer credit has been in installment loans. 
‘Yotal consumer credit at the end of June, 1948 was about 
double the 1929 figures but charge accounts at retail 
stores and at services businesses, single payment loans and 
installment sales credit were less than twice the 1929 fig- 
ures, but loans to be repaid on the installment plan were 
nearly 6 times the 1929 figure. 


ADVERTISING PROMOTION IN 1949 


At the recently concluded convention of the Association 
of National Advertisers, an important feature was the re- 
lease of the summary findings of a questionnaire on cur- 
rent business and the outlook for sales and advertising for 
1949. On the whole the attitude of A.N.A. members is 
optimistic but there is a feeling that the upward trend of 
business volume and profits may not continue at the same 
rate nor to the same degree as during the past year or two. 


Makers of consumer goods are slightly more optimistic 
than men connected with organizations which sell only 
to industry. Slightly less than half of the industrial goods 
companies expect that sales dollar volume in 1949 will 
exceed 1948, about the same number expect the 1949 
volume to be the same and slightly more than 1 out of 10 
expect volume to be down. 


In answering the same question the makers of consumer 
goods were polled as 5407 up, 37{% the same, 9% down. 


Faced with the probability of continued fair business 
weather but an intensification of competition, the average 
company is not going to decrease its advertising next year. 
Among the industrial companies, those with sales volumes 
of under 50 million dollars registered themselves as 
follows about 1949 advertising expenditures as against 
1948: up 37%, same 639%, while those in the over 50 
million doblar class expressed themselves as 55% up, and 
45 the same. Out of a total of 44 companies in the in- 
dustrial field which answered this question, not a single 
one is planning a downward revision in its advertising 
budget. 


Among the makers of consumer goods, 55% plan to 
spend more in advertising next year, 38% the same and 
1% less. 

A rather similar trend about advertising expectations 
is disclosed in a survey made by the Associated Business 
Papers which asked the more than 1,200 agencies which 
have ABP recommendation what they anticipate will be 
the advertising trend in business papers during 1949. 
43% said larger, 49% the same and only 8% less. 


RESEARCH SHOULD BE CONTINUING 


While sporadic surveys on the effectiveness of adver- 
tising have some value, they do not begin to compare in 
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effectiveness with those conducted on a continuing basis. 
At the A.N.A. meeting, H. D. Everett, Jr., Market Re- 
search Director for Ford, (Editor’s Note: Mr. Everett is 
a member of the Board of Advisory Editors for SALES 
MANAGEMENT'S Survey of Buying Power) told the mem- 
bers how they secure an overall measurement of the de- 
gree of favorable impression made on the car buying 
public by the advertising of each passenger car currently 
on the market—Ford, of course included. They ask a 
good sized cross section (8,000 to 10,000 adults) a series 
of questions twice a year by means of personal interviews. 
The questions are designed to determine whether or not a 
respondent has been favorably impressed by any recent 
passenger car advertising; and if so, through what medium 
or media. The returns are broken down by their 6 sales 
regions, by make of car owned, by family income levels, 
educational levels, age groups, sex, occupations, etc. By 
correlating the percentages of people favorably impressed 
by each car’s advertising with the amount of money spent 
on each car, they get a pretty good index of passenger 
car advertising efficiency. Through subsequent measure- 
ments, they can obtain the trend of the favorable im- 
pression created by their own advertising compared with 
that of competing cars. 


NATIONAL BRANDS VERSUS STORE 
BRANDS 


Arthur C, Fatt, Vice President of the Grey Advertising 
Agency, told the A.N.A. members that in the years ahead 
the big competition for national brands will be not only: 
(1) competing national advertisers, (2) advertisers in 
other fields competing for the consumer’s dollar, but also 
(3) and in rapidly growing measure, the store-controlled 
brands of the huge retailers. He believes that with busi- 


ness booming the growth of store-controlled brands has . 


been considerably obscured but is now beginning to 
emerge in its true light. He went on to tell members: 


“If national brands are not, over the long term, to 
become class brands—and by that I mean brands designed, 


Of the 48,400,000 Spending Units... 
78% 


STOCKS CHECK. HOUSE SAV- U.S. LIFE 
OR BONDS ING OR INGS GOV'T. INSUR- 
ae ro ™ ACC’TS. FARM ACC’TS. BONDS ANCE 


SOURCE: FEDERAL RESERVE BOARD 
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constructed and priced for the upper income classes— 
then it behooves national advertisers to begin to plan right 
now for mass markets. 


“If that means merchandise with fewer gadgets—then 
perhaps the merchandise should have fewer gadgets. If it 
means bringing out a smaller model and calling it an 
apartment model, as did Hoover with vacuum cleaners— 
then I say do that. If it means finding some way to put 
the item into a lower priced zone—I say, find that way.” 


THE BIG GROW BIGGER 


Donald M. Hobart of the Curtis Publishing Company 
told A.N.A. members of some of the findings which 
Curtis secures from its continuing survey on brand prefer- 
ences made among 5,000 housewives. Two brands of gela- 
tin, through the combination of a good product and good 
selling—advertising—were named specifically by 69.9% 
of all respondents, leaving only 30.1% of the field for the 
6+ other manufacturers. 


The jar of table syrup could contain anyone of 206 
brands but 1 brand has manufactured customers to the 
extent of being named by 33.6% of all housewives; 130 
brands of pancake flour were named by 74.1% of the 
housewives, but 1 brand was preferred by 49.3%; the 
three strips of bacon on a typical breakfast plate could 
have been any one of 195 different brands, but the leading 
brand was named by 31.1%. 


Myr. Hobart made an interesting analysis of a tomato. 
If the tomato were squeezed and put in a can and labeled 
juice it would take three brands to account for 25.6% of 
the housewives’ preferences. If the same tomato were 
squeezed and put in a glass bottle and labeled ketchup, 
one brand would be named by 42.3% of all the house- 
wives. If the same tomato were squeezed and put in a can 
and labled soup, that one brand would be preferred by 
69.8% of all housewives. 


ADVERTISING IS NOT A THING APART 


Harley H. Noyes, Vice President and Director of Ad- 
vertising of Oneida Ltd., told A.N.A. members that his 
company is celebrating its 100th anniversary this year. 
The company started advertising with full pages in 1902 
and has been a consistent advertiser ever since. Despite a 
three-year loss in 1930-32, the company increased its ad- 
vertising appropriation in 1933 and turned a 1932 deficit 
of over a million dollars into a profit of nearly a half 
million. The company has made money each year since. 


Mr. Noyes thinks that this is possible only through 
allowing advertising management to sit in on the forma- 


tion of company policies and undertakings, knowing the | 


company objectives and the facts of the business including 
wage levels, costs and operating expense. Advertising can- 
not function properly if its activities are limited to the 
“old look” of simply creating, producing and placing ad- 
vertising. Since advertising is a part of selling, the adver- 
tising plans must be developed as a part of the overall 
selling and merchandising strategy, but at Oneida the 
advertising plans go on the planning table with. the finan- 
cial, purchasing and production plans as well. It makes 
sense for Oneida; Mr. Noyes thinks that it would make 
sense for other companies as well. 


PHILIP SALISBURY 
Editor 
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Should We Be Frightened Over 
The Rise in Business Failures ? 


BY A. M. SULLIVAN, 


Manager, Advertising Department, Dun & Bradstreet, Inc. 


We must look carefully not only at the number, but also 
the ''who" and the ''why'’ of businesses that are going 
through the wringer. The index of failures is not, in itself, 
significant—until it's mated with other reliable indices. 


Commercial failures are a part of 
the wear and tear of business ma- 
chinery. They occur in good times or 
bad, and can be plentiful in a period 
of business expansion. Failures are 
fewest in periods of regulation and 
control, when goods are in short sup- 
ply, and when turnover is rapid. 

Failures generally are the result of 
human errors, and those errors are 
most prevalent in days of keen com- 
petition and_ generously - supplied 
shelves and warehouses. More busi- 
ness men choke to death on inven- 
tories than starve on shortages. Fail- 
ures were almost non-existent during 
the war, because anything that could 
be bought, could be sold at a profit, 
and usually without delay. Jewelry, 
hardware, and furs which turn over 
normally about once a year, were sold 
at almost the same rates as groceries. 

The failure rate began to climb 
when the war’s end was in sight, and 
has risen steadily, but not at the rate 
predicted by several economists who 
foresaw the peril of an unrestricted 
era of plenty. 

They were wrong only because the 
economic pattern did not shape up as 
predicted. Shortages in many lines 
continued for several years, and steel 
and other durables are still in short 
supply. The protracted building 
shortage has tended to flatten the hills 
and valleys of a boom-bust period, not 
only in related building material, pro- 
duction and sales, but also in furni- 
ture and home furnishings. 


2. Wholesalers, often opportunists, 
who lost their markets in the com- 
petitive months after the war. 

3. Retailers who invested heavily 
in fixtures and remodeling, and tied 
up working capital without adequate 
increase in volume. 

American business is made up of 
about 315,000 manufacturers, 180,- 
000 wholesalers, and 2,400,000 re- 
tailers and retail service organiza- 
tions. Yet the actual number of fail- 
ures in manufacturing in 1946 and 
1947 exceeded the failures of the re- 
tailers and wholesalers combined. This 
trend has changed with a definite rise 
in the retailing insolvents. 

The commercial population has 
risen about 40% from its low point 
in 1944, when it was depressed by 
the birth control of a war economy. 
Today, our consumer population has 
grown from 133 million to 147 mil- 
lion, or about 10%. Have we too 
many business enterprises serving our 


communities? Probably. And it is 
probable that we always have had too 
many. It is a part of the democratic 
scheme of business that the efficient 
shall succeed and prosper, and the in- 
ept, lazy and foolish shall fall by the 
wayside. The high infant mortality 
rate among new businesses tends to 
bulge failure statistics beyond a fair 
appraisal of their significance. 

The present failure rate is about 
one-third of 1939, but it is rising 
steadily and should be a cause for 
caution, if not alarm. The collapse of 
values in 1921 brought on a deluge 
of failures, but it occurred when un- 
employment had reduced the spend- 
ing powers of the consumer to a large 
extent. At present, we have full em- 
ployment supporting inflated values, 
with an occasional indication of 
weakness. 


Causes of Failure 


What are the causes of failure? In- 
experience, bad judgment, lack of 
capital are the most frequently en- 
countered reasons. However, the clos- 
ing of a factory, school or playground, 
a change in a highway, family illness, 
or sustained bad weather, may also 
contribute to the difficulties of the 
proprietor. Most failures can be 


Age of Failures in Food Industry and Trade in 1948* 


This study of 1948 food failures is further elaboration of the fact that a great 
majority of recent business failures are the more recent additions to business. 
Based on the 312 failures which occurred in the food line during the first five 
months of 1948, it shows that 62.6% of the 1948 failures began operation after 
July 1945 . . . 28.4% of them actually failed in their first year of operation. More 
than 45% of the food wholesalers and 43.1% of the food manufacturers who failed 
in 1948 had been in business only since July, 1945. 


The year the 1948 food 


Per cent of total (948 food failures 


One of the first industries to ex- failures were established Manufacturing Wholesaling Retailing 

pand beyond its financial strength was 
4p 7 After World War II 

radio which burst with a resounding © ° 
bang to the extent of millions of (July 1945 - 1948) 43.1%, 45.6% 62.6%, 
dollars, first among the manufactur- During World War II 
ers of maverick machines, and later {1942 - July 1945) 16.9 12.3 8.9 
among some of the brand names. The Prior to 1942 27.7 17.5 V1.1 
general pattern of post-war failures Unknown 12.3 24.6 17.4 
has been: — 

1. Manufacturers, especially medi- 100°, 100% 100°, 


um and small concerns who found 
dificulty in converting their facilities 
to peace-time pursuits. 


Source: Dun & Bradstreet, Inc. 
*January through May, 1948 
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charged to an individual’s lack of 
capacity, lack of know-how, and lack 
of enough capital reserve to carry him 
over a bad decision. 

Current business conditions shed 
some light on the relationship of 
present trends with the general failure 
pattern. Most durables and edibles 
are better supported than wearables. 
While dollar volume of apparel sales 
are running about the same as last 
year, unit volume is down. There are 
indications that the cost of food, and 
the need for shelter and transporta- 
tion, have cut down the margin of 
the consumer's dollar for shoes, coats, 
dresses and accessories. The dollar 
will stretch but so far. Failures in 
the apparel lines reflect the problems 


of more outlets spreading a diminish- 
ing volume. 

The rise or fall of commercial 
failures, by themselves is not a posi- 
tive index of business trends, no’more 
than the rise or fall of our commer- 
cial population can be used as a guide 
of prosperity. The Dun & Bradstreet 
Reference Book showed gains in the 
number of business enterprises during 
several of the depression years. ‘To 
some extent this gain merely reflected 
the action of unemployed craftsmen 
trying to be self-employed as trades- 
men. Commercial failure data should 
always be used with other reliable in- 
dices as retail sales, manufacturers’ 
shipments, employment data, and in- 
come statistics in painting a picture of 


Failures in Lumber, Furniture and Finished Wood Products 


MANUFACTURING 


Logging 
Sawmills 


Planing and Plywood Mills |. 


Household Furniture a 102 


Office & Public Bldg. 
Furniture Dates 

Partitions, Shelving, Cabinet 
Work, Store Fixtures, etc. 

Wooden Containers 

Window & Door Screens, 
Shades, Blinds 

Miscellaneous Wood 
Products 


1939 
No. 


Jan.-July 
1947 1948 
Liab. No. Liab. No. Liab. 
(000) (000) (000) 


9$ 50 6$ M9 3$ 26 


715 13 1,961 8 257 
4,586 14 827 
78 2,890 


292 4 194 7 228 


322 15 572 15 458 


TOTAL MANUFACTURING .. 282 


WHOLESALE TRADE 
Furniture — 
Builders’ Supplies (full-line). . 
Lumber and Millwork .. . 
Lumber and Construction 

Materials, n.e.c. . . 


$6,064 178 $14,156 155 $5,404 


0$ 132 8$ 521 3 $ 80 
5992 2 85 278 
1,291 11 372 10 524 


14 3 315 | 28 


TOTAL WHOLESALE TRADE. 
RETAIL TRADE 


Furniture Stores _. 257 


Lumber and Bldg. Material 
Dealers os 


$2,036 24$ 1,210 19 $ 907 
$2,768 69 $ 1,202 44 $ 905 
2,370 16 411 17 387 

85 $ 1,613 Gi $1,292 


Source: Dun & Bradstreet, Inc. 


Current failure statistics indicate that the lumber, furniture and finished wood 
products industries have developed several weak spots. There has been a sub- 
stantial increase in the number of failures among household furniture manufacturers 
during the first seven months of 1948. During 1947 there were 74 failures in this 
line; in the first seven months of 1948 there were 78, or at a rate of about five 
more a month than in 1947. Failures among planing and plywood mills during 1947 
were greater than at any time since 1935. In 1939 there were 16 failures among 
planing and plywood mills compared with 26 in 1947. 
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Study of 2,870 Failures in |947 
... Year Each Was Established 


STARTING 
YEAR NUMBER PERCENT 
1947 144 5.0 
1946 963 33.6 
1945 643 22.4 
1944 304 10.6 
1943 172 6.0 
1942 131 4.6 
1941 101 3.5 
1940 57 2.0 
1939 49 1.7 
1938 44 1.5 
1937 27 0.9 
1936 24 0.8 
1935 22 0.8 
1934 23 0.8 
1933 11 0.4 
1932 16 0.6 
1931 14 0.4 
1930 8 0.3 
1925-1929 40 1.4 
1920-1924 23 0.8 
1900-1919 35 1.2 

Before 1900 19 0.7 
TOTAL 2870 100%, 


Source: Dun & Bradstreet, Inc. 


This survey of 2,870 out of the 
total of 3,476 failures that were re- 
ported in 1947 shows that the bulk 
of current failures are the concerns 
that began operation in the past 
few years. In fact, 71.6% of the 
1947 failures were established since 
1944, 38.6% of them since 1946. 
This study combines retailers, whole- 
salers and manufacturers. It indi- 
cates that once a concern survives 
the first three years of operation 
chances of commercial failure be- 
come relatively smaller with each 
succeeding year. 


the American economy. Failures occur 
in good times and bad for the poor 
swimmer can sink going with the cur- 
rent as well as against it. 

Over the years, certain industries 
and trades have had a consistently 
higher failure rate than other lines. 
The apparel trades, with a promise 
of higher rewards for the shopkeeper, 
also has greater hazards. The success- 
ful dress shop shows a higher profit 
ratio than the typical food store, but 
the apparel shop fails more frequently 
than the food shop and for higher 
average liabilities. There is more than 
a statistical relationship to the sur- 
vival qualities of a trade, and its 
failure rate. The long term record of 
retail survivals shown by the records 
of the Department of the Census, 
and the failure rate of similar lines 
in recent Dun & Bradstreet statistics 
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Comparison of |947 Failures 
with Business Population in 
9 Geographical Regions 
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New England ... 11.5 7.0 
Middle Atlantic 27.9 22.9 
East No. Central. 16.9 21.3 
West No. Central 4.4 11.0 
South Atlantic 7.2 I1.1 
East So. Central . 15 58 
West So. Central 3.4 9.2 
Mountain 3.0 3.3 
Pacific 24.2 8.4 
Total 100.0 100.0 
: Dun & Bradstreet, Inc. 


During the past few years, the 
Pacific Coast has accounted for a 
growing percentage of total failures. 
Naturally the rising civilian popula- 
tion on the West Coast has resulted 
in a tremendous expansion of busi- 
ness. In 1947, 24.2% of all the fail- 
ures in the country were West Coast 
concerns. Only three regions, New 
England, the Pacific Coast and the 
Middle Atlantic States, had a greater 
percentage of failures than the per- 
cent of the total business population 
of the country located in each of 
these three areas. The New England 
states which have 7% of the busi- 
ness population of the country had 
11.5% of total U. S. failures. The 
Pacific Coast with 8.4% of the U. S. 
business population accounted for 
24.2% of all the 1947 failures. 


is an interesting, if not deadly paral- 
lel. Risk and reward seem to go hand 
in hand. 

There is often some confusion in 
the public mind about the term 
“business failure,” which at times is 
used carelessly in referring to business 
withdrawals. Less than one per cent 
of the withdrawals at present are 
commercial failures. Most of the 
withdrawals are due to changes in 
ownership and voluntary liquidations 
in which there is no indication of loss 
to creditors. A business failure in- 
volves a court proceeding or volun- 
tary action which is likely to end in 
loss to creditors. Withdrawals may 
actually be profitable liquidations, al- 
though the majority involve some loss 
of personal capital. The vast number 
of withdrawals include personal fail- 
ures in which the proprietor lost all 
NOVEMBER 
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or part of his capital. There are of 
course, numerous write-offs of bad 
debts losses of which no adequate 
records are available. The largest loss 
among withdrawals is the intangible 
asset of morale which cannot be easily 
or rapidly replaced. 

It is inevitable, that the rate of 
failures among retailers will increase. 
One doesn’t have to be a prophet to 
foresee many stores closing when the 
spread of sales volume gets too thin 
to produce enough revenue to pay for 
the rent, light, heat and merchandise 
bills of thousands of new shops which 
have increased our commercial popu- 
lation to an all time high. 


It’s a pity that some of them will 
lose their personal funds, and others 
will share their losses with suppliers. 
Some will ignore good advice about 
getting more experience before risking 
their capital. 

But who would ask a legal barrier 
to their right to indulge in the risk? 
It’s all a part of our right to make a 
free choice as tradesmen or craftsmen 
and to employ our own assets and 
talents. The adventurer in business 
made America and built her cities, 
and the commercial failure curve de- 
scribes a phase of its growth, and the 
size of the obstacles it had to over- 
come. 


Failures in Retailing, Wholesaling and Manufacturing of 
Textiles and Apparel—|940—1947—1948 


Jan.-Aug. 
1940 1947 1948 
No. Liab. No. Liab. No. Liab. 
(000) (000) (000) 
Total manufacturing of 
textiles and apparel ... 611 $10,975 108 $5,299 105 $2,901 
Total wholesale apparel 
and dry goods ........ 135 $ 1607 29 $1,651 25 $ 830 


Total retail apparel and 
dry goods 


1853 $13,494 


192 $3,330 234 $4,046 


Scurce: Dun & Bradstreet, Inc. 


Total textile and apparel failures among retailers, wholesalers and manufacturers 
are currently occurring at a faster rate than they did in 1947. The sharpest rise 
has been at the retail level where failures for the first eight months of 1948 have 
already surpassed those reported for the entire year of 1947. However, the current 
failure rate is far below the 1940 rate when 1,853 retail apparel and dry goods 
failed. This fact is indicative of failures in most lines today—they are gradually 
rising but are still considerably less than the pre-war years, and far less than has 


been anticipated. 


Failures in Radio Industry 1934-1948 


MANUFACTURING WHOLESALING 


YEAR 

1934 12 $1,244,000 
1935 7 156,000 
1936 9 395,000 
1937 1! = 1,274,000 
1938 14 1,363,000 
1939 12 1,826,000 
1940 9 547,000 
1941 3 29,000 
1942 2 128,000 
1943 -_- —— 
1944 | 10,000 
1945 3 53,000 
1946 15 2,044,000 
1947 44 6,780,000 
1948 Jan.-Aug. 17 5,791,000 
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RETAILING 


Number Liabilities Number Liabilities Number Liabilities 


$1,391,000 43 $ 905,000 
122,000 39 364,000 
217,000 40 435,000 

36,000 43 481,000 
148,000 72 745,000 
116,000 72 506,000 
122,000 54 383,000 

74,000 35 198,000 

24,000 II 70,000 

82,000 3 24,000 

————-_ 2 18,000 
eae 48,000 
334,000 40 376,000 
434,000 


354,000 29 


Dun & Bradstreei, Inc. 


Radio manufacturing failures during 1947 were almost four times greater than 
1939. In 1947 there were 44 radio manufacturing failures compared with only 12 for 
1939. Current liabilities also rose to a record high of $6,780,000 during 1947. 
Several factors help explain the high number of radio manufacturers which failed 
in 1947. Many radio manufacturers failing in 1947 were able to operate profitably 
during World War II but could not survive in a competitive market. 
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They re in 


TOOL-BUILDER ... Lloyd (Welsh) D. McDonald 
(Irish) inherited two warring national characteristics in 
his blood lines and made them work together. From his 
Welsh ancestry he got that well known Welsh reluctance 
to leap before a good look . . . From the Irish he got the 
stubborn Irish-ness that refuses to say die. But being 
typically American he loves anything mechanical. So— 
now he’s the new president of National Machine Tool 
Builders’ Association. He’s also vice-president of The 
Warner & Swasey Co., with whom he’s been working 
upward for three-score years. In his youth he had a brief 
fling with the motor car industry, left it to begin with 
W & S in its Credit Department. He’s served as vice- 
president of Controllers’ Institute of America, president 
of the Cleveland Chapter. One of his pet extra-curricular 
activities is the American Management Association. Lord 
knows where he finds the time to serve on all his com- 
mittees. In addition to all this he was also an Industry 


Member of the Fifth Regional War Labor Board. 
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the News 


By Harry Woodward, Jr. 


“BUT HE LOOKS TOO YOUNG!" .... nevertheless 
Neil H. McElroy is Procter & Gamble’s new presi- 
dent. And there’s not a dissenting voice to question the 
wiseness in having him at the head-man’s desk. He’s an- 
other man who picked his company and stuck to it... 
He hooked up with P & G in ’25, as soon as he got out 
of Harvard. Began as a clerk, then became a company 
salesman, was head of the company’s promotion activities 
within four years after he came to it. Under his leader- 
ship the company’s present advertising and promotion 
techniques were developed. He played a vital role in the 
development of the many new brands introduced in the 
30’s and 40’s. In spite of the demands of his career he’s 
been a public-spirited citizen in Cincinnati. His liberal 
ideas have been absorbed in the city’s civic, commercial] 
and cultural affairs. His theory: A man has no right to 
limit his activities to business alone. 
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THE SCHOOL-CHUMS.... At 


and Yale 


Andover 


they copied each other’s notes. 
Now they're making a million—together, as 
usual. Twenty years ago Mac ‘Taylor (left) 
and Charles M. D. Reed (right) met up at 
prep school; a decade ago they started a fac- 
tory together. One room, one 60-gallon kettle 
in which they brewed a new chocolate syrup 
called Cocoa-Marsh. No sales staff... no 
prospects. Today they have two modern 
plants, 300 employes working two shifts and 
three new food lines. Recently they opened a 
million $ advertising campaign aimed at 
quadrupling sales. ‘Taylor is the dynamic sales- 
man, Reed the deliberate, careful planner. 
They always knew one day they'd go steady, 
business-wise, so they went separate ways after 
Yale to get experience. ‘Taylor was salesman, 
then sales manager for Smithfield Hams. Reed 
was an ad man with Benton & Bowles. ‘“Be- 
tween us,” make one 


they say, “we good 


business man.” 
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UP FROM THE RANKS... is Vick Chemical Co.’s 
Edward L. Mabry. His first job—back in 


1916—was with Vick and the company has remained his 


new prexy, 


consuming business interest. “hey put him in auditing 
first, but he managed to hook up with the sales depart- 
ment. His success there proves you don’t have to be the 
hail-fellow-well-met type to succeed in sales. Edward 
Mabry is shy, talks to the point, believes in economizing 
where words are concerned. In the early 30's Vick started 
expanding its line of products. Mr. M. had a large part 
in putting together the promotional plans with which 
Vicks Va-tro-nol and Vicks Cough Drops were launched. 
Ten years ago he became the executive assistant to the 
president in the acquisition of new subsidiaries. Among 
them: Prince Matchabelli, Inc., Wm. S. Merrell Co., 


Seaforth toiletries for men. 
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Educated Mule Strikes Promotion 
Bonanza for Golden State Ltd. 


A trade mark comes to life, and 2,000,000 Californians 
listen, laugh, and cheer as Abner, the mule, and Si, his 
trainer, show off their repertoire of 65 tricks. They're out 
to popularize Golden State's ‘you strike it rich'’ slogan. 


Promotion is basically a_ serious 
business. But there’s a valid argu- 
ment in favor of the introduction of 
showmanship stunts as leaveners for 
sales and promotion programs that 
might, to the public, otherwise seem 
just a bit ponderous. When stunts 
are used with taste, in the right 
places, and with some degree of logi- 
cal tie-up with the product, they ac- 
complish a most worthwhile objec- 
tive: They make a corporation seem 
human. 

Golden State, Ltd., California’s 
largest manufacturer and distributor 
of dairy products, is currently spon- 
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soring a stunt promotion that meets 
the required standards and is, in fact, 
achieving a specific sales objective for 
the company. It revolves about Si 
Otis and Abner, his “educated” mule, 
who are putting on free shows all 
over the state. Si and Abner have 
appeared on the stage, on the screen, 
and even over the radio networks, but 
lately they’ve moved from show busi- 
ness to selling. This is the story: 
Late in 1945, Sales Promotion 
Manager C. E. Hale of Golden 
State went hunting for a slogan which 
could be utilized effectively in a long- 
range advertising, packaging and pro- 


motion program. It was to supersede 
the long-used phrase, “Ends the 
Quest for the Best,” which was con- 
sidered a little shop-worn for the 
Atomic Age. 

The slogan finally selected was 
“You Strike It Rich in Golden 
State’, chosen because it was short 
and every word had a meaning to 
Californians. Then began the search 
for a trade-mark character to bring 
the slogan to life and give it dramatic 
value. Out of hundreds of ideas sub- 
mitted by designers, animators, and 
others, came a cheerful small boy 
dressed in gold prospector’s garb and 
accompanied by his pack mule as an 
inseparable companion. 

Fall advertising of Golden State in 
1947 first featured the Little Pros- 
pector and His Mule, and since that 
time they have become a familiar pair 
in the company’s newspaper copy, 
magazine advertising, point-of-sale 
material and outdoor posters. As car- 
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toon characters in a series of outdoor 
boards used in 1947, they made an 
instantaneous hit. 

One of the reasons behind the 
choice of these characters was the un- 
limited possibilities company officials 
thought they saw for working them 
into product illustration in advertising 
copy. Prospecting, for the little char- 
acter, is always lucrative: He always 
“strikes it rich” in Golden State prod- 
ucts, while his friendly mule looks 
on with approval. 

After this, it was only a step to the 
notion that the fictional prospector 
and his fictional mule should be 
brought to life. Since early this year 
Si and Abner have been under ex- 
clusive contract to Golden State to 
portray these trade characters and 
dramatize the company slogan. 


Universal Appeal 


It didn’t take long, says Mr. Hale, 
for the Sales Promotion Department 
to realize that ‘‘the little digger” had 
tremendous appeal for children. Now 
that the Prospector has been brought 
to life, the kid response has grown 
astonishingly. But it isn’t only the 
kids who've responded: Since May 
of this year, Golden State estimates 
that more than 2,000,000 Califor- 
nians of all ages have been entertained 
by the antics of Si and Abner. 

There were, of course, some prob- 

lems involved in making Si look like 
his cartoon prototype. Abner did all 
right, just by being himself and wear- 
ing the characteristic pack: But Si, 
one of the outstanding rodeo clowns 
in show business, needed some facial 
art. The company went to Holly- 
wood for help and came back with a 
specially made latex mask which is 
skin tight and moves naturally with 
Si’s own face muscles when he 
talks. With his synthetic face, 
Si wears the cartoon costume of 
bright red shirt, suspenders of 
lively yellow and pants of vivid 
blue conspicuolsly reinforced in 
the seat to withstand Abner’s 
gentle nips. 

When it’s Fair-time in Cali- 
fornia—and the Golden State is 
much given to celebration—Si 
and Abner are a busy team. 
“It’s been easy booking them,” 

Mr. Hale says, “because the 
calibre of their act is well 
known to the California enter- 
tainment world.” (Siand Abner have 
performed at the New York World’s 
Fair, in the Rainbow Room at Radio 
City, and in hundreds of rodeos across 
the country. They were stars in the 
Renfroo Valley Barn Dance in the 
Mid-West, and they have several pic- 
tures each year in Hollywood. ) 
This year, in a series of large fairs 
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and centennials, California has begun 


celebrations of the 100th anniversary 


of the discovery of gold. The for- 
tunate appropriateness of the cartoon 
pair to these occasions has multiplied 
demand for their act. In fact, the 
company has been hard-pressed to fill 
half the requests for appearances. 

Even with commercial sponsorship, 
the Prospector and His Mule have 
been sought by the largest public en- 
tertainment events in California, as 
well as by schools, service clubs, and 
sponsors of rodeos. The company has 
been tactful in eliminating any direct 
advertising of Golden State products 
from the act; however, printed pro- 
grams, introductions, and expressions 
of thanks to the company following 
the performance have given adequate 
credit to the sponsors. 

The show runs for seven minutes. 
During the act Abner counts, nods 
“ves” or “no” to Si’s questions, sits 
down on a chair, bucks, bites Si in 
the seat of his pants and swings him 
across the stage. At one point in the 
script, Abner refuses to get off his 
chair until promised a dish of Golden 
State ice cream. At the end he throws 
kisses to the girls in the audience. 

Si displays his showmanship by 
bringing his audience into his act. 
During each performance he gets a 
few of the children onto the stage to 
jump a rope which Abner expertly 
turns for them. It goes over with a 
bang when Si remarks (after the 
rope-turning), “I'll bet that’s the first 
time you've jumped rope with a jack- 
ass at both ends.” 

Another of Abner’s tricks is to 
count out ages for the kids. Si asks 
several their ages, and after each 


reply Abner paws the stage the cor- 
rect number of times. This trick is 


Based on an interview with 
&.. E. HALE e 


Sales Promotion Manager, 
Golden State Company, Ltd. 


one of the most popular in schoolyard 
performances. During one, a boy told 
Abner his age was eight-and-a-half. 
The crowd was tense with expecta- 
tion but Abner was up to the test. 
After eight hard hoof-beats on the 
turf, he ended up with a very light 
tap. Quick to pick up the gag, “That’s 
the half,’’ Si ended with a bow. 

After each schoolyard performance 
—usually augmented by Si with some 
clever rope tricks and a demonstra- 
tion of animal-training lore—Si gives 
each child a full-color souvenir badge 
displaying a cartoon of the Prospector 
and His Mule and the company’s 
slogan: “You Strike It Rich in 
Golden State.” 

Since their transformation into the 
“Little Prospector and His Perform- 
ing Mule,” Si and Abner have won 
a number of cups and ribbons in street 
parades throughout California. Si 
clowns with Abner from start to fin- 
ish in such events, doing all of the 
tricks which make up the stage act, 
plus a lot of extras. Just for fun, 
Golden State checked and found that 
more photographs have been taken of 
their parade entry “than of all others 
put together.” 


Plenty of Publicity 
All this leads Mr. Hale to declare: 


“We've been looking forward to the 
California Centennial Celebrations 
ever since we first chose the Little 
Prospector and His Mule as our 
trade-mark. We believe we have the 
best sales promotion medium in the 
state—it certainly is proving the most 
unusual and entertaining. One big 
advantage is, people remember it.” 
Tie-in of “the little digger” with 
Golden State dealers is an important 
part of the promotion. Company sales- 
men see to it that each dealer’s 
store is well identified with the 
Prospector and His Mule. Pres- 
ent point-of-sale eye-catchers are 
full-color decalcomanias on win- 
dows, ice cream cabinets and in 
product displays featuring the 
cartoon couple in a series of en- 
gaging antics. 

The Prospector recently 
played a 10-day engagement at 
the Sacramento State Fair. He 
was featured at the Los Angeles 
County Fair in Pomona from 
September 21 to October 3, and 
at the Portola Festival in San 

Francisco from October 16 to 23. 
His big job during the winter 
months will be meeting groups of 
kiddies and grown-ups in a series of 
state-wide tours. The itinerary will 
take the now-famous pair throughout 
California for performances at public 
schools and before service clubs. 
Bookings are already heavy. 
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Slide Film Knits 35,000 


Wilson & Co. Employes into 


Based on an interview with J. A. HAMILTON, 


General Sales Manager, Wilson & Co., Inc. 


lt covers every phase of Wilson's world-wide packing oper- 


ations and the narration time is six hours and |5 minutes. 
As the company story unfolds, employes see how their ef- 
forts fit neatly together to form a $750,000,000 company. 


Executives of Wilson & Co., Inc., 
Chicago, the world’s third largest 
meat packer, decided a little more 
than a year ago that they had a job 

lo within their own organization. 
imarily it was a problem of the 
sales department but as the plan grew 

was broadened to affect the opera- 
department, office and plant 
workers and finally a very large part 
t the company’s entire personnel, ap- 


LEGIBILITY: That's the key point in 
Wilson's new package (above) and la- 
bel designs. They were pre-tested. 


CUSTOMER REACTION: Wilson's slide 
film cues retail salespersons how to re- 


spond to questions and expressions. 


proximately 35,000 persons. ‘The 
basic idea was to give Wilson em- 
ployes a full and complete knowledge 
of Wilson & Co., Inc., and its opera- 
tions, to make them sounder, more 
eficient and loyal workers. 

“As a result of the long drag of 
the war years there had been an 
enormous job turnover,” says J. A. 
Hamilton, general sales manager. 
“Younger salesmen, back from the 


a Team 


war, were often disturbed and con- 
fused in mind. Older salesmen had 
grown rusty. 

“At the war’s end the sales organ- 
ization was a mere skeleton of its 
former self. It had to be rebuilt. Re- 
turned soldiers very largely were em- 
ployed to staff various divisions, 
Mostly they knew very little of the 
company’s operations as a whole. A 
youthful salesman working, for ex- 
ample, out of Scranton, it was feared, 
might look upon the Scranton area 
as his whole world and see little op- 
portunity for advancement. 

“Unless told about it he would not 
properly feel that he was a part of a 
vast network of world-wide opera- 
tions ; seven large meat packing plants 
in America; others in South America, 
Australia, New Zealand and Eng- 
land ; 90 branch houses in the United 
States with a network of car and 
truck routes operating daily to feed 
their share of the 38,000,000 families 
of the nation.” 

By the time the program was put 
into effect, three salesmen had been 
employed for every one at the close 
of the war. If their abilities and 
talents were to be used to best pos- 
sible effect, it was felt that they had 
to be indoctrinated. It was not 
enough that they be trained in the 
art of selling meats. ‘They had to be 
inspired. 

The result is what may well be the 
longest recorded presentation on 
Kodachrome slides, with sound, in 
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the history of industry. A single pres- 
entation requires six hours and fifteen 
minutes for narration. With summa- 
tion and remarks, it runs well over 


eight hours. A program is usually 
started at 8:30 a.m., continuing until 
noon. After time out for lunch, the 
showing is resumed and continues un- 
til dinnertime. This may be 6:00 or 
7:30, depending upon the audience 
and the number of questions asked. 

Seventeen meetings, primarily for 
salesmen, have been held to date in 
key cities. Attendance has ranged 
from 300 to 600 and approximately 
5,000 company salesmen have already 
viewed it. A production crew of three 
men from the Chicago office is re- 
quired for each presentation. More 
than 1,200 scenes, in color, showing 
Wilson products and operations are 
incorporated in the program. 

‘The presentation is built in seg- 
ments, i. e., a division of the program 
for each department. The fresh pork 
and provisions department, for ex- 
ample, is built entirely around the 
production and marketing of hams, 
bacon, salt pork, fresh pork, ete. 

Other pictures and narration bring 
the story of operations and meat pro- 
duction in Brazil, the Argentine, 
New Zealand and Australia. Cattle 
and sheep are shown in these far- 
away ranges and, too, there are pic- 
tures of the plants where they are 


BEHIND QUALITY LABEL: Infinite care in testing 
products off the line insures brand name integrity. 
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processed. Other pictures make plain 
the ocean shipping, rail distribution 
and trucking methods employed to get 
the meats to consumers. 

This part of the program is to give 
the salesman an over-all picture, to 
educate him generally in the field of 
company operations and products and 
to instill in him pride and enthusi- 
asm in his work. After that some 
more pointed sales facts are driven 
home. The section ‘devoted to butter, 
after picturing and narrating the 
story of the production of Wilson 
butter, closes with this suggestion to 
the salesman: 


ALL IN THE FAMILY: Office workers get 
inside views of factory operations. They're 
presented to attentive groups by slide film. 


“Estimate, as closely as you can, 
the probable number of families 
served by your retail dealers. Our 
families today average 3.7 persons 
each—so, if you estimate that your 
dealers serve 2,000 families, that 
means almost 7,500 people. At 18 
pounds each per year, the government 
estimate of individual consumption, 
vou have more than 100,000 pounds 
of butter used in your territory every 
vear or about 2,000 pounds per week! 
How much of this business is yours?” 

The Wilson salesman’ gets a bit of 
general education here and there in 
the progress of the eight-hour pro- 
gram. He learns for instance that 
soap, as we know it, is a reasonably 
modern invention, born on Sapo hill, 
outside the city of ancient Rome. It 
was made from the fat of lambs and 
‘alves used in religious sacrifices to 
placate the wrath of the gods. 

Who uses soaps? is asked. The an- 
swer: Everyone who has a face and 
hands, who wears clothes or eats, for 
dishes must be kept clean and sani- 
tary. Mills and _ factories, rubber 
makers, tanneries, jewelry and brass 
manufacturers and dry cleaners all 
are large users of soaps. 

“Every stop you make finds you 
face-to-face with a soap prospect,” 
states the film text. It describes and 
names various types and brands of 
Wilson soaps and tells who uses each 
and why. This is more or less routine 
with each Wilson product taken up 
for mention and illustration. 

Dog foods come in for special men- 
tion. The narrator’s recording on dog 


foods makes these points: The dog 
population of the United States in 
1948 is about 18,000,000, About one 
dog out of five is fed a commercial 

| dog food. That is to say, 
13¢, of all the families feed 
tood, or 16°¢ of the city 
some type of 


dw ellers are using 


tood. 


» +» WILSON car lines 


“Please handle me promptly, 
uniood me quickly, and send me 
back SOON . 
all my rocks, hooks, curtains, etc.’’ 


. clean and with 


SECONDS 
. 


side tiim te 


COUNT: A 


light 


s timely transportation story. 
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[dog tood in the United States to- 
epresents about 850,000,000 
i. volume. More money was 


logs than on higher educa- 
there was only grain 

money spent on 
was corn. “In looking 
what percentage 
are you getting and 


one 
eX eeded 
1 thar 
territory, 


tood sales 


entage do vou think you 
yet if vou went after them?” 

rator asks dealers. 
lhe greatest volume of dog food 
les today is produced through chain 
y stores and _ independent 
yr outlets. These are our first 
t However, do not over- 
look the mendous volume that is 
done through butcher shops, drug 


itessens, hardware stores, 
in hospitals, and 


ne narrator 


even gas 
points out. 
Picturing in colorful Kodachrome 
t items and cuts and their 
instance hams, the 
ikes such points as these: 
i known and well-established 
t} industry that Wil- 


Kayes is Tor 


le meat 


X Co. has tostered the modern, 
nproved way of curing hams. 

his Wilson & Co. secret process 

ikes the hams so tender that inch- 


k. broiled slices taken from any 
he ham shank or butt can 
it with a fork.” 
through 
specialized produc ts the story, 
pecialized 


recorded to 


Continuing on various 
always 
guard against any devia- 
tion in telling, gets on to such highly 
specialized as smoked turkey. 
am such as this, lasting 
‘hen six hours, with a steady 
stream of words being shot rapid-fire 


items 


progi 


trom the narrator, much can be said. 
‘The Kodachrome pictures for the 
whole six hours flash upon the screen 
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rate of almost 150 an hour. 


at the 
Every one of the company’s hundreds 
of items has its moment for picture 


and description. Colored drawings 
break down the world and map the 
areas from which various basic prod- 
ucts are drawn. 

Tight bits of facts about Wilson 


& Co. and its operations that nor- 
mally might be overlooked are 


crowded into the fast-moving story: 
the Wilson pharmaceutical labora- 
tories where medicines and extracts 
are made from animal glands; the 
Wilson Sporting Goods Co., division 
devoted to equipping out-door folk 
for diversions which mean pleasure 
and health; the gelatine plant, where 
gelatine is recovered from hog hides 
and animal bones; the chemical plant 
at Calumet City which turns out 
commercial acids, the soap factory at 
Camden, Del., and the mayonnaise 
plant at Newark, N. J., and so on. 


Finally the story gets around to 
Wilsons’ new packaging and labels. 


Something more than a year ago the 
management decided, in the name of 
better merchandising, to work out 
newer, plainer, more standardized 
packages and labels for its entire fam- 
ily of several hundred products. 
Much time and thought was devoted 
to the program by creative artists, 
color specialists and advertising ex- 
perts. The illustrated narration, tell- 
ing the story, makes points such 
follow : 

1. Legibility. Plain, modern, 
clear-cut type and lettering was se- 
lected. Object, a package that tells 
and sells rather than a pretty one 
cluttered with confusing shapes and 
colors. Easy reading the first test. 

2. Attention Value. Wilson 
orange used to give the packages dis- 
tinction. Black and white lettering 
on the orange background commands 
attention. An impression of cleanli- 
ness given and this is desirable in 
offering foods. 

3. Uniformity. As this label ap- 
pears on more and more Wilson 
products, consumers gain the impres- 
sion that a manufacturer, making so 
many products, must perforce make 
quality products. Such an impression 
is obtained only by such uniformity 
and, by this concentration on one de- 
sign, the brand name of Wilson will 
receive more impetus and more ac- 
ceptance of Wilson products will re- 
sult. 

4. Identity. Packaged foods are 
seen by more consumers more often 
and so the label becomes an important 
form of advertising. Retail mer- 
chants’ shelves are full of competing 
items. The buyer reaches quicker 
for the package she can identify most 
readily. A white “W” 0» each pack- 


age speeds up her identification. 


5. Simplicity. ‘This means the use 
of the fewest words possible, properly 
emphasized. Wilson labels stress the 
product name first; next, the brand 
name for both confidence and quality. 

6. Efficiency. ‘The Wilson label is 
efficient ; it has no extra colors to con- 
fuse; each element carefully sized to 
do its particular job; it is orderly. 

Almost all Wilson products, if 
packaged, now bear this family label 
which means that every year millions 
of identifiable packages march stead- 
ily into American homes. 

Back of the label is more than $ 
000,000 a year invested in wid 
tising purchased in national home 
magazines, in some 150 major market 
newspapers and in business papers. 
Total Wilson sales are now approxi- 
mately $750,000,000 a year. 
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SPECIALTY 
SALESMEN 


Let me talk to 
you, frankly, 
about 


SPECIALTY 
SALESMEN 


FINDING BUYERS: The slide film answers 


questions about 


function of salesmen. 

Radio, the narration continues, has 
helped immensely in selected spots. A 
slightly altered version of radio 
called “store-casts,” is proving quite 
effective. Outdoor signs mostly in 
the Southwest, add to the advertising 
picture as do 3-sheet posters, illumi- 
nated boards and point-of-sale store 
advertising. 

Now that the presentation to Wil- 
son salesmen and other employes has 
been completed, parts of it will be 
shown to farmer groups, service clubs, 
women’s groups and others. As it 
stands the program, taking well over 
six hours, is too long for such pur- 
poses. Selected portions of it are being 
taken from the whole, reassembled, 
and made available for programs. 

“We call this presentation a pic- 
torial education,” explains Mr. Ham- 
ilton. “Built in the beginning for the 
purpose of informing our 5,000 sales- 
men on the subject of Wilson & Co. 
and its world-wide operations, with 
special emphasis on merchandising, 
we have found it so valuable that we 
are making it, at least in part, avail- 
able to many thousands of others. We 
believe that, besides equipping our 
salesmen better to sell, it will make 
selling easier.” 


SALES MANAGEMENT 


ood Service Depends on Good Earnings 


There is still much to be done to 
make the Bell System big enough 
for the nation’s needs. It will take 
a lot of money. 


This money cannot come out of 
the rates you pay for service. It 
must come from investors. 

They are the hundreds of thou- 
sands of everyday people in all 
walks of life whose confidence in 
the integrity and earning-power of 


the Bell System encourages them 
to invest their savings in the 
business. 

Reasonable earnings will con- 
tinue to attract the additional 
capital needed. And that in turn 
will provide the new and improved 
facilities that will benefit every- 
body who uses the telephone. 

Earnings that are too low are not 
in the best interests of anybody and 


BELL TELEPHONE SYSTEM 


can only result in the long run in 
deterioration of a vital service. 
The Bell System does not ask 
that it be allowed to earn one penny 
more than is required to do the job. 


It asks only what most people 
and most regulatory bodies agree 
is fair and just . . . a reasonable re- 
turn to the many men and women 
all over America whose savings 
have built the telephone business. 
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IF YOU WANT HONEY 


GO TO THE BEEHIVE 


One way to get honey is to extract if from 
flowers. The better way is to go direct to the 
beehive. You'll gather more honey in a bee- 
hive than you will in umpty-ump square 
miles of flower beds. 


IF YOU WANT SAN FRANCISCO 
GO TO THE CALL-BULLETIN 


One way is to tickle the San Francisco 
market with thin scatter-coverage in the 
89,909 square miles comprising northern 
California’s 47 counties — an area larger 
than the six states of New York, Vermont, 
New Hampshire, Massachusetts, Connecti- 
cut, and New Jersey combined! 


The better way is to go direct with The San 
Francisco Call-Bulletin. The Call-Bulletin’s 
circulation is concentrated in the compact 
and prosperous beehive market that is San 
Francisco... the city with a density of popu- 
lation second only to New York. 


@ Don’t-Get-Stung-Dept.—Don’t expect 
the queen from one hive to be popular 
in other nearby beehive markets. They 
have their own queens! 


p ” Ye a att) hus 


THE Carzt-Buteetin 


SAN FRANCISCO'S FRIENDLY NEWSPAPER 


ee 


Moloney, Regan & Schmitt, Inc. are The Call-Bulletin’s national representatives. 


GIVE ’EM A BUZZ! 
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Table +1 Relative Importance of City-Size Groups 
General Net 
Food Merchandise Drug Effective 
City-Size Groups Population Retail Store Store Store Buying # of 
. Ratio Sales% Ratio Sales% Ratio Sales% Ratio Sales% Ratio Income % Ratio Cities 
1,000,000 and over 12,821 100 16.012 125 15.321 119 21.092 165 15.731 123 17.632 138 6 
500,000 - 999,999 5.890 100 8.794 149 7.990 136 12.798 217 8.942 152 8.792 149 12 
250,000 - 499,999 6.309 100 9.724 154 8.578 136 13.826 220 10.821 171 8.720 138 26 
100,000 - 249,999 7.017 100 9.864 141 9.420 134 11.340 161 10.931 156 9.054 129 69 
50,000- 99,999 6.517 100 8.923 137 8.399 129 9.387 143 9.632 148 7.916 121 132 
25,000- 49,999 6.405 100 8.765 137 8.487 133 7.735 121 8.687 136 7.114 Ht 257 
Total above cities 44.959 100 62.082 136 58.195 129 76.178 170 64.744 144 59.228 132 502 
Balance of U.S.A. 55.041 100 37.918 69 41.805 76 33.822 él 35.256 64 40.772 74 — 
Note: In determining the ratio, the population percentage was used as 100. 


Rank in Population, Retail Sales, Income 
Of All U.S. A. Cities 25,000 and Over 


This analysis provides usable statistical tools which can 


serve as an aid in selecting and rating city markets by 


groups of criteria other than population estimates. It 
reveals qualitative differences for a list of 502 cities. 


As an aid to sales and advertising 
executives in setting sales quotas and 
apportioning advertising pressure, 
SM’s Research Department has com- 
piled from the May 10, 1948 Survey 
of Buying Power the total figures 
and the ranking of 502 cities in 8 
categories. The information is for 
the cities only—not county or trading 
area markets. These cities are divided 
into 6 population groups. Last year 
(see Table 1 above for details) these 
502 cities had: 


44.959°/, of the nation's 
population 

62.082°%/, of the nation's 
retail sales 

58.1959 of the nation's 
food store sales 

76.1789, of the nation's 
general merchandise store 
sales 

64.744°/, of the nation's 
drug store sales 

59.2289, of the nation's 
net Effective Buying Income 


What may be a surprise to many © 


is the very high showing of the 
smaller city-size groups. Naturally 
we think of our biggest cities as our 
biggest markets, and they are, on a 
volume basis. 

But in quality, many of the smaller 
groups show up better than the large 
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ones. As a matter of fact, the ““1,000,- 
000 and up” cities are below the all- 
city average ratio in total retail sales, 
food store sales, general merchandise 
sales (yes, even there!), drug sales, 
and are ahead only in total income. 

Advertising men who prepare 
schedules on a basis of taking all 
cities over a specified size, such as a 
half million or even a hundred thou- 
sand, are urged to compare the ratio 
figures in these groups with the sim- 
ilar figures for the smaller cities. 
They will find that both in volume 
and in quality the cities of 25,000 
and up measure very favorably. The 
25,000-49,999 group, for example, is 
better on a quality basis than the 
million and over group in total retail 
sales, in food store sales, and drug 
store sales. 

The quality figure referred to above 
is derived by dividing the retail store 
sales percentage figure, for example, 
by the population percentage figure. 
If the cities of 25,000-49,999, with 
6.405% of the nation’s people, had 
sales only in keeping with that popu- 
lation, the sales percentage would 
likewise be 6.405%. 

Actually it is 8.765, or a ratio of 
137. It means that the people in 
those cities are better-than-average 
spenders and/or the merchants draw 
from a wide out-of-town radius. This 


is true of all the retail sales figures; 
the percentages indicate where goods 
are bought, not where the purchasers 
live. More and more, for example, 
farmers use good cars and high-speed 
highways to make their major pur- 
chases in the nearest big trading cen- 
ter, often a city of 25,000 and up. 


Rating of Individual Cities 


The major tables in this issue show 
by city-size groupings the totals for 
individual cities—and their rankings 
within the group—for population, 
total retail sales, food store sales, 
general merchandise store sales, drug 
store sales, net Effective Buying In- 
come in dollars, per family net E.B.I. 
and per capita E.B.1. 

As pointed out previously, if a city 
ranks, for example, 10th in popula- 
tion, it should, to be a superior city, 
hold a similar or better ranking in 
at least some of the other categories. 
This is definitely true of the several 
retail sales tables and the dollar in- 
come figure, not necessarily true of 
either per family or per capita in- 
come. But it is the exceptional city 
which has rankings the same as or 
higher than population in all or even 
a majority of the other columns. 

SM editors put the question to a 


(Continued on page 54) 
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WORLD RECORD BIG CITY 


in per Family Income 


Every one of the 19 Sales Management annual studies of Buying 


Power (except two during World War Il) have shown Hartford 


top U. S. large city in per family income and buying power. 
We believe that's just about a world record in consumer sales 
opportunity. Be sure you take full advantage of it by adequate 


local advertising impact and sales effort. 


and It Pays Oif in Sales 


Among all the 52 U. S. cities larger in size in Sales Manage- 
ment's tables, only 7 equal Hartford in per capita total retail 
sales and all 7 are in the South or far west where they draw 


from large outside areas. 


In food sales—even more significant in local home-town buying 
—no city larger than Hartford comes at all close to it in per 
capita food sales of $386 and it is 22°/, above the nearest city —— ee 


a . ' . among advertisers, Hartford 
in its general size group. Hartford's Quality of Market Index eal ch te te eae 


hits a high 158. The average reader of your advertising in the test market east of Chicago . . . 
and the Hartford Times was 
Hartford Times is worth a consumer-and-a-half, and then some, preferred over the competing 


Test Market 


morning and Sunday papers— 
by 70%. 


Che Hartford Times. 


One of 21 Gannett Newspapers 


compared with the national average. 


st 257°/, as much city zone circulation as the competing morning 
: paper, 150°/, as much as the competing Sunday paper. The 
one Hartford Times last year, despite the necessity of serious space 
Hartford rationing, led the other two papers combined by nearly 4 mil- 
lion lines of advertising (omitting liquor advertising which it does 

not accept). 


Represented by: J. P, McKinney & Son New York, Chicago, San Francisco 
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THE TOP 502 CITIES 


502 CITIES BALANCE OF NATION 


POPULATION 


RETAIL 
SALES, TOTAL 


FOOD STORE 
SALES 


GEN’L MERCHANDISE 
STORE SALES 


DRUG STORE 
SALES 


NET EFFECTIVE 
BUYING INCOME 


WHERE SALES ARE MADE 


RETAIL SALES CUMULATIVE 


THE BALANCE OF 
THE NATION HAS 


THE NEXT 257 LARGEST CITIES HAVE 


THE NEXT 132 LARGEST CITIES HAVE 


THE NEXT 69 LARGEST CITIES HAVE 


THE NEXT 26 LARGEST CITIES HAVE 


THE NEXT- 12 LARGEST CITIES HAVE 


THE 6 LARGEST CITIES HAVE 


PICTOGRAPH BY LOS 


Source: Sales Management 1948 Survey of Buying Powe & 
Sale MANAGEMENT , “ = 


zi By 


Are the women who shop in 


SAFEWAY STORES, INC. 


Headquarters: Oakland, Calif. 
# Stores... 2,393 ‘ 
1947 Sales Volume... $1 117,065,000 2 


Last year, the women who shop in 
these nine chains took close to 242 
billion dollars worth of merchandise 
off the shelves of those stores alone. 
They accounted for almost 3 of the 
nation’s chain food store sales. 


Every one of these 7,359 stores now 
sells Family Circle and every month 
1,700,000 known shoppers buy a 


[amily Ca 


Bought by women when women buy 


Y 
Cas 
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these stores important to you? 


/ 
FIRST NATIONAL 


STORES, INC. 
Headquarters: Somerville, Mass. 


# Stores... .1,1 
‘ 1947 Sales Volume... $315,916,000 
é 4 S 
” _GRAND £5 
UNION CO. J 
| gg New York, N. Y. 
i ee 
7 Sales Volume. ... 
_. $99,819,000 
H. C. BOHACK, INC. 
Headquarters: Brooklyn, N. Y. 
ores..... . 306 
47 Sales Volume... 
JEW . $92,028,000 
AMERICAN 
FOR ORES STORES CO 
Hosier Cea Te “ 
# Stores....... Headquarters: Philadelphia, Pa. 
1947 Sales Volume ss ALBERS é Stones 1.921 =" 
130,893,000 SUPERMARKETS _ '%7 Sales Volume. . 
_ $388,614,000 
Headquarters: Cincinnati, Ohio 
# Stores... ... 48 
1947 Sales Volume. . 
$50,000,000 
copy. How much closer can your adver- COLONIAL 
tisi et to the point-of-sale? 
a s STORES, INC. 
These 1,700,000 women take an Headquarters: Atlanta, Ga. 
# Stores..... 406 
active interest in the purchase of food 1947 Sales Volume. .. 


.. . $159,509 206 
and equipment for the home. in 


making up your 1949 schedules don’t 
overlook Family Circle’s no-waste, 


all-shopper audience. 


S 
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BINGHAMTONENDICOTTJOHNSONCITYPORTDICKINSONENDWELLVESTAL 


The market with the longest name in America belongs in your 


“Over 100,000 lists.” 


METROPOLITAN BINGHAMTON {_32 Ee 


As established by U. S. Department of Commerce 


Population 145,156 


The Binghamton Metropolitan Area, 
as set up by the U. 5S. Department of 
Commerce is a concentrated inte- 
grated single market. It is solidly 
populated, running for six miles Gi 
the Susquehanna Valley. 


As it is really New York State’s 


fourth largest market, its omission a =A 

from Sales Management’s list of mar- Sci 

kets between 100M and 250M is Income averages $5,204 per family for this whole 
something to be guarded against carefully in plan- arca of 162,400 people ... retail sales total $126,- 
ning any operation in the East. The Census of 1940 185,000 . . . and the Binghamton Press offers you 
gives 145,156 as the population of the Area. Sales better than 8 out of 10 family coverage from cue 
Management estimates it has since grown to 162,400. end of this “city area” to the other. 


THE BINGHAMTON PRESS 


The Triple Cities’ Newspaper 
One of 21 Gannett Newspapers 


Represented by J. P. McKinney & Son * New York o Chicago » San Francisco 
number of subscribers, “What makes Cities over 1,000,000 Tia eick one abe 7 
a city stand out as really good in , Pee We, Gots scene ves 6 
these sales and income comparisons ?” Baltimore, Md. «1... +-se sees 7 OS” re 7 

Most of them agreed that to some Chicago, Ill. .....-.-- + ee eee 7 Hartford, Conn. ............. 6 
extent it was a question which could Detroit, Mich, «2 .- es eeee eee 7 rere 7 
be answered only in terms of the Los Angeles, Calif. .....-..+-. 6 Little Rock, Ark. .........2+.. 6 
— of an individual subscriber. If , TRRGUEEE, BOM, 6c ccc cseceeds 5 
re happens to be in the food business one Ce os cuedes-eans 7 
he would feel that a city with higher- Cities 500,000 to 999,999 ee ee re 7 
than-population-ranking in food is a Cincinnati, Ohio ............. 7 Sacramento, Calif. ........... 7 
good city for him, and he might not Minneapolis, Minn. .......... 7 ee. Serre rey ere 7 
care what the other rankings happen eee 5 Salt Lake City, Utah ......... 6 
to be. San Francisco, Calif .......... 6 EB Cc cusaceedens 6 

Aside from such keen special in- SO er 7 SS” errr rere 7 
terests, the “jury” agreed that any Springfield, Ohio ............ 5 
city which had four or more points po Eee 6 
of superiority (rankings as good as Cities 250,000 to 499,999 OS 3 Are 6 
or better than its population ranking) Akr Ohi = Waterbury, Conn. ............ 7 
is a VERY GOOD city, and that ry ase +7 eed [wo : Wichita, Kans. .............- 6 

on ee ee a ae Hempstead Twnsp., N. Y. ..... 5 > eso . 

those with 5 or more spots are SU- Sag a 7 Wilmington, Del. ............ 5 
PERIOR, EXCEPTIONALLY oe ee “Vo. RERAO REESE : 

on pn ss noteaanh ansas ce aid ah aay to igi 
ba noting ge hie gy a 7 Cities 50,000 to 99,999 

emember that the ranking figure Menshis ‘T é 

. Reprnyae Memphis, Tenn. ............-. ) a 1c - 
is not a measure of volume. A mar- iain. Wakes 7 pS ee / 
ket can be low in quality but high in ake ; O ay LEP RRS ORIN 5 ee Ge, Thc Be ba 6h 0400% / 
volume. Every market should be Salers J R. poe - OE tea wena ce weenie 7 
measured for both items. See para- Paul Mi — se : Battle Creek, Mich. .......... 7 
graphs following (on page 59) under Te SM, BEM. soo sec neecinns ee S,. ME. one oe ene sees 7 
“Superior Cities on Specific Factors.” a es ee 6 

The following cities have 5 or Cities 100,000 to 249,999 Brookline, Mass. ......-+..++- 5 
more points where sales or income Cedar Rapids, lowa .......... 6 
rankings exceed the population rank- OS SE ree 5 Chastesten, WW. Vas onc cccccess 7 
ing. 101 of them attain the maximum PE, Ts cre ceaenevess 7 Cleveland Heights, Ohio ...... 5 
grade of 7 points. SE, CL. 0 ée-0u tnenenens 7 eS eee 6 
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After you study all the statistics... 


NAME ANOTHER MARKET AS STABLE AS 


PROVIDENCE 


IN THE ENTIRE UNITED STATES... 


WHERE A SINGLE NEWSPAPER COMBINATION 
NOT ONLY COVERS 100% OF THE ABC CITY 
BUT ALSO ENABLES THE ADVERTISER 

TO REACH 4 OUT OF 5 FAMILIES 

IN THE WHOLE STATE! 


ESPECIALLY IN RHODE ISLAND WHERE EVERYBODY READS 


THE PROVIDENCE JOURNAL-BULLETIN 


New England’s Leading NEWSpapers! 


REPRESENTED BY 
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Elmira 
buying 


— P ra . ° 5 In In its In its 
cities in the U. S. only 29 equal Elmira’s U.S. Region State 
° ° ‘te _ rr rr 51,000 130 28 8 
— . 2 x : 
per capita income of $1,878. RRA: 59,987,000 95 21 7 
5 aioe APP age 15,029,000 106 25 7 
With 51.000 population, Elmira ranks Gen'l Merchandise . 6,386,000 95 18 5 
P — “e i ‘as DD Senses dsesekeeweeecnorn 1,771,000 98 21 6 
130th of 132 cities in the 50.000-100.000 I a a 95,789,000 77 19 7 
mp ‘ a . . income Per Foam. ....-.cccee- 6,180 17 4 1 
group . . . BUT 113 cities in this group Saee Mead * yh Sean cane : : - 
step back as Elmira sweeps up to the Points of Superiority ......... 7 7 7 


No. 17 position in family income .. . 
121 as it takes over the No. 9 rank in 


per capita buying power. 


THE ELMIRA STAR GAZETTE & ADVERTISER 


offers 
power 
family ($6,180) 
than any N. Y. State city with 50,000 
or more population. Of all 245 larger 


No Question about ELMIRA... 


New York's Finest Market of Over 50,000! 


more 
per 


To be a 
or exceed 


ISN'T THERE A BETTER WORD THAN ‘SUPERIOR’? 


“‘superior’’ market, a city's sales and income rankings have to equai 
its population rank. In every possible case, as this table shows, 
Elmira not only equals but exceeds—by big margins. 


Elmira's superior sales ratings underscore the importance of the whole 
Southern Tier of counties across New York State. 
deliver complete family coverage in city zone, 
surrounding area of more than 150,000 population. 


ELMIRA'S RANK 


The Elmira newspapers 
better than 40% in the 


Gannett Newspapers 


THE SUNDAY TELEGRAM 


Represented by J. P. McKinney & Son a New York © Chicago a San Francisco 
Cities 50,000-99,999 (con't.) Haverhill, Mass. ............ 6 Oak Park, Ill, .............. 7 

Highland Park, Mich. ....... ll KO ere ree 6 
RR TE oon wanes peewee 5 OS 3 eee ee 5 Se neck uwseaewaws 7 
Davenport, Iowa ............ 5 Ske ence sander 7 eS ere 7 
Sd dveavedvsebenes 7 SE BES kdb v wes condeees 6 eer sere 6 
Dubuque, Iowa .............. 5 Kalamazoo, Mich. ........... 7 Riverside, Calif. ............. 7 
SS ee 7 Kenosha, Wisc. ............-- 6 eS eee 6 
a eee 7 SS eres eee 7 RO eee ee 5 
Se) ee 7 Madison, Wisc. ...........00. 5 Santa Monica, Calif. ......... 5 
Se 7 Dee, TE Es besser ennn 5 Springfield, Mo. ............. 6 
Coreen Hay, Wile. ..cccscscece # Sere 7 Stamford, Conn. ............. 5 
CS ae eS 6 a | ee 7 
Hamtramck, Mich. ........... 6 New Rochelle, N. Y. ......... 6 Terre Haute, Ind. ........... 5 


Take a Good Look at STAMFORD’S GASH REGISTERS and POCKETBOOKS 
17th Highest Per Family Income Among ALL Cities Regardless of Size 


Stamford, 56th of 132 cities in the Stamford occupies the No. | spot RETAIL SALES NET INCOME 
50,000-100,000 group, advances in per family incomes... is 17th $83,637,000 $120,600,000 
to 10th in family purchasing among all United States cities, re- 
— . with $6484 income per gardless of size. Retail sales break RANK 
amily. Among comparable New down to $4496 per family .. . Total USA Region State 
England and Connecticut cities $1131 above the State average. Population 71600 56 9 2 
Retail Sales $ 83,637,000 56 4 l 
100% ¢ Food hace 72323000 335 
° H enl. Merchdse. 5,015,000 107 9 2 
overage of This Market by The non a oe tf 
S TA A F Oo R D Net Income 120,600,000 29 2 l 
A D V '@) C AT & Income Per Fam. 6,484 10 ! ! 
I P Cap. 1,684 27 2 | 
STAMFORD, CONNECTICUT vero <el Har 


56 
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... and this is only PART of the Burlington Story! 


Burlington’s superiority 
among markets of its size is 
in this table. Why 
does it dominate New Eng- 


shown 


land cities of its size by tak- 
ing two first places. . . by 
moving from 19th in popula- 
tion to 9th in retail sales, Ist 
in food, Ist in general mer- 
chandise, 4th in drugs? 


in Ver- 
mont in all factors—rings up 
14.8% of the state’s retail 
sales, 17% of its food sales, 
34.6% of its general mer- 
chandise, and 18% of its 
drug sales. The Free Press. 


Burlington — first 


the state’s largest newspaper, 
reaches 25% of all families 
in the state. 


RANK 
Total USA Region State 

Population 34,900 124 19 | 
Retail Sales $48,808,000 72 ° I 
Food 16,373,000 19 | I 
Gen. Mdse. 9,293,000 26 I I 
Drugs 1,353,000 89 4 I 
Net Income 50,086,000 103 14 | 
Income per Fam. 5,164 65 7 I 
Income per Cap. 1,435 87 6 | 
Points of Superiority 

(7 is maximum 7 7 7 


WMsTIUWD mm HA IH I I DH 1 


THE B U RL | N G T 0 N FR EE PRESS Represented nationally by SMALL, BREWER & KENT 


Cities 50,000-99,999 (con't.) Billings, Miont. ......-...s0. 7 ei ee 7 
=. x Bloomington, Ill. ............. 7 Daytona Beach, Fla. .......... 7 
—— Dosa =! ot 7 Bloomington, Ind. ........... 5 East Liveropol, Ohio .......... 7 
Union City, N. J. ........... 7 Boise, Ree ee eae 6 SS. ere ae 7 
Wheeling. W. “ (ae 7 Burlington, Iowa ..........-+. 5 er eee re 6 
Wikies Wallen Tex, ......... 7 Burlington, N. _ ae ee ee 7 Everett, ‘Wash. pee eee ee 7 
Williamsport, Pa. ........... 7 I We nn hal wabines 7 Fargo, N. D. ee re eae 5 
ak ft 7 yg Ea rr rae 6 Pe SO wy adaw on vee cewen 5 
, ey, oh tae debenn ce 5 Fond du Lac, Wiec. .........- 6 

+a ere 6 Fort Dodge, lowa ............ 7 
Cites ZEAE8 fo 69,999 ae” 6B Oe ee eee 6 Fort Lauderdale, Fla. ......... 7 
Ann Arbor, Mich. ........... 7 3S eer eee 7 ee ee ee 6 
ne Cheyenne, Wyo. ............. 5 te ere rere 6 
Bakersfield, Calif. ............ 6 Chillicothe, Olio ............. 5 Grand Forks, N. D........... 7 
OS er Clarksburg, W. Va. .......-.> 7 Grand Island, Nebr. .......... 6 
Baton Rouge, La. ............ 6 Colorado Springs, Col. ........ 6 Greenville, Miss. ............. 7 
Te Se be bee e caséhe 7 ea ee 6 ee ee 5 
Beverly Hills, Calif. .......... 6 OS Sy aoe eee Greenwich, Conn. ..........-. 5 


Where Your Advertising Dollar Brings Nearly Twice As Much 


GREENWICH has 1.95% of the population of Connecticut 
but has 3.31% of Connecticut's Retail Sales! 


10,800 GREENWICH FAMILIES spend an average of 
$1,106,708 per week in Greenwich Stores. 


THE ONLY COMPLETE COVERAGE OF THIS TOP MARKETIS..... 


GREENWICH TIME 


Of:en Called “The Best Suburban Daily Newspaper in America” 
Nationally Represented by SMALL, BREWER and KENT, Inc., New York, Chicago, Boston 


(Source:—1948 Sales Management Survey of Buying Power) 


AN A. B. C. NEWSPAPER 


NOVEMBER 10, 1948 57 


Chamber of 


Commerce 


1st Market 


IN NEW YORK STATE Rank 
in 25,000 to 50,000 U.S.A. 12 
population group State | 


67D preferred city of U.S. 


10 consecutive months 


> 


Net Income $79,635,000 


JAMESTOWN, NEW YORK 


Cities 25,000-49,999 (con't.) Logansport, Ind. ............. 7 Northampton, Mass. .......... 7 

Manitowoc, Wis. ............ 6 Norwood, Ohio .............-- 6 
SS ee, re 6 Maplewood, N. J. ............ _ fe 7 
Hagerstown, Md. ............ 6 Marion, Ind. ..............- 7 6 re 7 
Peete Gorines, Ark. ....0000s0s0 7 Marshalltown, lowa ......... 7 el ee 7 
Huntington Park, Calif. ....... 7 Mason City, lowa ............ 6 Parkersburg, W. Va........... 7 
Hutchinson, Kans. ........... 7 SS Se 5 See 6 
Pi Ma Ba ssnescesees 5 Miami Beach, Fla. ........... 7 ye ae 7 
Janesville, Wis. .............. 7 Michigan City, Ind. .......... 6 i, SS: Sree 7 
Kankakee, Ill. ............... 7 Middletown, Conn. ........... 7 MR. cat ska eneen 6 
2s We vedcuscenensa 7 Modesto, Calif. ..........000- 7 Poughkeepsie, N. Y. .......... 6 
Lackawanna, N. Y. .........- 5 ES 7 iB ae imi ws ninaeeh 7 
Ce. «540 bane eeeoe 6 Se ae i re 5 Rocky Mount, N. C. ......... 6 
Lake Charles, La. ........... 6 Muscatine, Iowa ............. 7 I an oo ee ins as 7 
DE ME: 60454 4h een wes 6 New Kensington, Pa. ......... 7 Santa Ana, Calif. ... 2.00000: 6 
Leascnster, CR6e . 6c. cccccoces 7 New London, Conn. ......... o Santa Barbara, Calif. ......... 6 
Leominster, Mass. ............ 7 ee eer 6 EOD anne diseseoanes 5 
"SS, re 7 North Adams, Mass. ......... 7 nay wens ewes 7 


Choose the Best PLUS Markets—THE GAINS WILL FOLLOW 


Big gains are sure to follow if you choose the 
markets offering the highest plus margins. 
Kingston, for example, assures you giltedge re- 
turns for small cost. 

It ranks 192 in U. S. population, out of 254 cities 
in its group. Only 111 of these cities measure up 
as superior markets ... Kingston included, of 
course. Only 54 score the maximum number of 


very high income promise big pay-offs for any 
type of product advertising. 

A schedule in the Freeman assures you of a big 
plus in Kingston. This newspaper reaches 100% 
of the city zone families—more than 50% of those 
in the city zone and trading area . . . a combined 
population of 75,500. 


points of superiority. And in this select group RANK 

Kingston ranks 13th with its Quality of Market Total U.S.A. Region State 

index of 145. Population 29,800 192 31 9 

Kingston is a superior, exceptionally well bal- Retail Sales $35,806,000 140 19 7 

d k : . . Food 11,176,000 91 18 5 

anced market in any perspective—national, re- aon iin 5'109 000 112 20 5 

gional or state. Its above-par sales rankings and Drugs "898.000 166 26 9 

Net Income 54,224,000 84 14 8 

Income Per Fam. 6,025 24 8 4 

| Income Per Cap. 1,820 21 5 3 

KINGSTON, N. Y. Points of Superiority 
(7 points is tops) 7 7 7 
Represented by Burke, Kuipers & Mahoney, Inc. 
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Mnn 


ait at Baha hat dl ed ae with 


ham 


lf weet eee 


Middletown, in the U. S. A.. 
New England and Connecti- 
cut has the 
maximum number of “points 


ority” 
comparisons, s 
Press adds 85.6 
of superiority” and so more 


than meets the standards for 


DON'T overlook this point of Superiority 


seven in each of the three comparisons. . . 
but don’t overlook another very important point- 
the superior coverage of the Middletown Press. The 


coverage of the rich Southern Con- 


necticut Valley when it is included in your schedule, 
greater than any combinaticn of outside newspapers. 


“superior, exceptionally well MIDDLETOWN HAS MAXIMUM POINTS 
balanced cities” set by Sales (in U.S. A., Region, State) | nm 
Management's “jury.” Total U.S.A. Region _ State 
' 2 : 5 . ‘ Population 27,900 212 31 10 
The way Middletown outdistances its own population Retail Sales $29,539,000 187 20 9 
ranking in commodity sales . especially general Food $7,157,000 193 29 10 
merchandise sales . underscores its key position General Mdse. $4,047,000 143 9 2 
as a busy shopping hub in Central Connecticut. — $760,000 188 21 6 
eo : : eee gr eres : et Income $30,889,000 212 26 9 
We are proud of Middletown’s 21 “points of superi- “tenga $4231 152 19 8 
Income Per Cap. $1,107 182 20 8 
THE MIDDLETOWN PRESS No, of factors equal or exceeding oo 
population ranking 7 7 7 
MIDDLETOWN, CONNECTICUT 


Represented by the Julius Mathews Special Agency © Boston ® New York @ Philadelphia @ Syracuse © Chicago @ Detroit 


Shawnee, Okla. 


ee ee ee ee 7 sales, drug store sales, net Effective 
oe Se Se ) eee 6 Buying Income. 
Seartenbure, 5S. CC. 2.2.22. 00% 7 Exclusion from such a list does not 
SS ER ern 7 necessarily mean that the city is a 
I MN in wee ele 6 poor market, since this is only one of 
J | | eee 5 several valid methods of measure- 
Vancouver, Wash. ............ 7 ment. Inclusion in the list does defin- 
if. Ae | 6 itely mean that the city is a good 
fo ey re 5 market. The three most frequently 
Watertown, N. Y. .....2..65. 5 used measurements are rate of 
fe 6 growth, volume and quality. What 
WOMEEEER, WE. oo cicccvccs be we are giving here in the rankings is 
i 6 a quality measurement only. 
White Plains, N. Y. .......0+: 7 The difference between quality and 
Wilkinsburg, Pa. ............ 5 volume is most easily illustrated by 
ee 6 the city of New York as a market for 


new automobiles. Because of the ex- 
treme congestion in New York and 
inadequate facilities for overnight 
storage or street parking, hundreds of 
thousands of people who would buy 


Superior Cities on 
Specific Factors 


The following lists (starting on 


page 62) show those cities—by popu- 
lation groups—which have a ranking 
figure equaling or exceeding the popu- 
lation ranking in retail sales, food 
store sales, general merchandise store 


new cars if they lived in a smaller 
center depend upon taxicabs and oc- 
casional renting of cars. 

Therefore, when measured on any 
such basis as the number of new cars 


sold for each 1,000 families, New 
York is about the poorest new car 
market in the country. 

But because New York has such a 
huge population, it is at the same time 
the /argest market on a volume basis 
for new cars of any city in the 
country. 

All cities in the lists that follow are 
there because in the particular cate- 
gory—and their population group— 
they have a ranking figure which 
equals or exceeds their population 
ranking. Dollar figures are also given 
so that readers may have at a glance 
the measurement of volume. 


COPYRIGHT 


The exclusive estimates of popula- 
tion, retail sales and Effective Buying 
Income in the pages following are 
fully protected by copyright and 
must not be reproduced in printed 
form, in whole or in part, without 
written permission of SALES MAN- 
/\GEMENT, INC. 


100% Coverage of North Adams... Where Consumer 
Spending Is 23% Above the State Average! 


The number of people in a maximum points of superiority in 
market mean nothing to your all U, S. regional and state rat- RANK 
district sales managers UNLESS ings ... not merely equalling Total U.S.A Region State 
they pay off in sales . . . with a its population rank in each case, Population 25,700 244 35 16 
maximum average per person, but exceeding it—by big margins, Retail Sales $25,909,000 208 24 8 
In North Adams, northwest gate- The Transcript packages prac- Food 6,767,000 203 31 13 
way to Massachusetts, each con- tically the entire market... Genl. Mchdse. 4,149,000 138 8 4 
sumer represents a plus that’s 100% coverage in the city zone, Drugs 618,000 211 28 11 
23% above the state’s retail sales better than 95% in both city and Net Income 30,172,000 218 17 10 
per capita. The city wins the trading area. Income Per Fam. 4,250 151 18 5 
Income Per Cap. 1,174 164 15 4 
THE NORTH ADAMS TRANSCRIPT Superior Points* 7 7 7 
NORTH ADAMS. MASS. *5 Points necessary for ‘Superior’ rating; 7 is maximum 
Julius Mathews Special Agency 
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ARE YOU 
MISSING THE SIGNAL 
ON THE PACIFIC COAST? 


lation 


28%. |] 


Yoo ARE MISSING the signal if your Pacific Coast radio network isn't Don Lee,! 
only Don Lee can give you the green light on both the “Inside” and the “Outsi¢ 
markets on the Pacific Coast. mark 
and § 
Re 


those 


“Out 


On the Pacific Coast there are only nine cities, embracing 18 metropolit 
counties, in which all four networks have stations. To cover the remaining | 
“Outside” market counties, there are 48 stations of all networks, and 32 of thi 
are Don Lee stations! 


a on : . ° ° Ii): 
he Pacific Coast markets are bigger and better than ever this year, with por goal 


r 


, ” g ? 81313 
LEWIS ALLEN WEISS, President - WILLET H. BROWN, Exec. Vice-Pres. « syoNEY GAYNOR, Gen. Sales Mgr?" 


The Nation’ Greatest Regional Netwo 
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lation up 8%, radio families up 10%. Buying income is 20% higher, retail sales up 


8%. Don Lee is the recognized network to deliver both “Inside” and “Outside” 
imarkets. 49% of all the Pacific Coast’s regionally-sponsored network progratus, 
and 52% of all the Coast's regionally-sponsored time, are currently on Don Lee. 
Remember: In addition to coverage facilities in the “Inside” market equal to 
those of any other network, Don Lee has 100% more coverage facilities for the 
Outside” market than all other Pacific Coast networks combined. If you want the 


goahead signal with your product or services on the Pacific Coast—buy Don Lee! 


es M 


Hi | 


BROADCASTING SYSTEM 
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1313 NORTH VINE STREET, HOLLYWoop 28, catir. « Represented Nationally by JouN BLAIR & COMPANY 


6! 


\ 1948 SEATTLE 
‘ POPULATION AS 
4 
4 


Reach this rich and growing market through 


the columns of the newspaper which gives you 
the greatest circulation (283,352*) of any 


newspaper in the Pacific Northwest. 


* Sunday 


Ihe Seale 


Washington State Census Bureau, 1948 Population Study 


Post-Intelli gencer 1940 POPULATION, 407,630 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


Superior Cities in Total Population 250,000 to 499,999 a Se 95,628 
Retail Sales ovr ehacnontiss 504,299 neon it = - apa aten Sane 
Birmingham, Ala. ......... . 421,121 Sor Wa i: sidbaade aie pao 
; Ce 2,95 : °° “ it te 
Population 1,000,000 & Over Dallas, Texa coneee GROSS §=Gieadele, Call. .......... 161,793 
See. COR. cciwicsnsceeenis 527,459 . - , 
Baltimore, Md. ie ae act eooee .$1,095,469 Hempstead Twnsp N Y 334 937 Grand Rapids, Mich. creo eee 248,877 
Chicago, Ill. . ovctee Saas : ae "mca Hartford, Conn. .......... .. 270,164 
’ yt Honolulu, Hawaii ........ ... 313,248 ; . an yea 
Detroit, Mich. cusio mes a ilies lie 702 803 Knoxville, Temm. ...:.... os» 282,787 
Los Angeles, Calif. wee cecee 2.796.712 naadly i.) ———_- ees os OS a. . 146,860 
yf 70, Long Beach, Calif. .......... 406,795 . i pet 
New York, N. Y. beac .++ 6,783,897 Memphis, Tenn 433.615 Little Rock, Ark. meh die ; 157,888 
seer Nebr ae eee 318°854 Miami, Fla. ................. 332,434 
Population 500,000 to 999,999 Portland, Oregon ............ a Se eee 
Boston. M a Providence, R. J. ............ 331,795 smear 7 ee eee setae, ae 
STON, ISS. hein ncency eee : . : Pasadena, Calif. ...... iveaes  'areae 
ee . ” OF ee eee 465,241 . 
Cincinnati, Ohio pevnedeven. | ee *y ; oo ee Paterson, N. J. ......... wee. ~=—189,413 
Mine — i; a sielibengt teenies 918,328 SOD ND COME ose wens snes 385,569 SS eee ee 
inneapolls, _ ae wo. 749,545 . PGE Fe cidcaeeivnes .... 136,690 
San Francisco, Calif. ........ 1,267,397 Population 100,000 to 249,999 Richmond, Va. .............. 348,011 
Seattle, Wash. § aquaptameaa de is 771,358 Pe. TE. kdicice <bace ecu 123,091 Sacramento, Calif. ........... 250,775 


630 KC. A.B.C. AFFILIATE 


Largest City between Missouri River & Pacific Coast 


Net Effective Buying Income Net E.B.I. per Family Net E.B.1. per Capita 
$531,597,000 $4,475.00 $1,454.00 


FREE & PETERS, Inc. -~~S-ZzNATIONAL REPRESENTATIVES 
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You reach (UV 


of the great 


Rye cits Market 
with the 


HERALD-EXPRESS 


—yes, thousands more readers in the 
A.B.C. City and Retail Trading Zones 
than any other daily— 


The NUMBER ONE Buy in the West’s NUMBER ONE Market 


.—~ Gogo ALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY REGAN & SCHMITT, INC 


Pa ge 
ME HERALD E* 
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New Castle, Pa.— A Superior Market 
in the 50,000—100,000 Population Group. 


In every classification of retail sales measured by Sales 
Management, New Castle ranks higher than its popula- 


WKST- 


Represented by 
THE KATZ AGENCY, INC. 


tion rank. 


Dominant Station in the Market 


Listener surveys show that WKST completely dominates 
its area delivering 40°, to 50%, of the listening audience 


throughout the day. 


Population 100,000 to 249,999 (Con't) 


Saginaw, Mich. ee 78,475 
Salt Lake Citv, Utah 220,626 
Shreveport, La. 141,603 
South Bend, Ind. ............ 161,902 
spokane, Weash. eee 223,884 
Tacoma, Wash. . 197,776 
Trenton, N. J. 163,202 
Utica, N. ¥ 90,545 
Waterbury, Conn. 113,134 
Seaeeee.. MAM, véciactxeewncs 257,916 
Wilmington, Del. ............ 149,049 
Population 50,000 to 99,999 

Amarillo, Texas ............. 82,519 
Asheville, N. C. 87,251 
Atlantic City, N. J. 106,871 
Se a ree 62,828 
Battle Creek, Mich 76,793 
Bay Citv, Mich. 72,309 
ie ere 31,802 
Bremertor ee 61,544 
Cedar Rapids, Iowa ......... 97,018 
Charleston, W. Va. .......... 117,496 
oo eS re 111,197 
Columbus, Ga. ........ 81,476 
Davenport, Iowa ............ 100,455 
STU ois ie aie sc cides $4,546 
Durham, N. C. ..... $8,174 
a i 59,887 
MUOMIOOM, BE. cisvecceevetecne 109,366 
Fresno, Calif. ..... 193,660 
Green Bay, Wisc. ............ 78,362 
Greensboro, N. C. ........... 100,512 
Hammond, Ind. 99,508 
Hamtramck, Mich. 51,569 
Harrisburg, Pa. .............. 126,477 
Haverhill, Mass. ....... 33,761 
Highland Park, Mich. ... 75,111 


TOGO, BOM ks viwiesanevs 91,927 
PE viva theese cns 105,739 
Johnstown, SECT e eee 91,982 
Kalamazoo, Mich. ........... 103,699 
NE ere 57,815 
EN a ER rn ae 88,858 
Lexington, Kentucky ........ 110,486 
Re CMD cb ccecw sone nwnwnd' 57,660 
I Nod ie iain a a i aruelaiken $6,094 
Poadieon, Wis. 2... ciccescccs 130,685 
PMNONONG, TR. 6c scksincccxes 72,310 
De. WU OS ie ce aesaw iene 78,539 
OS SS a ee eee 68,152 
Muskegon, Mich. ............ $4,640 
ge Ee 51,559 
New Rochelle, N. Y. ......... 71,140 
a" 3, 3 Serr ere 95,405 
SS. NN. s.caceawnn we Penns 66,910 
CN URS as cn awaneme women 89,885 
Ee abeb pacebenkeaee 90,715 
ee Sf 94,318 
RS Nk di ae ag nome a meee 208,279 
Pittsfield, Mass. ............. 62,795 
Pontiac, Mich. .............. 100,896 
a Sr eerrae 127,463 
I © nia ton min niweida ie 70,451 
a ere 88,810 
eS | ere 62,445 
ER WS, Sn wee ce reeawaern 117,288 
_  * ee ee 138,065 
oe ER ve tccentvanees 90,191 
St. Petersburg, Fla. .......... 120,577 
eee 64,064 
San Bernardino, Calif. ....... 103,969 
Santa Monica, Calif. ........ 110,944 
arene 120,226 
Springfield, Mo. .............. 89,166 
eS a 83,637 
a | Se 131,062 


SR. a sine hse a ws 125,334 
I AEE. Scebsndceewe var 86,909 
LO A Sere 85,633 
Se eee $3,164 
Wichita Falls, Texas ......... 71,070 
i ee 51,824 
EES Wie Ba Aen dine acces 48,281 
Population 25,000 to 49,999 

0 eee 36,938 
Albuquerque, N. M. .......... 69,310 
Alhambra, Calif. ............. 64,763 
US eee 45,763 
pS EE re 47,403 
Ashtabula, Ohio ............. 29,550 
Attleboro, Mass. ............. 19,417 
Bakersfield, Calif. ............ 126,079 
Oe er rarer 51,369 
Oe See 90,730 
SS Sl Sener 34,904 
Beverly Hills, Calif. ......... 115,567 
EE, I knceesc reeds 50,449 
ee a re 55,071 
Bloomington, Ind. ............ 29,437 
MI gk dala oiereuiauatinm wae 62,654 
Oe) i er eee 34,102 
Pe WS oesnkiseseces - 48,808 
ENTE oct c stare aie oie winlwars 40,228 
SS ae ere 60,443 
RS seb des vadawncwns 30,628 
ee rere err 55,847 
eS eee 27,297 
Claskeburg, W. Va. ........-- 40,004 
Colorado Springs, Colo. ...... 67,380 
Cemtees, COM. 6 cc icccscvcsc 38,276 
Dembery, COMM. oaccevicciacsse 53,489 
a eres 58,174 
N,N ie aw ai wa ane ace 47,050 
Daytona Beach, Fla. ......... 35,078 


Diversified Payrolls 


_ Stockton is the natural center of the 
fourth richest agricultural county in the 
Un ted States; is a deep water port with 
more than a million tons of cargo passing 
r ber municipal docks annually; has 310 
justrial plants making 101 products and 

nsistently been a Sales Management 
High Spot City. 


* a great market—an easy to sell mar- 
ket when you use the Stockton Record for 


Sto kton Record alone covers the Stock- 
arket 


Circulation 42,463 


Publisher's ABC Statement Six Months 
Ending March 31, 1948 


78th in Population 
65,900 

Sth in Retail Sales 
$131,062,000 

3rd in Food Sales 
$35,834,000 

26th in Gen. Mdse. Sales 
$16,506,000 


Figures From Sales 
Management Survey of 
Buying Power of May 
10, 1948 Cities in Pop- 
ulation Group 50,000 to 


100,000. 


Stockton, California 


Cresmer & Woodward, Inc. 
New York, Chicago, Detroit, San Francisco, Los Angeles 


34th in Drug Sales 

$3,222,000 

ATth in Net. E. B. Income 
$113,502,000 

Alst in Net. E. B. I. Per Family 
$5,458 

22nd in Net E. B. I. Per Capita 
$1,722 
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NO OBSTACLES IN 
“TEST TOWN, U.S.A.” 


There’s nothing to complicate tests in the South Bend 
market. Distribution here is controlled and economical. 
The people who live here buy here—not elsewhere. They 
are perfectly typical of the nation’s industrial-agricultural 
structure. And “Test Town, U.S.A.” is covered to saturation 
by one newspaper and one only—The South Bend Tribune. 
Write for free market data book that gives you all the facts. 


Che 
Soulh Bend 
Cribune 


pic 


IND. 
STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


SBT 


| 

: BT Sure, people can hear other stations in South 
| —and only WS Bend — but they listen to WSBT. This station 
| ° has won its audience through more than 27 
| years of personalized service to this market. 
7 comm ands the It gives listeners what they want when they 
want it. This is why the ever-growing WSBT 
| audience remains loyal year after year, Hooper 
| 

| 

| 

| 

| 

| 

| 

| 

! 

' 

| 

| 

| 


after Hooper. No other station even comes 


close in Share of Audience. 


South Bend audience! 


PAUL H. RAYMER COMPANY NATIONAL REPRESENTATIVE 


5000 WATTS + 960 KC « CBS 
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Don't Be Misled By This Omission... 


Plainfield, N. J., is not in Sales Management’s list of 
50-100M population cities because they consider only the 
old out-grown corporate city limits in these tables. 


When Sales Management’s figures show sales per family 
higher than incomes per family, it’s clear that downtown 
Plainfield must get its business from the true A.B.C. City 


Zone shown in this map. 


But Sales Management in a special estimate gives 81,700 as 
the population of this true Plainfield—all within a 4-mile 
radius of its City Hall. It definitely belongs on any 50-100 
thousand population city list. Throughout this area the 
Plainfield Courier-News is read by 80% of the families. Sur- 
veys prove that less than 10% of the families read any out- 
side standard size newspaper—that less than 5% of the 


people commute to New York. 
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WHERE FOOD ADVERTISING PAYS OFF 


MMOL co 


Non-suburban, independent Plainfield's food sales = 
average $1690 per family—$570 above the state's = 
PLAINFIELD COURIER-NEWS family average. The Courier-News' exclusive = 
acceptance among the families in and around = 
One of 21 Gannett Newspapers Plainfield assure you big food sales at very small = 
cost. = 
Represented nationally by J. P, McKinney & Son 2 
Chicago New York San Francisco ral UAMUL ANAL 
Population 25,000 to 49,999 (Cont') Lene Deen, Be Fs cssccssccs 20,311 I NY x gue sd bana wen 34,017 
ee 64,729 Shawnee, GRla. 2 ic cscccceccs 29,556 
East Liverpool, Ohio ......... 32,486 A eee 59,124 ee ae $2,540 
DL ME heccrsdeeukenadees 50,123 Manitowoc, Wisc. ............ 34,291 a or 74,891 
TS a naran heen waigiace 43,483 TEE, vavedncekeeteees 35,836 DE Ee. so iccncesenaces 29,091 
NET TERT Cre 61,998 Marshalltown, Ia. ........... 31,131 WN FAIR cisieiiacewswees 41,331 
eee 55,740 a ee rr 45,255 ME EE oie ethics d degra ao 50,668 
Fairmont, W. Va. .......... 30,782 Meriden, Comm. .........0000. 59,571 MI ES io rondasncownaas 55,264 
i i Mi Ne ind asedene sea 64,026 Miami Beach, Fla. ........... 65,969 Vancouver, Wash. ........... 43,483 
I” I ao sa 25,517 Michigan City, Ind. .......... 32,956 i rr 28,212 
rene Ge Lae, Wise. «2:0 00ce.s 37,989 Middletown, Conn. .......... 29,539 i, See 39,961 
Un I MN 6 asd a.as bacwe wale 41,320 re 71,224 i, a, i ere 41,461 
Fort Lauderdale, Fla. ........ 33,681 ee 51,331 ere 52,745 
OES GANA Sean ee 38,782 reer 48,084 Waukesha, Wisc. ............ 25,533 
eee ES a Ree eee 30,257 Muscatine, Iowa ............. 23,449 if ee 40,133 
Grand Forks, N. D. .......... 37,121 New Brunswick, N. J. ........ 66,062 West Palm Beach, Fla. ...... 77,529 
Grand Island, Nebr. ......... 31,307 New Kensington, Pa. ........ 32,036 i ee Se er 82,522 
Great Falls, Mont. .......... 54,663 New London, Conn. .......... 50,511 i 29,151 
Ce a ee 32,316 a, are a 44,638 Ws THM oc etevcctce ves 79,306 
Greenville, S. C. ....... 88,937 a Cee 39,573 
Greenwich, Conn. ........... 60,782 North Adams, Mass. ......... 25,909 
ae 72,085 Northampton, Mass. .......... 29,215 , aia - 
Hagerstown, Md. ........... 45,511 Norwood, Ohio .............. 37,907 Superior Cities in 
Suet WOGMNOE, PAPE. koceccscccs 41,206 Se ow wana 27,360 
Huntington Park, Calif. ...... 67,214 eC Pree $8,294 Food Store Sales 
ea 34,576 Sa Se orate 42,892 
Meaionen, RR EN Bat 54,194 Panama City, Fla. ........... 30,293 Population 1,000,000 & over 
nglewood, Calif. ............. 59,771 Petersburg, W. Va. .......... 40,189 * 
Janesville, Wise. ............ 35,480 Pittsburg, Kan. ............... = me + ae 
Johnson City, Tenn. ......... 56550 8  PiniaGield, WW. J. 2... c.seccees 61,904 — Detron Agate ie ipeatereays 479.626 
SS Se aeaeee 54,198 | Sees 48,353 poy es alien Calif oa ae ore 656.798 
SSS See eee 43,436 TN as cae aeteaciate 35,334 ee York N Y etteinbeeatieee: 2.037.240 
~ a caer ager , AR 35,806 Poughkeepsie, N. Y. .......... 62,051 : ii italic atta — 
<lamath Falls, Ore. .:........ 56,248 Sai iciidw aah’ celine 48,865 ‘ 
ee, Se a eee 50,234 ee: 60,291 Population 500,000 to 999,999 
See Cee, EB. ks evswicwar 33,888 Rochester, Minn. ............ 42,289 Cimemmeti, Giiie ....6 sc sccecs 147,715 
ee errr 37,070 Rocky Mount, N. C. .......... 33,715 eee 312,529 
Repeater, CO sisisccccvice 24,970 Be Ste alas oun wana 41,341 Milwaukee, Wisc. ........... 233,633 
Laurel, Miss. ............... 28,915 J ee 31,963 Minneapolis, Minn. .......... 177,140 
Leominster, Mass. ........... 17,873 I ee se a 34,158 sR Sree 231,847 
St 95. Sere 23,426 Sante Ans, Calif... ....cccccccce 66,869 San Francisco, Calif. ........ 270,948 
Sa ER ree 27,837 Santa Barbara, Calif. ........ 65,424 STUNG es icéwnacene 157,728 
66 
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Los Angele \< 


(eo bfertiie Buying facome 


AMONG THE BIG 4 MARKETS OF AMERICA 


As the core of the fastest growing market in America, Los Angeles 
reflects the buying power of all Southern California. 

In simple arithmetic this means that Southern California’s 5,400,000 
consumers have more money per capita to spend for goods than anybody 
else in America’s “Big 4” Markets! 


You dominate the purchasing power of these consumers 
when you advertise in the 


oy ” 


Ask the Los Angeles Examiner any- 
thing about its fabulous market. It 
knows the answers. It has compiled 
them with basic sales-manager strategy 
into a volume that puts the market 
in your lap. A Hearst Advertising 
Service Man will show you “SALES 
OPERATING CONTROL IN SOUTH- 
ERN CALIFORNIA.” 


A HEARST NEWSPAPER ¢ REPRESENTED NATIONALLY BY HEARST ADVERTISING 
NOVEMBER 10, 1948 


PER 
CAPITA 


SERVICE 
67 


Population 250,000 to 499,999 


HOLYOKE, Mass. 
3rd in State in Family and Per Capita 


Buying 


. Population is only as good as its buying 
power. Holyoke, third in family and individual 
buying power among the state’s top markets, rates 
a must in your advertising plans. 


. .+ Only two of the state’s leading markets 
exceed Holyoke’s per family income ($5307) and 
per capita income ($1458). And in the state’s 
50,000-100,000 group not one of the three non- 
metropolitan markets larger than Holyoke can 
match it in these income factors ... in the 
quality of its consumers. Person for person. 
Holyoke offers one of the best targets for your 
advertising in all Massachusetts, 


Power 


- » - In actual spending habits Holyoke stands 
out as an exceptionally good food market... 
far ahead of its population rank in the national 
comparison, and with the 5th highest food sales 
per capita of the state’s leading self-contained 
markets. 


. . « The Transcript-Telegram enables you to take 
advantage of Holyoke’s plus buying power at truly 
low cost—offering 81% coverage throughout the 
entire Holyoke City Zone ... with its 121,600 
population and $92,037,000 retail sales. 


HOLYOKE TRANSCRIPT-TELEGRAM 


HOLYOKE, MASS. 


The Julius Mathews Special Agency 


Wash. ... 


SUE, WHO. 6 acs ccueress 51,983 Deemeceport, PR... oo ciccceces 
. si A SD err 52,475 i. Se, 
Ee ae Tes . . 
ce Me Ags eT ;. di Tl Aennneeasenets 25,563 Muncie, Ind. ..........+..... 
i cculadin we fa ee eee 117.094 Waterbury, Conn. ........... 36,265 Muskegon, Mich. ............ 
: Shall aati Shy ’ En tienes exon 58,564 ee 
Long Beach, Calif. .......... 99,270 th gees ’ N Rach iI N. Y 
Oakland, Calif. .............. 7 Gc stg leh ee flee ce onal 
he 79.334 Worcester, Mass. ............ 73,132 Oak Park, TE. ...00.0ccceeess 
Dacticoed Occ. ’ We es 8 sdkbA CRS sacs 50,402 Oriande, Fla. ......0eccceees 
and, Ore. ........2eeeee 156,614 Passaic, N. J 
Providence, R. I. ............ 87,349 at... 
St. Paul, Minn, .............. 106,818  Pepulation 50,000 to 99,999 oo oy leg ll laa 
to. a FSET RNASE yer CE , ee 26,717 POMMRE, BEM. ccs iwcsccwcoes 
cee ee te eee ai pO a ae ee 21,048 PE . gakitewevdaw nen 
pk a 29,443 I Sg eeriendcannwaes 
Population 100,000 to 249,000 OS ere 21,204 NN SS eciinv ar enadews 
SE eee 43,416 Battle Creek, Mich. .......... 17,337 eS ee 
Allentown, Pa. .............. 32,439 ee eee 16,471 meweresee, COME. «.cesccicsese 
MOrmerey, COME. 6 ci cecccvscocs 36,062 Brockton, Mass. ............. 21,086 ee : errr 
Bridgeport, Conn. ........... 56,707 Brookline, Mass. ............ 16,791 Ne Se ere 
SO eee 30,417 SS J eee 27,383 i, Ser ere 
SN Ore ee 36,126 Charleston, W. Va. .......... 26,312 San Bernardino, Calif. ........ 
A ree 32,404 Cleveland Heights, Ohio ...... 20,149 eS re 
ee 55,818 a ere 17,044 Santa Monica, Calif. ......... 
SS | 43,864 Cee, TES, ic cecciccsaces 23,323 Sorampheld, Me. «0.6.0 ssciees 
Grand Rapids, Mich. ........ 60,065 SS eee 19,838 Stamford, Conn. ............. 
PEMCCOOE, COM kcciccccccces 75,395 NS ee re 18,149 PONE, OOO. occ ccckswicess 
Knoxville, Tenn. ............ 44,962 S|) & See 15,029 Terre Haute, Tad. .......2++ 
Lansing, Mich. ..........e00. 30,482 I cab avnkhewawes 29,128 20 ae SE ee eee 
ee 37,204 a. a Se 38,886 RS EE go goo sav eiae ka 
ge. eee 63,632 Green Bay, Wisc. ........... 18,115 OOS eee 
GE BOM iccachoccuse 56,786 Hamtramck, Mich. .......... 12,474 i. A, A eee 
Pasadena, Calif. ............. 41,554 BESVOSEONE, BORER. 2cceccecccss 12,162 Wichita Falls, Texas ........ 
a. ae SD Seen 59,608 Highland Park, Mich. ....... 17,931 i 
eee 39,824 a a SA rg e e 18,826 ee a a re 
a eee 39,247 SO, NG ces cuss neans 19,218 ‘ 
Richmond, Calif. ............ 68,311 Irvington, N. J. ............. 18,030 Population 25,000 to 49,999 
Richmond, Va. .............. 76,811 FOGRNO, DON. pecncteve vines 19,801 pO eS eee 
Sacramento, Calif. ........... 59,865 Kalamazoo, Mich. ........... 24,589 (SE ee ere eee 
Semmmaw, Mien. ......cccccecs 20,350 eee. WOME: éoo ssa cwonce as 17,513 Ce a, Ses 
a 34,393 eee eee 20,363 Aun Arbor, Mich. ........... 
Spokane, Wash. ............. 51,624 SS. ee 20,126 RTE, “WOME. hxe cic ciesicies 
Springfield, Ill. .............. 58,717 BN, POOR on. wv ccncenewes 29,952 pe a eee 
Springfield, Ohio ............ 22,436 Malden, Mass. .............. 20,032 Bakersfield, Calif., ........... 
68 


26,218 
27,644 
17,258 
19,384 
15,147 
20,079 
27,412 
13,775 
27,827 
24,979 
16,531 
27,607 
33,227 
17,183 
31,343 
25,326 
16,251 
23,175 
33,825 
16,644 
27,411 
41,967 
26,549 
20,426 
23,323 
35,834 
21,912 
21,559 
21,390 
23,201 
21,407 
16,029 
14,103 
18,171 


19,932 
11,134 
10,099 
15,961 
10,896 
10,890 
25,568 
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" ALBANY .. 


od 


ACapital of 
New York State 


S. M. Indexes 


Highest Quality of Aibany’s Quality of Market Index assures advertisers more real 
Market—139 sales potential for their dollars than any other large market in New 
York State. 
Highest Per Family 
Income—$5993 


Actually, while 74th U. S. city in population, it is 21st in per capita 
Highest Per Capita income according to Sales Management. In fact, no city as large or 


Income—$1815 larger than Albany equals its per capita sales of General Merchan- 


dise according to Sales Management — not even New York or 


of all N. Y. State 
cities with 100,000 
population or more. 


Chicago. 


Albany—second largest capital in the nation, vital transportation 

and distribution center in the Northeast—has more reserve buying 
V power than any other N. Y. major market. In fact, this Sales Man- 
agement study stresses Albany . . . with 5 out of 7 possible points 
of superiority over other U, S. cities in its size bracket, 7 points out 


of 7 over such cities in its region and in its state. 


The Knickerbocker News affords 85.6% family coverage in the City 
Zone, concentrated where the families with this plus buying power 


live . . . 41% above that of the other daily paper. 


THE ALBANY KNICKERBOCKER NEWS 


One of the 21 Gannett Newspapers 


Represented nationally by J. P. McKinney & Son *© New York °* Chicago  °* San Francisco 
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TOP-FLIGHT COVERAGE 
IN TOP-SALES MARKETS! 


| BUY-LINES 5 Nancy Sas 


A Weekly Sponsored Column of Things Advertised and Interest ng. 


SUNDAY COLUMN 
for 


WEEKDAY COLUMN 
for 


Drug & Department Store 
Products 


Food & Grocery Store 
Products 


63 Newspapers—62 Markets 81 Newspapers—59 Markets 


15,709,211 Circulation 14,824,020 Circulation 


FOR FURTHER INFORMATION WRITE TO 
360 North Michigan Avenue, Chicago |, Ill. 8 U Y L i N c S 333 SW. Oak Street, Portland 4, Oregon || 
235 Montgomery St.. San Francisco 4, Calif ” 2978 Wilshire Boulevard, Los Angeles 5, Calif. || 


271 MADISON AVE., NEW YORK 16, N. Y. 


Population 25,000 to 49,999 (Con't) Ce. COE i iccccewacsis 11,350 Boeleoweed, CAME, 2 sccsccccces 14,697 

“ae 13,182 pS a Seer 12,539 
I SN ca sinn datas olwawn 11,415 ONS ee ee 9,568 eS ee 9,364 
CO, BM ee abcce nee 14,043 Daytona Beach, Fla. ......... 8,897 Johnson City, Tenn. ......... 7,226 
CM. x sicvedes cavexen 8,534 East Liverpool, Ohio ........ 8,444 SS eee 8,041 
Bellingham, Wash. .......... 12,410 East Providence, R. I. ........ 9,392 oO, We peenccnncenee 11,17 
SE ME, Gi cceckeueeewe's 11,589 Ee. RS Sar 14,962 OS ERP rer ere 11,884 
3everly Hills, Calif. ......... 25,395 0 OS A ee Pere 13,686 ee 6,057 
ere 10,028 ee er 13,460 Leominster, Mass. ............ 6,704 
Bloomington, Ill. ............ 13,015 Everett, Wash. ...... pihacnd 17,231 NS SS Se 6,424 
Bloomington, Ind. ........... 7,245 I NN eos boars 5,702 DE, EI, aes sce aeen ss 5,716 
NN i bk ove uw weil 12,939 Pee Ge Ee, WHINE. codec eons. 9,476 ee eee 7,718 
OS 1 eee 6,353 Fort Dodge, lowa ............ 7,772 Manitowoc, Wisc. ........... 10,571 
SSE, ee ere 16,373 Fort Lauderdale, Fla. ......... 6,983 BEapleweoed, N. J. ..cscecess: 6,416 
a a oa adc arin 10,416 Framingham, Mass. .......... 8,222 TO se ish a eae 8,583 
es ce wawgeas 19,153 Grand Forks, N. D. ......... 6,038 Marshalltown, Iowa .......... 7,556 
Central Falls, R. I. .......... 6,467 Greenville, Miss. ............ 6,624 NE, CO, Siicsiccnsee ns 15,467 
oS eee 9,506 a are 14,017 Miami Beach, Fla. .......... 11,34 
Chillicothe, Ohio ............ 6,575 Greenwich, Conn. ........... 11,840 Michigan City, Ind. .......... 10,720 
Clarksburg, W. Va. .......... 10,105 Hackensack, N. J. ........... 23,313 Middletown, Conn. .......... 7,157 
Colorado Springs, Colo. ...... 16,530 Hagerstown, Md. ........... 12,204 a ere 18,905 
Compton, Calif. ............. 9,215 Hot Springs, Ark. ........... 8,932 | a ee or 21,185 
Cee, Iie Be. ev tivxiedscccen 10,964 Huntington Park, Calif. ...... 12,697 Muscatine, Iowa ............ 6,347 
Cumberland, Md. ........... 17,491 - Hutchinson, Kans. ........... 11,302 SS See 14,817 


SUPERIOR in --- 


1. Food Sales and 2. Retail Sales 


Of the 257 cities in the 25-50,000 size group Johnson City, Tennessee, 
is 205th in population, yet it ranks 190th in Food Sales and 134th in 
Retail Sales! A rich market, too far from metropolitan cities to be 
influenced by other media. Be sure to include Johnson City, Tenn., in 
your 1949 schedules. City & R.Tr. Z. pop.—137,255. 
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“Small Town” People Are 55% of America... 
Are You Stopping at 50,000 or 25,000 Markets ? 


That’s the proportion of U. S. population living 
in places under 25,000. Even omitting those 
suburban places in Metropolitan Areas and Coun- 
ties, there remain 41% of all U. S. people. 


These people—the 41%—accord the local home 
town newspaper an intimate and thorough read- 
ership which nobody denies—and which offers 
possibilities of impact, of readership with moder- 
ate sized advertising space, of less competition, 


resulting in very low net cost. 


Pye « *@ 
No. 1 in Retail Sales 


Ithaca—fourth in size among these 
up-state “under 25,000” markets... 
but leading them all in total retail 
sales, $32,562,000. Actually, only 143 
of the 257 cities in the next larger 
size bracket (25 to 50 thousand popu- 
lation) show as much total Gen- 
eral Merchandise sales, only 163 
as much total Food Sales as this 
city of under 25,000. 


Whether you're selling food, drug 
products or general merchandise, 
Ithaca offers a big plus in each 
case... only 1 in 4 of all U. S. 
cities larger in population offer as 
high per capita net income—Ithaca 
is better than 74% of them. 


THE ITHACA 
JOURNAL 


One of 21 Gannett Newspapers 
Complete coverage in City Zone; 
better than 80% in city zone and 

trading area 


OGDENSBURG .. . 
$6,296 Per Family 
Buying Power 


Only 17 of the 257 cities in the next 
higher population bracket (25M to 
50M) equal that figure — indeed 
only 95 out of all the 502 U. S. 
cities over 25M. This of course re- 
flects the fact that St. Lawrence 
County is one of the highest in the 
U. S. in dairy product income. True 
our retail sales figure per capita 
is only 7% above the State’s average 
which could just verify that in some 
items our high income people buy 
in larger cities. But this is where 
they live and no outside newspaper 
reaches them adequately to tap this 
Tich market. 


OGDENSBURG JOURNAL 
(Evening) 
OGDENSBURG 


ADVANCE-NEWS 
(Sunday ) 


One of 21 Gannett Newspapers 


REPRESENTED NATIONALLY BY J. P. McKINNEY & SON ¢ 


NOVEMBER 10, 1948 


Want to test? Here’s how. Here are six examples 
in this group of “under 25,000” cities in which 
are published local newspapers with Gannett 
Group standards of publishing. All conveniently 
located in rich “Upstate New York.” Each city 
stands better than many cities much larger in size, 
in one or several of these important indices estab- 
lished by Sales Management. They represent an 
excellent and promising starting point to test ad- 


vertising and merchandising in such smaller cities. 


MALONE ... 
Better Than $5,500 
Retail Sales Per Family 


Per capita retail sales in Malone 
(pop. 11,300) are 23% above N. Y. 
state average. With but 11,600 popu- 
lation according to Sales Manage- 
ment, yet only 1 in 3 of the 257 
cities between 25 and 50 thousand 
population have families with as 
high average buying power. Ac- 
cording to Sales Management, Ma- 
lone has grown 30% in. population 
since the last U. S. Census and 
we believe it. 


THE MALONE 
TELEGRAM 


One of 21 Gannett Newspapers 


OLEAN ... 
Southern Tier 
Sales Center 


Sales potentials are high all across 
New York State’s Southern Tier. 
Sales Management says that Olean, 
one of the key shopping centers of 
the area, did $29,614,000 retail sales 
in 1947 .. . 54% above the state 
average per family. In General 
Merchandise 164% above average 
(more than double) and in drug 


_ store sales 54% better. Total net 


income of $36,328,000 (for its 22,- 
700 people) is larger than shown by 
73 cities over 25,000 population— 
averages $5,766 per family, which is 
higher than 393 of the 502 cities be- 
tween 25,000 and 7,000,000 popula- 
tion. No outside daily newspaper 
covers this market even as much as 
20%. 


THE OLEAN 
TIMES-HERALD 


One of 21 Gannett Newspapers 


New York 


MASSENA ... 

No Large City 

Can Match Our 

Buying Power 
No large city in N. Y. State (over 
100,000 population) equals Mas- 
sena’s per family sales potential. 
The 3,100 families that make up 
the city’s 12,700 population have an 
average income, after taxes, of 
$6,044. Total retail sales ($12,033,- 
000) have a ratio 25% above the 
state family average. This all re- 
flects Massena’s great industrial 
growth, its enormous aluminum 
processing plant found to be one 
of the most advantageous in the 
country for post-war needs... 
its being the location of the great 
St. Lawrence hydro-electric power 
project. On the basis of actual and 
potential sales, cultivate Massena. 


THE MASSENA 
OBSERVER 


(Twice Weekly) 
One of 21 Gannett Newspapers 


SARATOGA SPRINGS 
14th in Population, 
9th in Sales 


14 Up-state N. Y. cities in the “un- 
der 25,000 bracket” are larger than 
Saratoga Springs . . . But look! 59 
U. S. cities in the next larger size 
bracket (25-50,000 population) fail 
to equal Saratoga Springs in total 
General Merchandise or in Drug 
Sales. 353 of the 502 U. S. cities 
over 25,000 population (70%) have 
lower per capita buying power. This 
buying power, plus that of neigh- 
boring communities, assures a high 
rate of year-round spending. And 
the Saratogian affords 100% cover- 
age of the city zone families; no 
outside daily delivers as much as 


12%. 
THE 
SARATOGA SPRINGS 
SARATOGIAN 


One of 21 Gannett Newspapers 


e Chicago ® San Francisco 
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National Representatives 
GEORGE P. HOLLINGBERY CO. 


Southeast Representative 
HARRY —-.. CUMMINGS 


JAMES M. LeGATE, General Manager 


3,000 WATTS - 610 KC - NBC 


YOu Gola Go 


WHERE THE PEOPLE ARE 


Florida’s greatest market -- in population 
-- income and sales -- lies along its lower east coast. 


WIOD’s concentrated signal is poured 
into this area day and night ... from Stuart to Key West 
...and around Lake Okeechobee. 


B.M.B. figures on WIOD are proof of this 
concentrated, top coverage, and...in the key Miami 
area, WIOD is tops, too! See B.M.B. and Hooper! 


Population 25,000 to 49,999 (Con't) 


New Brunswick, N. J. ....... 
New Kensington, Pa. ........ 7,889 


New London, Conn. ......... 13,286 
SD , Ae 13,297 
ae eee 14,589 
SG TEs, Bi unas dieeeeenme 12,440 
PN. ML padvnevsiwnvis 12,889 
North Adams, Mass. ........ 6,676 
Northampton, Mass. ......... 8,061 
Norwich, Co@m. ...cccccccccs 11,296 
| re 12,667 
a re 10,510 
Ce ee 15,735 
CPSNNOTD, TF. cc iceseccaves 9,155 
Wememe Coy, Fits «ci cccccces 6,139 
Parkersburg, W. Va. ......... 10,306 
Petersburg, Va. ............. 9,960 
oo ree 6,911 
ES WG Be banka cvaaneod 20,785 
Pempemem, Cat. .ncciccccccecs 11,543 
a's cab neces 7,067 
Poughkeepsie, N. Y. ......... 19,692 
Oe eee 14,361 
Rocky Mount, N. C. .......... 7,205 
mes Cee, BO 66. cc ccescn 10,535 
eee 8,148 
OE OE ee eee 8,417 
Sam Biaten, Calif. .........c 13,386 
Santa Ana, Calif. ........... 15,068 
Santa Barbara, Calif. ........ 19,887 
Sg EPR See 8,480 


Ee 5,912 
ay ee SS : ree 
Spartanburg, S. C. ........... 
I ee alle ee id 5,883 


Superior, Wise. ............. 14,162 
Mle os as oncainwwihormee 10,136 
i. 8,799 
TO FOS nck cc ndvevees 8,536 


ho Aaa 22,866 
Vancouver, Wash. 
Vicksburg, Miss. 
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Washington, Pa. ............. 12,597 
Watertown, Mass. ........... 13,491 
Waukegan, Ill. .............. 13,977 
Waukesha, Wisc. ............ 9,140 
i a ne 9,980 
West New York, N. J. ....... 16,080 


West Osamee, Bi. J. oascscenss 6,609 
West Palm Beach, Fla. ....... 16,060 
White Plains, N. Y. 25,202 
i, a, ae 9,953 
Winona, Minn. ............. 8,148 
Yakima, Wash. 20,866 


Superior Cities in Drug Store 
Sales 


Population 1,000,000 & over 


SS TUN «nn. o wa veeneSinaies $ 39,388 
SS eee 140,006 
SO NE ved vnckeetewees 77,568 
Pee ee | ere 92,454 
ee a re 171,141 
Population 500,000 to 999,999 

SE, GUE® occ sb sscecianece 19,819 
Minneapolis, Minn. ............ 24,465 
Pee GUO, BM sc xc cvccsicne ces 21,415 
ee ee 25,641 
ee IS ee cect ceebaseeas 33,915 


San Francisco, Calif. ........... 33,452 


ET, ab lies kw dae wens 19,422 
Jo OD ee 44,655 
Population 250,000 to 499,999 

CN og ast eae eden ae eos 19,346 
NE to ced pane ae 22,821 
Honolulu, Hawaii ............. 19,535 


Indianamols, Ind. .. 2 62ccceses 26,389 
UN CU, BOM 5 x occ cccnennes 37,864 
eS 13,056 
eS ee 19,140 
se ee 14,086 
2 ee eee 11,363 
ge a a, 10,859 
gg SS oe 12,608 
Population 100,000 to 249,999 

PS a ean kd doendcaws 2,748 
PE. NE i piace. tslsinaipe a eins 5,657 
NEN GEES «Sion strevmentens 4,584 
Bridgeport, Conn. ............. 7,877 
CN, Me Be, cca meee snnese 6.367 
Corpus Christi, Texas ... 20... 3,038 
TNS. os ose se cuawecxes 3,953 
oe | ae 3,879 
EE BO 6 acca wawinees 7,198 
a Se eee 8,917 
i, 6,016 
ee rr 4,706 
Grand Rapids, Mich. .......... 10,439 
PAOEWEE, BOG. occ cccswcccses 6,122 
OS eer 5,392 
Rae WE MOOR a caine scx 5,708 
eer ae 16,160 
NT Nn 5 sata: pleas dient ateraee 7,434 
ae) 3,010 
EO. bi ct eccaweeeu 8,977 
ES  cipice rue ss kaw aeeewe 9,994 
Oklahoma City, Okla. .......... 12,948 
oo cone ndeduene 6,224 
TM, sawepvn she aw se aa ces 4,942 
RS ere 12,383 
ee, TOME, okie cite eee 7,336 
PPR rrr rere 3,684 
Salt Lake City, Utah ........... 8,108 
MS ang, pare mama as 3,542 
SN NS cca cnenas bee hee 6,930 
I ER, ao nde seamed 8,179 
ES EE a ree 2,189 
We, PEM bn edt eee enews 6,207 
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KNOXVILLE TENNESSEE 


V/A Za hatin yO ZT 


RANKS 29th IN POPULATION 


Den Gout wm Relate Sales 


$187,787,000 20th IN RANK 


Dawu Coot um Pov S2le6 


$44,926,000 27th IN RANK 


Dan Cove wu Dtag SalC86 


$6,122,000 26th IN RANK 


Game Fook te Wee ramcly Lncome 


$5,747 21st IN RANK 
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TOP MANAGEMENT 
and 


SALES EXECUTIVES 
When Planning New Plant 


or Branch Locations, It 
Will Pay You to Consider 


DANVILLE, 


Virginia 


a 


Danville, vital railroad and transpor- 
tation hub in the prosperous southern 
Virginia-North Carolina farm and fac- 
tory belt, is the FOURTH LARGEST 
COMBINED TRADE CENTER IN 
VIRGINIA. Income, retail sales, indus- 
trial payrolls and farm dollars conspire 
to make Danville the top “Superior” 
city in the state . . . by wide margins 
over its population rank ... and with 
“superiority” in all possible factors. 

Only one other Virginia city makes 
Sales Management’s list of “superior, 


exceptionally well balanced” cities— 
but, unlike Danville, it fails to score 
in all factors. 


“Superior” Danville can give a sub- 
stantial lift to your expansion and 
relocation plans. The full story on 
Danville abounds in plus features 
similar to those just mentioned. 
Write today. 


THE DANVILLE 
CHAMBER OF COMMERCE 
Danville, Va. 


Population 100,000 to 249,999 
Tampa, Fla. 


ated Ue cdin urmakite 5,471 
MNS, S55 x widte oo 0S oe 9,051 
Wriennee, MOM. 2 icccccccccccccs 11,352 
Population 50,000 to 99,999 

Alexandria, Va. ............... 1,813 
Amarillo, Texas .............. 4,256 
eer 2,152 
MER, le Be oie bie vacncisincecs 3,502 
Atlantic City, N. J. ............ 3,978 
I I a et kris acs bi: sces Waiaeyedea'G 2,431 
Battle Creek, Mich. ............ 3,028 
gl a” eee ee 2,800 
Sh 1,496 
Bremerton, Wash. ............. 1,319 
Brookline, Mass. .............. 2,345 
Cedar Rapids, Iowa ........... 3,996 
oe SS a 4,655 
Charleston, W. Va. ............ 3,603 
Cleveland Heights, Ohio ........ 2,811 
NE OR 3,664 
Comamiws, Gai occ cccivcvccecs 2,105 
I TE ois os en 'erne ncaa cs 2,612 
a ag a are 2,440 
7 hE Se 3,344 
eS, a eee 1,771 
a re 3,510 
a 4,449 
SOOOOR BOF WIG cc vcicsicccccins 2,315 
ae 3,347 
Hamtramek, Mich. ............ 1,375 
eee 5,066 
PU TE Deo waks cnanaswseens 1,669 
Se ee 3,027 
ee ere 4,089 
Kalamazoo, Mich. ............. 4,688 
Kenosha, Wisc. ................ 2,157 
I, OOM i ca Sov cioxecawes 5,385 


SE Re Sun ddwnssanesaawed's 2,546 
OS Serre rr 5,586 
OS See eres ee 2,337 
ke? eee 1,638 
ES. a ia sles nein cbatare's 3,087 
EE site wien rR 2,477 
SS ig cs dae sare ace oes 3,257 
eer 2,239 
PE TO once ccowwxequinis 3,153 
ce eee ry 7,965 
El, en cpasinnccaxasens 2,774 
ee a | err 2,163 
MR on cb as cnawkede coma 3,782 
a ge ec 1,345 
ee OS | ae ee eee 5,423 
es A 9,903 
ES snuicusncna token eens 1,148 
San Bernardino, Calif. ......... 2,851 
Santa Monica, Calif. .......... 4,403 
Serre 3,962 
ae eer re 4,623 
OS re ee 3,222 
Teree eet, Ind. ...cccccccase 3,152 
CUM fo whose evacnuxdurawien 4,518 
GN Ee ee eee 4,656 
SS SD Sree 2,161 
eee 3,632 
A Ee ee 2,756 
ot, Se eee 2,728 
Wichita Falls, Texas .......... 2,253 
Vi ey eee 1,865 
a ree 1,964 
Population 25,000 to 49,999 

SE. IR ere 2,216 
pS EE EE ee 2,429 
Anm Aspects, WER. 2. cicccsccwsss 3,283 
Eo eer 1,198 
PS ES. is oredv et csatemnwks 1,009 
Maemerdeete, Cant... ..cseccscicces 2,559 


Bangor, Me. 
Baton Rouge, La. 
i Seer 
Bellingham, Wash. 
Belmont, Mass. 
I I gins aie cle ee pe wicciors 
Beverly Hills, Calif. 
TM, pies ccsnckann es 
Bloomington, III. 
MN, as od xs can 8 xa ence 
EO go acne einne ke 
Burlington, Iowa 
Burlington, N. C. 
Burlington, Vt. 
Butler, Pa. 
Casper, Wyo. 
Central Falls, R. 1. 
Champaign, Ill. 
Cheyenne, Wyo. 
ES ee 
ee, Ae eee 
Colorado Springs, Colo. 
Compton, Calif. 
Concord, N. H. 
Danbury, Conn. 
Danville, Ill. 
NM oi goo aid a aisha 
Daytona Beach, Fla. 
East Liverpool, Ohio 
Easton, Pa. 
Elgin, Ill. 
Elkhart, Ind. 
Enid, Okla. 
SS Perret eer 
Everett, Wash. 
Fairmont, W. Va. 
Fargo, N. D. 
Findlay, Ohio 
Fond du Lac, Wise. 
Fort Dodge, Iowa 
Fort Lauderdale, Fla. 


*Source: 


Cedar Rapids... 
FIRST IN PER CAPITA INCOME 


T’S WMT’s home town. While representing only 

a small part of the total population within our 2.5 

mv line (1,131,782 people), it is representative of the 
buying power of the entire territory. 


When you want to address an audience with the will 
and the means to buy, reach “em on WMT! Ask the 
Katz man for full details. 


Sales Management Survey, 
50,000 to 100,000 population group. 


* 


5000 WATTS 600 a 


bag nage ———, 


K.C. NIGHT 
BASIC. COLUMBIA NETWORK 
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.is for apples 
which put Wenatchee on the map. had if you want to 
polish apples with folks in this $45 million Wenatchee 
industry get your program on ABC...92% of all radio 
families there tune in ABC regularly. Yes, and the ABC 
Hooper index in Wenatchee was 90.5% at last re -ading. 


.is for cows, which turn the 
green grass of Sonoma County, California, into oceans 
of milk and 97 million dollars. If you want to skim the 
cream off this strictly grade “A” market, remember that 
ABC is listened to regularly by 85% of the radio families 
in this rich dairy region. 


AD 
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PACIFIC 


New York: 30 Rockefeller Plaza - 
DElaware 1900—Los ANGELES: 6363 Sunset Blvd. - 


Circle 


..is for Bremerton and its $61 
million boat-building business. For clear sale-ing in this 
Washington shipbuilding center, anchor your advertis- 
ing to ABC....86% of Bremerton’s radio families listen 
regularly to our shows. ABC delivers virtually all the 


Coast market, inside, outside and all around the town. 


On the coast you cant get away from 


ABC 


FULL COVERAGE, .. ABC’s improved facilities have 
boosted its coverage to 95.4% of ALL Pacific Coast radio 
families (representing 95% of coast retail sales) in coun- 
ties where BMB penetration is 50% or better. 


IMPROVED FACILITIES... ABC, the Coast’s Most Pow- 
erful Network, now delivers 227,750 watts of power— 
54,250 more than the next most powerful network. This 
includes FOUR 50,000 watters, 
other coast network.. 


twice as many as any 
.a 31% increase in facilities during 


the past year. 


GREATER FLEXIBILITY...You can focus your sales 
impact better on ABC Pace ‘ific. Buy as few as 5 stations, 
or as many as 2]—all strategically locate “dd. 


LOWER COST... ABC brings you all this at a cost per 
thousand radio families as low as or lower than any other 
Pacific Network. No wonder we say—whether you're on 
a Coast network or intend to be, talk to ABC. 


THE TREND TO ABC...The Richfield Reporter, oldest 
newscast on the Pacific Coast, moves to ABC after 17 
years on another network, and so does Greyhound’s 
Sunday Coast show—after 13 years on another network. 


NETWORK 


CHerry 8321—Cuicaco: 20 N. Wacker Dr. 
EXbrook 2-6544 


7-5700—Detroir: 1700 Stroh Bldg. - 
HUdson 2-3141—San Francisco: 155 Montgomery St. - 
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MUTUAL 
IN 


SANDUSKY 
OHIO 


MR. TIME BUYER... 


WLEC feo | 


INA 


‘5 PLUS MARKET 


FROM TOLEDO TO CLEVELAND AND SOUTH 


W LEC ™ SANDUSKY, OHIO 


*SEE PAGE 76 THIS ISSUE FOR SUPERIOR RATING! 


Population 25,000 to 49,999 (Con't) 


eee 2,294 
Framingham, Mass. ............ 780 
SLUNG: nahin vs a tiple wees 1,208 
Te a a args gg 641 
eT Be Ae > ree 1,041 
Grand Island, Neb. ............ 834 
Se UE, oc acaxcocnses 802 
oe a Se 2 3,252 
2 a reer 2,507 
ee, ere 1,916 
Huntington Park, Calif. ........ 2,277 
PONE OE. ig ivcccewe cased 887 
Hutchinson, Kan. .............. 1,708 
a | ere eer ee 1,429 
ee 983 
Enea te aitndwdews added 1,750 
PEG. SU, vcvwssdioucssacess 1,219 
eS a Ae ee 898 
Lackawanna, N. Y. ............ 1,528 
a Se ree ee ren 2,432 
Ree Ceres. BE. sscsiciccetccs 910 
OE HM os iad wiakwade es 1,139 
RmmenebeT, GEO 6oiccccvececcces 640 
RA ES ocecdeaeavecnver xs 692 
ee hie 771 
Leominster, Mass. .............. 619 
BMCNNOOE Te Be vecu ness 1,004 
ee ae eee ree 942 
a a eee 569 
ee a | ee 3,861 
SN, WEG. occcndd vane uses 2,340 
a See 557 
WEOTION, IMG. 2 cc cccccccevss 1,350 
Marshalltown, Iowa ........... 493 
ee eee ree 1,235 
8 aa eer 729 
Miami Beach, Fla. ............. 4,855 
Middletown, Conn. ............ 760 
I SES Ss ote weenie aes 1,779 
DS SM aderccduccekesmese 1,794 
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TR A eee ees 
Piuscatine, TOWS ...ccscscccnss 
POINOR, MIEIN soicccvacecoens 
New Brunswick, N. J. ......... 
New Kensington, Pa. 
Newport, Ky. 
Newport, R. IL. 
a 
North Adams, Mass. 
Northampton, Mass. 
Norwood, Ohio 
Ontario, Calif. 
SS er 
CES cicwinb a mekee eas 
i. RS ere 
Parkersburg, W. Va. .......... 
rere 
a ee ee 
Pittsburg, Kans. 
Pomona, Calif. 
Pottsville, Pa. 
Reno, Nevada ................. 
Rechester, Minn. ae ous Boe oe 
Rocky Mount, N. C. ............ 
Rs a Ah lah 
Royal Oak, Mich. ............ ; 
a ee 
Sante Ama, Callf. ...i.ccccees 
Santa Barbara, Calif. .......... 
Sandusky, Ohio 
eT Seer ee 
Shawnee, Okla. ........ 
Sioux Falls, §. D. ..... 
Spartanburg, S. C. 
Sumter, S. C. 
Texarkana, Texas 
Tyler, Texas 
University City, Mo. ..... 
Vancouver, Wash. 
i ey re ee 
Waukeegan, IIl. 
Waukesha, Wisc. 


fh er re 920 
Wauwatosa, Wisc. ............. 1,046 
West Palm Beach, Fla. ........ 2,504 
i ek eee 2,248 
i ri 1,319 
ee 3,539 
eee, GENO 6 isk avesdeweus 2,852 


Superior Cities in General 
Merchandise Store Sales 


Population 1,000,000 & Over 
Baltimore, Md. 


NR SR ee 1,012,050 
i a rae 320,887 
Los Angeles, Calif. ........... 360,090 
go a g re 438,909 
Population 500,000 to 999,999 

i ee cence aes 261,985 
Cincinnati, Olio ......66..00: 107,858 
Minneapolis, Minn. .......... 155,528 
PUG BU a ccetscewneres 251,891 
See WEN v0 candedinccencecs 139,836 
Population 250,000 to 499,999 

PEI, nk co aiewarcae eaes 63,295 
Eee ree 169,597 
Birmingham, Ala. ............ 51,624 
ee 75,778 
BE SS” ee 135,374 
a ee 48,598 
Oe ee 138,373 
Henolulu, Hawaii 64,684 
Kansas City, Mo. .........: 167,930 
eS aS ren 42,335 
OEE, POU. 6060 kivisaswer 130,114 
Re De od alk 43,955 
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Largest fishing industry in the nation 
... its America's third largest market! 


GET THE FACTS ON LOS ANGELES...NOW AVAILABLE 


The Research Department of The 
Times has completed a compre- 
hensive survey of the Los 
Angeles market — studies of 
population trends, sales anal- 
yses, buying habits, routes, 
etc. These studies are outlined 
in the booklet ‘“‘Los Angeles — 
City Without Limits.”” Write to- 
day for your FREE copy. 


( 


America is moving West... to stay! Out of the blue Pacific, 
fishermen draw over half a billion pounds of fine food fish 
every year and market their catch at Los Angeles. Receipts 
of fresh fish in Los Angeles top Monterey, New York or 
Boston. The great tuna and sardine canning plants further 
enhance the money value of food production in this area. 
Yet fishing is just one factor in the gigantic industrial growth 
which has established Los Angeles as America’s Third Larg- 
est Market. To reach this market, tell your story in The 
Times ... largest home delivery in the West! 


CIRCULATION—ABC Audit Report for twelve months ending March 31, 1947: Daily, 400,811; Sunday, 747,852 


A. LOS ANGELES TIMES 


REPRESENTED BY CRESMER AND WOODWARD—NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 


NOVEMBER !0, -1948 
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$7,660 PER FAMILY! 


Hartford is a familiar “first” in Sales Management year after 
year. Now the new figure is as high as $7,660 per family, in 
Effective Buying Income! Tell your story to this “first 
market” over WDRC, Connecticut’s First Station . .’. 
first with AM in 1922, and FM in 1939. WDRC gives 
complete coverage of Connecticut’s Major Market 
at one low uniform rate for all advertisers 

. . national, regional and local . . . and 
with an FM bonus at no extra cost. 


BASIC CBS + 5000 WATTS 


Population 250,000 to 499,999 (Con't) Salt Lake City, Utah ......... 52,704 Payettevitice, NM. Cu ..kcsccse. 5,011 
Portland, Ore. ..%........... 138,857 DOPOCENONE EB. cc cidsccwoses 17,632 SL eee 22,340 
Providence. R. I. ............ $7,527 ee eee 23,540 CS WES is civiviiccxecns 12,427 
Rochester, N. Y. ............. 65,827 BOON, WHEE 6s ccienccanss 36,358 Ksocememore, TN. Con ccs cence. 17,182 
St. Paul, Minn. .............. 121,454 Springfield, Ohio ............ 12,026 Hammond, Ind. oles aes Rilactas tae ech 23,278 
, iy’ “ee eae 66.826 WEG. asc cnicud wewke 27,713 Peamtramex, Deich. .......005. 4,359 

‘ ‘ TRUS <eninacudanwaae aes 28,744 EE rrr re 22,779 
Population 100,000 to 249,999 _ Sere 29,476 Haverhill, Mass. ............ 3,990 
ES UE Wis 2 adanevateweews 49,976 Se ee So nae alowed manos 9,552 Highland Park, Mich. ....... 16,337 
eS) ee 23,519 Waterbury, Come. .......c000. 13,868 ves keene ees 13,191 
A | ee 8,423 Youngstown, Ohio ........... 40,491 eee 17,970 
OS, Se ee 32,369 ee 30,475 
Chattanooga, Tenn. .......... 24,589 Population 50,000 to 99,999 Kalamazoo, Mich. ........... 15,821 
ee 17,707 eS ee 10,254 eT a 5,705 
8 ey eee 20,227 ee ae 15,422 ES En ne pare 17,751 
weet Weems, 166. .wcicenves 35,573 Ag@iamne Crs, Ni J. ic csscccs 15,951 NTS OS ere 15,197 
Fort Worth, Texas .......... 80,193 PE, BE hb ne dewemneds 14,983 I oe ig 10,760 
Og RS re ee 29,004 SS} See ee 12,786 I MIN Sin ats ps oe wiemias 5,412 
OS SS re 15,571 Battle Creek, Mich. ......... 10,448 OS SS es 13,197 
Grand Rapids, Mich. ......... 40,610 “ee ee ee 9,370 ee” ere 19,259 
OS eee 59,267 ES OS acacidvwrabsnnsa 2,663 ey 9,497 
a a 23,701 Bremerton, Wash. ............ 3,750 oN Sa ene 8,106 
Little Rock, Ark. ............ 28,751 Cedar Rapids, Iowa ......... 14,498 Muskegon, Mich. ............ 10,488 
MEI. ocd wad ge ecawn wanda 49,703 Charleston, W. Va. .......... 18,231 Ei ee eee 9,185 
Montgomery, Ala. ........... 16,165 a i eer 13,702 New Rochelle, N. Y. ......... 9,166 
PN, SO inc ncdccuens 37,989 COG, CER. iiicidisdccivar 12,990 2 | Seer 21,351 
ie 18,005 Davenport, Iowa ........... 15,240 oc caer naaweia ss 10,289 
Oe 30,588 SS Gl Rae 18,169 Orlando, Fla. ............... 12,797 
OS eee 20,527 CC ee, eee errr 10,859 I oa tiennwne crivwnd 8,337 
I, WMG on cncewencwdwan 66,413 I UM Ms ce was debin. de does 13,422 oe ee 33,740 
Sacramento, Calif. ........... 33,105 SS i Sree 6,386 PON, OOO eiesa si cseae's 11,089 
Saginaw, Mich. ........csecees 10,928 kg wWirereeiihardreinics 29,102 PE GS dick beesiaave 17,970 


RESULTS 
speak LOUDER than words 


9 % CLIENT 
seseeee eee ee ee ees RENEWALS 


% ror SALES i incnarortte.n.c. BUY WwW S Oo C 


NBC AFFILIATE 


* Charlotte’s Own Station for Fifteen Years 
MM MMMM UG un Min MMMM URI 
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STEEL—miracle magne 


AN makes miracles with steel, but steel has done a manufacturers, and dozens of others, all providing stimulus 
startling job of creating a miracle for man in the for agricuiture and livestock, mining, smelting, transporta- 
Intermountain West. Almost overnight the Salt Lake tion, manufacturing, distributing, and a multi-million dollar 
Tribune-Telegram area has become alive with big-time indus- tourist business—basic industries already well established. 
trial activity. Big-name industries have moved into this area with new 
The miracle-maker is a steel magnet, the $200,000,000 plants, including: Thermoid, American Can, U. S. Steel, 
Geneva Steel plant, largest war project built by the Defense Continental Can, Phillips Petroleum, Pacific States Cast 
Plant Corporation, now reconverted and expanded to pace Iron Pipe, Garfield Chemical, Simplot Fertilizer, Lennox 
the peacetime progress and prosperity of the four-state mar- Furnace, Westinghouse Electric, Standard Oil, U. $. Gypsum, 
ket of a million in which Salt Lake City is the geographical Western Gypsum, Ideal Cement, Chicago Bridge and Iron, 
and commercial center. Henry Kaiser, and many smaller ones. 

Since the start of steel operations at Geneva in 1944, this This industrial expansion has resulted in tremendous 
area has experienced a complete industrial revolution. New boosts in income, payrolls and general wealth for the area. 
industries to locate here include fabricators of steel products, It's an enlarged market of more than a million prosperous 
rubber and chemical processors, oil companies, chemical customers—fully ‘ integrated, commercially, geographically 

and culturally, and served by this truly regional newspaper 


medium. 


A market that can be reached best and cheapest 
through the papers with the prestige. 


Che Salt Lake 
Cribune- Telegram 


Nationally Represented by O'Mara & Ormsbee, Inc. 
and Metropolitan Sunday Newspapers, Inc. 
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HARTFORD G 


BASIC CBS + 5000 WATTS 


Population 250,000 to 499,999 (Con't) 


a. See See 138,857 
ee 57,527 
SS & ee 65,827 


ee OE ES, cecacecneoue 121,454 


WU, MOM kine we Sea ce cctenes 66,326 
Population 100,000 fo 249,999 

CS oe ee eee 49,976 
SS enn oo sar nanive 23,519 
RE, “GE oc cncwehecaes 8,423 
oo SS SS err se 32,369 
Chattanooga, Tenn. .......... 24,589 
SO ee 17,707 
ae See) OMOG 8 sos cicancwa o's 20,227 
Fort Wayne, Ind. ............ 35,573 
Fort Worth, Texas .......... 80,193 
TIRES coc caig als en siae wre 29,004 
SU kn oh iy Wace ou 15,571 
Grand Rapids, Mich. ......... 40,610 
I NN cu eeee 59,267 


i dy vc wsienceas 23,701 


a ee re 28,751 
a oat 49,703 
Montgomery, Ala. ........... 16,165 
SS re 37,989 
i 18,005 
ah sic wick de wreanae 30,588 
OE ee eee 20,527 
NS A. gv ie vind wo oro 66,413 
Sacramento, Calif. ........... 33,105 
Bamimaw, BEI. 2. ciecccocsces 10,928 


RESULTS 


Salt Dame Cae, VOD ox ccs ss 
Shreveport, La. 
South Bend, Ind. 
Spokane, Wash. 
Springfield, Ohio ............ 
TS a incesxeneneny 
I awa weee snes ag 
5 ke SR ee 
LS SS. Saar ee 
Waterbury, Comm. ............ 
Youngstown, Ohio 


Population 50,000 to 99,999 
Anderson, Ind. 
pO Sg 2 eee 
Atlantic City, N. J. 
Augusta, Ga. 
eS en 
Battle Creek, Mich. 
Bay City, Mich. 
NG eg a ae peek eee 
Bremerton, Wash. ............ 
Cedar Rapids, Iowa 
Charleston, W. Va. 
Columbia, S. C. 
Columbus, Ga. 
Davenport, 
eS ere 
Dubuque, Iowa 
Durham, N. C. 
St Se ese 
I Te nn cece dieweine Kais 


Iowa 


speak LOUDER than words 


wan nen---------- GG” 


$7,660 PER FAMILY! 


Hartford is a familiar “first” in Sales Management year after 
year. Now the new figure is as high as $7,660 per family, in 
Effective Buying Income! Tell your story to this “first 
market” over WDRC, Connecticut’s First Station . .’. 
first with AM in 1922, and FM in 1939. WDRC gives 


complete coverage of Connecticut’s Major Market 


at one low uniform rate for all advertisers 


. national, regional and local . . . and 


with an FM bonus at no extra cost. 


Payettevitte, MN. CL ccccccuws 5,011 
Pe SO oevsensaxccwees 22,340 
Cssee TON, WG. 6c cesecescs 12,427 
ee A, 17,182 
i re 23,278 
Hantramck, Mich. ........... 4,359 
eg ee 22,779 
Haverhill, Mass. ............ 3,990 
Highland Park, Mich. ....... 16,337 
asia ens scenes 13,191 
DU I. okies vce ocemenen 17,970 
pS eee ee 30,475 
Kalamazoo, Mich. ........... 15,821 
ee SS 5,705 
eee 17,751 
RI, TEINS © cpaiv cone sane 15,197 
a ca area ack ecg 10,760 
SO SED nap ivcesivessaees 5,412 


EN iiss orice vig vain aie 13,197 


OOO, “WEEE. hse cic scakews 19,259 
a 9,497 
I gs oy al 8,106 
Muskegon, Mich. ............ 10,488 
Pe UR bik dciewkeeccis 9,185 
New Rochelle, N. Y. ......... 9,166 
ee 21,351 
SS eee 10,289 
CR, PU ke taceassawnss 12,797 
US ee 8,337 
PO SEO, oc dcwawsvauaves 33,740 
i ee 11,089 
Pontiac, Mich. .............. 17,970 


CLIENT 
RENEWALS 


% For SALES incnarortte.n.c. BUY WwW S$ Oo C 
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* Charlotte’s Own Station for Fifteen Years 
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-Qutput at Geneva 
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STEEL—miracle magnet 


AN makes miracles with steel, but steel has done a 

startling job of creating a miracle for man in the 
Intermountain West. Almost overnight the Salt Lake 
Tribune-Telegram area has become alive with big-time indus- 
trial activity. 

The miracle-maker is a steel magnet, the $200,000,000 
Geneva Steel plant, largest war project built by the Defense 
Plant Corporation, now reconverted and expanded to pace 
the peacetime progress and prosperity of the four-state mar- 
ket of a million in which Salt Lake City is the geographical 
and commercial center. 

Since the start of steel operations at Geneva in 1944, this 
area has experienced a complete industrial revolution. New 
industries to locate here include fabricators of steel products, 
rubber and chemical processors, oil companies, chemical 


manufacturers, and dozens of others, all providing stimulus 
for agricuiture and livestock, mining, smelting, transporta- 
tion, manufacturing, distributing, and a multi-million dollar 
tourist business—basic industries already well established. 

Big-name industries have moved into this area with new 
plants, including: Thermoid, American Can, U. S. Steel, 
Continental Can, Phillips Petroleum, Pacific States Cast 
Iron Pipe, Garfield Chemical, Simplot Fertilizer, Lennox 
Furnace, Westinghouse Electric, Standard Oil, U. $. Gypsum, 
Western Gypsum, Ideal Cement, Chicago Bridge and Iron, 
Henry Kaiser, and many smaller ones. 

This industrial expansion has resulted in tremendous 
boosts in income, payrolls and general wealth for the area. 
It's an enlarged market of more than a million prosperous 
customers—fully integrated, commercially, geographically 
and culturally, and served by this truly regional newspaper 
medium 


A market that can be reached best and cheapest 
through the papers with the prestige. 


Che Salt Lake 


ibune: Telegram 


Nationally Represented by O'Mara & Ormsbee, Inc. 
and Metropolitan Sunday Newspapers, Inc. 
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New York Chicago 


Los Angeles 


A diversified market strategically located in central Maryland 


and completely “home reached" by these two newspapers. 


\ J i) Ee ti 
BURKE, KUIPERS & MAHONEY, INC. Null id . 
National Representatives: 
Atlanta 
San Francisco 


Oklahoma City 
Dallas 


HE 


HAGERSTOWN - Your OTHER market in Maryland 


With the exception of Baltimore, 
Hagerstown is the only major Maryland 
market in Sales Management’s list of 
SUPERIOR, EXCEPTIONALLY 
WELL-BALANCED CITIES. 


Another indication of the advantages of 
sales-rich Hagerstown— 


—for testing 


—for regular sales producing campaigns. 


ALD¢ANAIL 


Population 50,000 to 99,999 (Con't) 


i Se ees 
Portsmouth, Ohio 
Os os waa nals bans 
Riverside, Calif. 
OE SS, eae 
Rock Island, III. 
Rockford, III. 

St. Joseph, Mo. 
SE I 6 on ae waa dae evs 
San Bernardino, Calif. ....... 
Springfield, III. 
Springfield, Mo. 
Stockton, Calif. ...c.cccseces 
Terre Haute, Ind. 
i ee 
os SS eee 
ee 
Wheeling, W. Va. ............ 
Wichita Falls, Texas 
Wilkes-Barre, Pa. 
Williamsport, Pa. ........... 
Woonsocket, R. I. ............ 
York, Pa. 


coerce reece 


Population 25,000 to 49,999 
Abilene, Tex. 
Albany, Ga. 
Alexandria, 
Aliquippa, 
Alliance, 


ss bona md ahbiewbats 
Pa. 
Ohio 


17,366 

9,418 
10,356 
10,197 
14,719 

6,626 
23,392 
12,040 
11,655 
18,618 
17,447 
17,420 
16,506 
19,791 
13,382 
12,942 
11,966 
15,374 

8,805 
31,359 

9,453 

5,014 
13,448 


9,951 
6,326 
9,223 
6,575 
4,730 


Ann Arbor, Mich. ........... 8,038 
Appleton, Wisc. ........5.:. 8,344 
Ashtabula, Ohio ............. 4,713 
Attleboro, Mass. ............. 1,259 
TS od alm wis ae 3,522 
Bakersfield, Calif. ........... 16,696 
I MN ik do sae nee aeweS 6,259 
Oy SO ee er 14,066 
NEE. ME, carb cesecoesees 4,648 
Bellingham, Wash. ........... 8,036 
Billings, Mont. .............. 5,545 
Bloomington, Ill. ............ 8,611 
Brownsville, Texas ........... 2,992. 
ee a 1,339 
Burlington, Iowa ............ 6,267 
a a ee 4,798 
I, WE bdiecenewneaw 9,293 
RS ee die iarn aeteRneineas 7,544 
Re SN. hs de oe eae ees ees 2,927 
eS a rae 233 
Champaign, TH. nc... cvccescns 9,911 
Chillicothe, Ohio ............. 3,044 
Clarksburg, W. Va. .......... 6,144 
COON, BOOUR gsc ccisecedesen 5,589 
Colorado Springs, Colo. ...... 8,540 
Ce, Th, Gs, evekensvoeavies 4,403 
SE, CO sssstsecsaves 3,897 
TS a Serer ere 9,918 
SEE. WO bbs cn cir tweiecions 9,861 
Daytona Beach, Fla. ......... 3,304 
East Liverpool, Ohio ......... 4,713 
NS BR aca owt ew Pome ine 10,184 


Seer eee 11,186 
RN aoa co evn Kawws 7,474 
eS eee ree re 13,530 
I, TI ov xiii sa walncwlnw 9,833 
Pee “Er. Ws sks vines sa 4,308 
ND sig 0am wore Biers ois 2,107 
Fond du Lac, Wise. .......... 4,578 
Fort Dodge, Iowa ........... 9,109 
Fort Lauderdale, Fla. ........ 2,839 
Framingham, Mass. .......... 1,917 
SS | errr ee 7,155 
Gloucester, Mass. ............ 1,157 
ee a ee 5,805 
Grand Island, Nebr. ........ 5,714 
Crates Cie, TR, 2 cccicscivss 1,902 
Greenville, Miss. ............ 3,806 
eS ee 17,753 
Hackensack, Ne. J. ...5cdvcine 9,590 
Hagerstown, Md. ............ 7,146 
I I os pa xincen nanrnae 8,708 
ee a. re 4,863 
Huntington Park, Calif. ...... 9,732 
Hutchinson, Kans. ............ 8,211 
DG, GHG. Riese cv arnce nes 5,837 
[ee See 6,579 
nS 4,123 
OR errr 8,287 
We TER oh recs sawneas 8,200 
SS Ae errr eer 5,109 
Klamath Falls, Ore. ......... 6,837 
Pee SS arr e 529 
Le ae © ne 6,226 


CASPER, WYOMING 


Served by 


WYOMING’S LEADING MARKET 


Oil Capital of the Rocky Mountain Area 


Now showing the greatest percentage of sales increase 
of any city in the nation, according to Sales Management 


THE CASPER TRIBUNE-HERALD 


REPRESENTED BY ARTHUR H. HAGG & ASSOCIATES 


OWNER OF KVOC—THE “VOICE OF CASPER” 
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The Wisconsin Market has 
been “milked” for facts. 
Now these findings are 


Si gRET NT TRE RS 


ready to be passed 
along to you. How to 
reach the Wisconsin 
Market is no longer a 


question. 


: It’s now known that to 
— sell Wisconsin you’ve got to 
advertise in Hometown Markets. 

The booklet shown above amplifies this state- 

ment. It’s a new market blueprint for Wisconsin. 


Why not learn the real facts about this rich Wis- 
consin Market? Write today for extra copies of the 
above booklet. Wisconsin Hometown Dailies, 
212 Fourth Street, Racine, Wisconsin. 


Reach 8 out of 10 Hometown Wisconsin Families 


Wisconsin Hometown Dailies enjoy unusually high readership 
— high enough to overshadow apparent milline rate 
advantages of larger metropolitan papers. 


READERSHIP... 
The Third Dimension 
of the Milline Rate 


NOVEMBER 10, 1.948, 8) 


in leading cities ? 


For up-to-the-minute trends in 
key U. S. markets, check 
“High Spot Cities” in SALES 
MANAGEMENT the first of 


every month, 


This feature gives a forecast of 
retail sales in the month ahead 
for more than 200 cities and 
shows how the sales level in 
these cities has changed since 
the previous year and since 


What's the future sales outlook 


1939. Cities with a level of 
sales which equals or exceeds 
the national change from the 
same month of the previous 
year are marked with stars as 
“Preferred - Cities - of - the - 
Month.” 


Mimeographed copies of 
“High Spot Cities” may be se- 
cured ten days in advance 
every month at a cost of only 
$1.00 per year. 


arwyswh THE MAGAZINE OF MARKETING 
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Sg oy me erg SH Penttin scent onan 
’ h O PS eee eR ew eae a UT. I oe era iu nce oa : hight? . ‘ 
-petee see +" Dr ee ah ene i ae $,622 Rochester, Minn. ...........-. 6,783 Cincinnati, Ohio sebandtate cota? haat 933,580 
ee iy Dalaran eae ai 1,128 Rocky Mount, N. C. .......... 5,734 Milwaukee, Wisc. .......... 1,163,413 
: c port, . : . ne ee 3,146 Royal Oak, Mich. ............ 6,388 Minneapolis, IS. ocean Kees 1,018,028 
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Middletown, Conn. .......... 4,047 See mens Sy, Eee. : a> ‘ 
Modesto, Calif. “a 10°422 Torrington, Conn. ............ 3,436 Long Beach, Calif. .......... 499,968 
Moline, 5 | ep eineppaaiad sas 13°583 Tuscaloosa, Ala. ..........-. 6,044 Sh i bien wen ee wens 673,151 
ee 2386 Vallejo, Calif. SESS ape en 7,331 Memphis, Tenn. ............ 569,195 
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Muskogee’ Okla yewea re \ icksburg, MES ac 3,970 Sere 466,012 
Steniieaion aga selma myo Washington, aera 6,208 ee 868,783 
New Kensington, Pa ie 5207 Watertown, N. Y. ............ 7,656 re er ee 400,534 
. ’ alltel ’ ONE, BU. icv vicwnes cous 7,378 Rochest . aaa 565,118 
New London, Conn. .... 6,226 , . ocnester, Mm. 5. ' ‘a ’ 
De ~ called aida shed Waukesha, Wisc. ............ 1,947 St. Paul. Minn. ............. 541.237 
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IN LOUISVILLE 


a metropolitan city area 
of over 500,000 


and at a rate that invites comparison 


mann’s fine 
belted coat in 


The Courier-Journal and 
Louisville Times give their 
advertisers 15%-or-better 
coverage in 70 counties of 
the Kentuckiana area. 
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FORT WAYNE 


Ist in Effective Buying Income in Indiana (Sales Management 5-10-48) 


“A SUPERIOR, EXCEPTIONALLY WELL-BALANCED CITY” 
Population 135,000. Rank: 34 


6 Points of Superiority: Total Rank 
* Per Family Income $6,757 2 
* Per Capita Income $1,977 4 
* Gen. Mdse. Sales $35,573,000 13 
* Net Income $266,914,000 20 
* Drug Sales $6,016,000 27 
* Retail Sales $171,181,000 28 


The News-Sentinel is read in more than 9 out of 10 homes in Fort Wayne every weekday 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


ALLEN-KLAPP CO. e NEW YORK — CHICAGO — DETRO!T 


Population 100,000 to 249,999 (Con't) NS eer ee 
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Fort Wayne, Ind. ........... 266,914 peg -obeal 7 yeas 
4 b “4 T | 4 t L , 8 T A R SS ere 197,317 oa ew ts. 
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91,625 
117,495 
161,360 

95,789 
125,986 
123,137 

78,781 
119,488 
150,915 

67,442 

96,792 

71,494 

92,881 
125,554 
109,386 

97,579 
115,074 
102,300 
135,642 
107,082 
128,915 

$3,860 
120,437 

85,559 
118,717 
103,291 

78,938 

93,080 
115,114 
166,131 

63,794 

72,684 
161,116 
117,203 
214,994 
134,465 
112,451 
120,600 
113,502 
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A WORD TO THE MARKET-WISE... 


Keep Your Eye on West Virginia's Richest City 
... with the State's Strongest Sales Gains! 


Huntington, West Virginia’s largest 
city, has more dollars to spend . . . 
is ringing up sales at a faster clip 

. than any other city in the state. 


Its $149,904,000 gross income is up 
262% ... its $79,335,000 retail sales 
up 154% ... over 1939, In relation 
to its percentage of the state’s pop- 
ulation, the city’s portion of the 
state’s retail sales volume is 59% 
above par. No wonder Huntington 
for the first ten months of 1948 was 
the state’s only Preferred High-Spot 
City . . . with monthly sales gains 
consistently above the booming U.S. 
average for more than eighteen 
consecutive months! 


THE HERALD-DISPATCH 


(Morning 32,635) 


Huntington’s prosperity over- 
flows city boundaries .. . 
spreads through the entire mar- 
ket. The city’s per family in- 
come—$5435—is $1514 above 
the state family average. Cabell 
County averages $5258. And the 
Huntington metropolitan area, with 
$4330 per family, has the highest 
family income of the state’s three 
metropolitan areas ... as well as 
the highest Quality of Market Index 
and (a tip to drug product adver- 
tisers) the highest drug sales. 


Local newspaper circulation matches 
the city’s long-range sales upswing 


with an 81% increase since 1939. 


a 
ES 


i. ia! > 


The morning Herald-Dispatch and 
evening Advertiser provide better 
than 100% coverage in the city zone 
while reaching more than 52% of 
the families in the entire ABC mar- 
ket of 342,284 people, The Hunt- 
ington newspapers alone dominate 
this market . . . can deliver its sales 
dollars—while enabling you to tap 


city and county reserve 
power for extra sales. 


buying 


¢ THE ADVERTISER ° THE HERALD-ADVERTISER 


(Evening 22,408) 


Represented by the Katz Agency 


(Sunday 46,639) 


New York Office: 
Albert Capotosto 


Tel: Murray Hill 8-4777 


V4 Ram 


270 Park Ave., N. Y. 17, N.Y. 


\®\ 


Coconut trees, that is. Philip- 
pine exports of coconut products 
are breaking all records. Prices are 
history’s highest. Money is growing 
on trees in the Philippines! And 
being spent for American goods. 
Imports from the U. S. exceeded 
$427 million last year. 

Sell your products duty free in 
this rich Far Eastern market. No 
trade restrictions. Payment is made 
to you in U. S. dollars. 

The Philippine market is effec- 
tively covered by the ten Ramon 
Roces Publications, with a com- 
bined readership of over 2,000,000. 


MANILA @¢ 


Publishers of THE EVENING NEWS e@ 


LIWAYWAY ° 
PILIPINO KOMIKS * BANNAWAG « BISATA-HILIGAYNON* THE WOMAN'S HOME JOURNAL 


fickin’ money off trees is. a cinch! 
CESS SR\ YY (...50 the Philippines ) 


Each publication of the Roces group 
blankets particular dialect sectors, 
particular trading areas—does a spe- 
cific job. Together, they provide 
island-wide coverage, influencing 
the buying habits of brand-conscious 
Filipinos. They prefer goods of 
American manufacture. Write for 
further information. 
o e o 


The leading PM Daily Newspaper 

Eight Dialect Weekly Magazines 

The Outstanding English Language 
Magazine 

One schedule, complete coverage 

Communicate with: 


on Roces Pusucations - 


PHILIPPINES 


KISLAP @ ALIWAN @ 


DAIGDIG 
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Here's Proof That DANVILLE Belongs on Any 90-100,000 City List 
Sales Management’s sales ratings for Danville (corporate y 
city)—far above its population rank—are proof that the Ze ar 
ABC City Zone of 51,975 is firmly supported as to size of the sek, Ghashy @ Raub BCNTC 
true city population size and its sales importance. @Earl Park 
Danville corporate city is 84th in its U. S. population group © AT eecland 3 
but climbs to 39th in retail sales . . . 20th in general mer- _ a $, 
: ; , : ‘ ing 
chandise sales . . . 29th in drug sales. Even in comparison with le .¢ Ambia® Oxfor! 
cities in the next larger population group—50,000 to 100,000 Lyn 95 EN 
—it outranks 59 of them in general merchandise sales, 52 in rn VERMILION Ft Rainsville 
drug sales. In other words, the population supporting these eo 0" alvin 1@ yville 
ho } ris eee 
sales clearly must be larger than the old out-grown corporate enfield im” @ “ 
city limits. Bismare Wieban@® iz 
. . . @Rob 
Danville, with a retail sales production 56% above its popu- DANVILLE 91 5 ae 
lation strength, offers you a big bonus potential. The Com- he Pitkin Ps s FF 
mercial News substantially increases that opportunity by Homer 
giving 100% coverage in the City Zone, and 73% in the Rey 
entire Illinois-Indiana ABC trading area of 130,994 people— 
whose wholesale needs are served from Danville. jon 
pS, 
ox é @videll e: 
DANVILLE COMMERCIAL-NEWS EDGARG, 
: ® oe 
Evening Sunday New e Petcal 
DANVILLE, ILLINOIS am 
One of 21 Gannett Newspapers @ Brocton 
Represented nationally by J. P. McKinney & Son 
New York Chicago San Francisco 
Population 50,000 to 99,999 (Con't) ang eS ee 55,997 Lakeland. Fla 47.986 
eee 63,745 L eae ee ‘ 
Terre Haute, Ind. .......... 133,218 Colorado Springs, Colo. ...... 76,066 penned "i BE Pi ia 3.297 
Tepeka, Kane. ...0-ccccceces 171,447 Compton, ES Gad at ae beatis 42,270 pe ee %, Spr stitedese- _— 
SL, Eee 121,513 | Cuyahoga Falls, Ohio ....... 40,880 Logansport, Ind. ............ 36,419 
U BOE, ceateciicceens $1,359 Danville, Ill. .......-....... 62,993 Lynchburg, Bares 65,333 
Union City, N. J. .........-- 89,142 netting Nat eee secccecesces 48,378 | Manchester, Conn. .......... 46,758 
Waterloo, Iowa ............ 120,446 Daytona Beach, Fla. ........ 41,508 Manitowoc, Wisc ........... 42,971 
Wheeling, W. Va. .......... 106,226 — ene Ohio ....... 101,157 Maplewood, N. J. ........... 45,713 
Wichita Falls, Texas ........ 77945 ee Ohio ........ a Beorten, Reb EE 46,962 
Williamsport, Pa. hexiarenes 77,432 RN ci vevewecs eee 70.261 etna Soe pemealw ons 30,830 
Winston-Salem, N. C. ....... 147,563 Pe MD tnvtotsennnns 55.446 eg BD icucvessxs 58,556 
Woonsocket, R. I. ........... 69,803 Fargo, N. D 70. aa ree re 44,818 
3 , ie eM cwheden thane e a 70,096 Miami Beach. Fla 62,862 
York, Pennsylvania ......... 102,519 Fort Dodge, Iowa .......... 48,252 Michi he ipipeboianh 186 
Fort Lauderdale, Fla. ....... 30,711 N ee ity, Ind. ......... 40,253 
Population 25,000 to 49,999 Fort Smith, Ark. ........... 71,789 fiddletown, Conn. .......... 30,889 
ph Galesburg, Ill. .............. a Se tencsconeres: 40,007 
uquerque, New Mex. ..... 92,582 Gloucester, Mass. ........... 29,580 Moline, Ill. .........-++ 2.00: 66,627 
ae N.Y. cc ecccees 50,990 Goldsboro, N. C. ............ 32.512 ee eee 97,957 
y vo oo soudeovens 75,545 Grand Forks, N. D. ........ 50,407 Muscatine, Iowa ............ 30,850 
res a _ eee eee 42,176 Grand Island, Neb. ......... 34,192 New Kensington, Pa. ........ 32,282 
er er | key : cm dd hela gies dideee 58,069 Great Falls, Mont. .......... 72,916 New London, Conn. .......... 56,393 . 
ae = SN: > ate tedintea 69,728 Greenville, BEN ig hee han 36,480 a ee, 57,906 
oe a yt Feet eee e tenes 51,510 Greenville, S. C. ........... 59,063 North Adams, Mass. ........ 30,172 | 
Belleville. Iil oe 43,395 Greenwich, Conn. .......... 81,614 Northampton, Mass. ......... 30,172 
Belleville N. J ceeres eeeeeceee 39,976 Hackensack, N. i eeeeiennenve 41,062 Norwood, Ohio So ee ai 43.529 
B e, - ° e eresseereces 44,081 Hagerstown, Md. RN a hak cols tat 56.856 O . : c lif covevecece : 
everly Hills, |) 91,982 High Point, N.C 65.2 - ntario, 0 Se ee 31,160 
— ia... $3°875 ~weghhiee sod ee Par rharetes pry SO Seen ree 65,305 
Bloomington, Ill. ............ 58,147 : : — ; Ottumwa, Iowa ............. 58,806 
i ’ Huntington Park, Calif. ...... 64,179 - é 
Bloomington, BG  cennvxccens 29,231 Hutchinson, Kans. .......... 50,665 Owensboro, 5 44,598 
Boise, Idaho ................ 66,488 Inglewood, Calif. ........... ae. Sees Sep, OM «+--+ 200s $0,A71 
Bristol, SEAS 62,344 ——,_............ 70635 Parkersburg, W. Va. ........ 49,472 
Burlington, Iowa ........... $9,406 Janesville, Wisc. ........... 29,443 ‘Petersburg, Va. ............. 50,469 
a a N. Aes cica hcp acerac antag 32,009 eee 66,033 ao eee 29,495 
Semen, WE Sncbcdenecses 50,086 Kankakee, Ill. .............. 35,131 Pomona, Calif. .............. 52,310 
— a eee ere 89,672 ee re 54,224 Port Huron, Mich. .......... 64,528 
ee . oa * . aia oa ark ie oe 35,511 SE Oa ee eee 34,707 Pouguucepete, N.Y. ..2225-5. 75,424 
— ral Fa . Serre 24,804 ee a a 33,707 Reno, Nevada .............. 57,647 
oe uag  sellclllahladel 44,826 = Lafayette, Ind. ............. ae | |}, Seer 60,199 
Foe WT stvercescsene 61,831 Lake Chartes, LS. .....00000 51,489 SG Ee eee 42,146 
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1, Ft. Lauderdale is one of the fastest grow- 
ing cities in Florida. 


dale Market. 


National Representatives 
Howland and Howland, Inc. 


2. Retail Sales in 1947 were $33,681,000. 


Population 25,000 to 49,999 (Con't) 


Santa Ana, Calif. .. 
Santa Barbara, Calif. 
Sandusky, Ohio ..... 
Shaker Heights, Ohio 
a, i 
Shawnee, Okla. ..... 
Sheboygan, Wisc. ... 
Sioux Falls, S. D. ... 
Spartanburg, S. C. .. 
Se Se 
Superior, Wisc. ..... 
Tuscaloosa, Ala. ... 
University City, Mo. 
Vallejo, Calif. 
Vancouver, Wash. = 


Watertown, m.. 3. 
Waukegan, Ill. 

Wausau, Wisc. ..... 
Wauwatosa, Wise. 


West Orange, N. J. ......... 
West Palm Beach, Fla. ...... 


White Plains, N. Y. . 
Wilkinsburg, Pa. ... 
Wilmington, N. C. .. 
Yakima, Wash. 


65,278 
$1,597 
47,535 
64,372 
39,536 
31,754 
79,975 
96,246 
50,001 
28,728 
66,049 
35,569 
62,866 
65,278 
39,138 
37,518 
64,467 
55,724 
38,197 
42,574 
52,244 
64,302 
75,595 
43,360 
80,926 
61,672 


he Brief 


ae ee 


but to the POINT about 
Fort Lauderdale. Florida 


3. 0th Largest City in State of Florida. 


E Located in the Heart of the rich "Gold 
Coast" of Florida. 


See data on Ft. Lauderdale elsewhere in this issue. 


FT. LAUDERDALE IS \{C)] A SUBURB OF MIAMI! 
But a Quality Market of its own—and only ONE Newspaper REALLY covers this rich Ft. Lauder- 


FT. LAUDERDALE DAILY NEWS 23% 


eee 


“Information Withheld” 


Cities are shown in the following 
tables with rankings in all eight cate- 
gories, but where “information is 
withheld to avoid disclosure’ it 1s 
possible that ranking numbers might 
more probably have been omitted 
from the table. 

The Bureau of the Census has a 
fixed policy of not supplying figures 
where to do so might disclose the 
sales of an individual merchant. Since 
the SALES MANAGEMENT estimates 
call for using the latest census year, 
1939 as the base, our columns show 
an asterisk (*) wherever the census 
withholds data to avoid disclosure. 

As an example of how this works, 
take the case of Albuquerque, New 
Mexico. In 1939 there were 20 gen- 
eral merchandise stores in the county. 


NAAM 


i 


ail 


19 of these are in the city. Only one 
is in the remainder of the county. 
The sales volume for the 19 city 
stores is withheld because simple sub- 
traction would show the size of the 
single store in the county. Similarly 
there were 22 drug stores in the 
county. 20 of them in the city, 2 in 
the outside region. 

Since Albuquerque ranks 13th in 
total retail sales it is probable that 
its true rank is much better than 230 
in general merchandise and 245 in 
drugs, but in preparing the rankings 
the Sales Management Research De- 
partment gave all cases of “withheld 
to avoid disclosure” the bottom rank- 
ing figure. Readers are cautioned, 
therefore, to observe whether a low 
ranking is based on actual sales or 
merely because data are withheld to 
avoid disclosure. 


S e ! the readers of the TRIBUNE-STAR 


and You Sell the entire INDIANA-ILLINOIS 
Nine (9) County Terre Haute Market— 
population Over 275,000 


Relatively isolated from the influence of outside media 


TERRE HAUTE TRIBUNE-STAR 


Represented by Small, Brewer & Kent, Inc. 


AMONG THE 502 CITIES 
OF THE NATION 


TERRE HAUTE, IND. 


Ranks 


—42nd in population 


—13th in Gen. Mdse. Sales 
— 19th in Net Income 
— 8th in per Capita Income 


Figures by Sales Management 


NOVEMBER 10, 
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--you CAN'T 


Largest Morning Newspaper South of Philadelphia! 


-9ERIOR market 


FIGURATIVELY SPEAKING, WE PUT OUR FOOT INSIDE 
SALES MANAGEMENT'S DOOR .. . 


In preparing their population group rankings . . Sales 
Management established a no-exception rule of 25,000 
corporate city population as the minimum . . which 
technically counted us OUT. We asked what about cities 
with a dual interest, actually constituting one market? 


Sales Management's retort was that it was the news- 
paper's choice if it wished to call attention to an inter- 
flow of commerce and population. 


BUT, with or without advertising, NO EXCEPTIONS to 
listings for cities under 25,000. 

THEN WE ASKED: 

Do you have the figures in your files . . . and can we 
have them for Gloversville and Johnstown? They did! 
They supplied us with a complete compilation. As a 
public service, we are pleased to publish the informa- 
tion secured from Sales Management with a natural 
desire to rate your selection when you compare our 
market with others of 34,000 or more population in 
corporate listing. 


Here is "'ONE MARKET'' Glovers- 
ville-Johnstown Summary . 


Detailed Corporate Figures 
from Sales Management files 


a showed the break-down as fol- 


AND lows: 

Johnstown Gloversville Johnstown 
Population : 34,00 22,700 11,300 
% USA ... 024 016 .008 
Retail Sales ... *$36,515,000 : $26 721,000 $9,794,000 
% USA ... .031 023 008 
Food Sales *10,655,000 7,541 ,000* 3,114,000 
% USA . 034 024 010 
General Mdse. *4,058,000 3,392,000 Not disclosed. 
% USA ... 026 022 Not disclosed. 
ci, WE *818,000 | 582,000 236,000 
% USA .027 016 .006 
Net Income *45 768,000 33,125,000 12,643,000 
% USA . .02é 019 .007 
Per Family *$4,181 $4,538 $3,512 
Ratio USA 97 105 82 
Per Capita *$1,346 $1,459 $1,119 
Ratio USA . 113 122 94 


*Above average all the way. . . 


You will not have to put your foot in the door to open this top- 
sales market! We welcome you and render every reasonable form 
of cooperation to make you very happy in your selection of our 
newspapers as a Selling aide. 


GLOVERSVILLE & JOHNSTOWN, N. Y. 


LEADER ° 


REPUBLICAN ° 


HERALD 


ABC City .. 11,244, — Total. . 15,418 
Represented Nationally By Julius Mathews Special Agency... 


NEW YORK 
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BOSTON PHILADELPHIA 


DETROIT 


CHICAGO 
SALES MANAGEMENT 


SYRACUSE 


PT ree ee 


REALLY SOMETHING TO BE CHESTY AsoutT! 


CHARLOTTE, N. C. Ore of |! (out of 69) cities in the 100,000- 


250,000 population group with Superiority in 
ALL factors. 
vr 60th in Population . . . 110,900 
vy 29th in Retail Sales . . . $170,791,000 
vr 57th in Food Sales . . . $30,417,000 
vy 19th in General Merchandise Sales . . . $32,369,000 
ve 23rd in Drug Sales . . . $6,367,000 
vy 40th in Net Income . . . $192,546,000 
ve 5th in Per Family Income . . . $6,506 
vv 17th in Per Capita Income . . . $1,736 


WAY S , w pape . wee : 


CHARLOTTE GREENSBORO COLUMBIA 
Cities With Population 1,000,000 and Over sive estimates by SALES MANAGEMENT, 
POPULATION | 
A PSM) EFFECTIVE BUYING INCOME—1917 
ESTIMATES RETAIL SALES—1947 ESTIMATES OD 
1/1/48 ESTIMATES 


CITIZS ; 
| THREE STORE GROUPS (in thousands of dollars 


Total Rank Dollars Rank | Net Dollars | Rank | Netin- Rank, Netin- Rank 
in in (in in Rank Rank Rank (in in |come per, in |comeper, in 
thousands) Group] thousands) Group Food in General in Drug in thousands) | Group! Family | Group Capita | Group 
Grou» Merchandise Grous Group 
Baltimore, Md... .... 1,007.2 6 1,095,469 6 312,368 6 231,948 6 39 , 388 6 1,408,229 6 5,080 6 1,398 6 
Chicago, Ill... 3,600.3 2 3,967,441 2 815, 706 2 1,012,050 1 140,006 2 6,410,729 2 6, 265 1 1,781 2 
Detroit, Mich. 1,921.0 5 2,222,515 4 479,626 5 320,887 5 77,568 4 2,984,811 5 5,806 2 1,554 4 
Los Angeles, Canif.. .. 1,921.2 4 2,796,712 3 656, 798 3 360,090 4 92,454 3 3,585,271 3 5,107 5 1,866 1 
New York, N. Y. 7,871.1 1 6, 783, 897 1 2,037,240 1 948,045 2 171,141 1 | 12,634,971 1 5,735 3 1,605 3 
Philadelphia, Pa. 2,115.0 3 1,962,712 5 493,290 4 438,909 3 49,692 5 3,213,225 4 5,688 4 1,519 5 
TOTALS, 6 Cities 18,425.8 18, 828,746 4,795,028 3,311,929 570,249 30, 237, 236 
% of U.S.A. 12.821 16.012 15.321 21.092 15.731 17.632 


Cities With Population 500,000 to 999,999 


Boston, Mass. 826.2 q 1,059,426 4 231,549 7 261, 985 1 28,911 5 1,363,638 5 6,173 6 1,650 10 
Buffalo, N. Y.... 620.4 8 §67,CE8 11 153,818 10 128,486 10 15,589 12 874,100 11 5,212 11 1,409 +11 
Cincinnati, Ohio £20.4 11 607,970 10 147,715 = 11 107,858 11 19,819 10 933,580 10 5,720 8 1,794 6 
Cleveland, Ohio 963.4 1 1,108,C57 2 312,529 1 226 , 986 3 32,585 q 1,728,861 2 6,310 4 1,795 5 
Milwaukee, Wisc. 664.4 7 918,328 5 233,633 5 151,244 8 24,260 8 1,163,413 7 6,225 5 1,751 8 
Minneapolis, Minn. 548.6 10 749,545 9 177,140 8 155,528 7 24.465 7 1,018,028 8 6,122 7 1,856 4 
New Orleans, La. 568.9 9 519,410 12 101,857 12 79,877 12 21,415 9 728,569 12 4,520 12 1,281 12 
Pittsburgh, Pa. 729.4 6 801,968 7 231,847 6 251,891 2 25,641 6 1,296,241 6 6,654 2 1,777 7 
St. Louis, Mo. 96.2 2 1,066,216 3 245,625 3 191,252 4 33,915 2 1,555, 381 4 5,605 9 1,716 9 
San Francisco, Calif.. 785.9 5 1,267,297 1 270,948 2 156,C17 6 33,452 3 1,828,042 1 6,365 3 2,326 1 
Seattle, Wash. 502.5 12 771 , 358 8 157,728 9 129, 836 9 19,422 11 1,010,213 9 5,496 10 2,010 2 
Washington, D. C. 834.0 3 904,435 6 236, 163 4 158,525 5 44,655 1 1,576,557 3 6,661 1 1,890 3 

TOTALS, 12 Cities 8,470.3 10,341,188 2,500,752 2,0€9,485 324,129 15,076,623 

% of U. S.A. 5.890 8.794 7.990 12.798 8.942 8.792 


Cities With Population 250,000 to 499,999 


Akron, Ohio 299.321 301,136 24 92,296 17 63,295 16 9,028 22 488,671 17 5,923 7 1,633 13 

Atlanta, Ga. 351.712 504,299 9 88,138 18 169,597 1 19,346 6 488,636 18 4,896 21 1,389 23 

Birmingham, Ala. 307.0 20 421,121 12 66,310 25 51,624 20 10,019 21 410,121 23 4,854 22 1,336 24 

Columbus, Ohio 357.1 11 421,051 13 99,105 13 75,778 11 11,466 16 526,565 13 5,024 20 1,475 20 
SIM, 1948. : 
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For Your Advertising 
Dollar In The Rich 


A se 


You Reach One Of The Nation’s Top Quality City Markets 
PLUS A GREAT TRADE AREA COMPOSED OF PARTS OF FOUR STATES 


That's the story—more for your advertising dollar when you invest it in the Spokane Market through The Spokesman- 
Review and Spokane Daily Chronicle. 

Not only do you receive thorough and complete coverage of Spokane, ranked by Sales Management as one of the 
top-quality cities in the 100,000 to 250,000 population group, but your advertising dollar buys you a PLUS of responsive 
coverage of the great Inland Empire Trade Area—a region long famed as one of the high spot consuming and producing 
markets in America. 

Consider then the entire Spokane Market—a tremendously rich area bordered on all four sides by gigantic mountain 
ranges with Spokane over 300 miles distant from any city of comparable size and you can appreciate the opportunity 
that exists for unusually effective advertising and sales effort. It all sums up to this—Spokane is outstanding among cities of 
its size in the nation, as is revealed by the following tabulation based on data from Sales Management's 1948 Survey of 
Buying Power issue, but look at the PLUS offered by the entire Spokane Market. It is this big market, large as New Eng- 
land, that you reach with your advertising in the long-established Spokane Newspapers. 


Total Spokane Spokane Rank Among Cities of 
Market City 100,000-250,000 Population 
EER SEE ne nelnee Seen eevee 853,900 157,800 22 
Retail Sales _..............................-....-.----- § 853,438,000 $223,884,000 13 
Food Sales RPE STAR eS ener 217,037,000 51,624,000 20 
General Merchandise Sales... _.. Paes 97,513,000 36,358,000 12 
BN I i ncesniseitneniniepaebici incl abies 25,992,000 8,179,000 13 
Net Effective Buying Income... 1,103,644,000 309,842,000 12 
Net Effective Buying Income Per Family 4,169 5,802 16 
Net Effective Buying Income Per Capita 1,292 1,964 5 


If you've a product to sell in the booming Pacific Northwest—and want more for your advertising dollar—make certain 
The Spokesman-Review and Spokane Daily Chronicle are on your list. Their dominating circulation and above average 
readership among the more than 800,000 prosperous residents of the Spokane Market secure outstanding results for national 
and local advertisers—they‘ll get results for you, too. 


Combined Daily 
CIRCULATION 


Now Over 


150,000 
81.84% UN-duplicated 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit 
Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 
REVIEW Comic Sections: Metropolitan Group. 
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Cities With Population 250,000 to 499,999—(Continued) The "SM" symbols mark original, exclu 


CITIES 


Dallas, Texas 

Dayton, Ohio 

Denver, Colo. 
HempsteadTwnsp, N.Y. 
Honolulu, Oahu 


Houston, Texas 
Indianapolis, Ind. 
Jersey City, N. J. 


Kansas City, Mo. 


Long Beach, Calif. 
Louisville, Ky. 
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POPULATION 


ESTIMATES 
1/1/48 


Total Rank 
in in 
thousands) | Group 


431.9 5 
264.1 23 
365.5 9 
308.8 19 
268.9 22 
478.7 1 
438.4 3 
322.4 17 
452.6 3 
256.4 26 
372.5 8 


Dollars 


(in 
thousands) 


632,956 
291,430 
527,459 
334,937 


313,248 | 


665,595 
591,614 


196,639 | 


702,803 
406,795 
413,837 


pen your eyes! 


® Long Beach, California, 
26th city in the 
250,000-500,000 population bracket, is... 


@ 3rd in net E.B.I. Per Capita ($1950.00) 
12th in Food Sales ($99,270,000.00) 
13th in Drug Sales ($13,056,000.00) 
15th in net E.B.I. ($1499,968,000.00) 
15th in Retail Sales (406,795,000.00) 
17th in net E.B.I. Per Family ($5,336.00) 
2 ith in Gen. Mdse. Sales (4123,352,000.00) 


@ This makes Long Beach a SUPERIOR city! Only two 
other cities in the United States in this population 
bracket rate as high. 


AS ONE OF America’s outstanding markets, Long 
Beach has one outstanding newspaper! It is going into 
over 2 out of every 3 Long Beach homes every day 
of the week! It leads the second paper in the market 
by well over 50,600 Net Paid Daily, and on a cost-per- 
inch-per-thousand basis, it is by far your best adver- 
tising buy! 

All Figures from 

Sales Management 


PRESS-TELEGRAM 


Represented Nationally by Cresmer Woodward, Inc, 


That newspaper is the: 


sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING INCOME—1947 


GYD ESTIMATES 


RETAIL SALES—1947 YD ESTIMATES 


THREE STORE GROUPS (in thousands of dollars) 


Rank Net Dollars | Rank | Net in- | Rank| Net in- | Rank 
in Rank Rank Rank (in in comeper in (comeper| in 
Group Food in General in Drug in | thousands) | Group) Family Group) Capita | Group 

Group, Merchandise Group Group) 
| 
3 84,557 | 21 135,374 5 18,485 8 686,359 | 7 5,413 | 16 1,589 16 
25 76,245 | 24 48,598 | 21 8,412 25 409,621 | 24 | 5,285 18 1,551 17 
7 104,870 11 138,373 4 22,821 3 531,597 | 12 | 4,475, 25 | 1,454 21 
19 110,086 8 16,737 | 25 8,943 23 506,626 | 14 | 5,905 8 1,641 | 12 
22 117,094 5 64,684 | 15 19,535 5 447,605 | 21 6,662 1 1,665 11 
2 116,814 6 65,092 14 19,929 4 764 , 660 | 6 5,442 15 1,597 14 
6 112,713 7 112,232; 9 | 26,389 2 854,740 3 6,436 3 1,950 3 
26 84,777 20 9,847 | 26 6,753 26 387,208 26 4,497 23 1,201 26 
1 133,785 4 167,930 2 37,864 1 905,180 1 6,162 4 2,000 2 
15 99,270 | 12 42,335 | 24 13,056 | 13 499,968 15 5,336 17 1,950 3 
14 98,480 14 58,462 17 19,140 7 673,151 8 6,147 5 1,807 6 
© SM, 1948. ae 
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FOR 
PROFITABLE SELLING 
SELECT THIS 
RICHER MARKET 


E 48 STATES 
COLORADO RANKS... 


44. 4, 
ss 


fe, 


'. 
fa 2" IN GENERAL MERCHANDISE SALES PER FAMILY 


[ 2"4 IN DRUG SALES PER FAMILY 


7% IN TOTAL RETAIL SALES PER FAMILY 


You can reach and sell this rich, diversified market, economically and profitably, 
through THE DENVER POST .. . the most widely read selling medium in the Rocky 
Mountain Empire. 

The Sunday DENVER POST roto, comic, and roto-magazine sections give you 98%, 
coverage of Denver, 67°/, coverage of the entire state of Colorado, and a total 
circulation of 378,299 .. . A.B.C. Publisher's Statement, September 30, 1948. 


Source of Sales Data: DENVER POST Z ™ | os 


Sales Management's Survey of Buying Power 
May 10, 1948 


Oasore 


na peaee 


The Voice of the Rocky Mountain Empire 


EDITOR AND PUBLISHER REPRESENTED NATIONALLY BY 
PALMER HOYT MOLONEY, REGAN G SCHMITT, INC 
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ARE 
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J (, look how Bendix revitalized the los Angeles 
y i a 
J » market in one month with single pages in Pictorial 


Review. 


ARE YOU SELLING SECTIONALLY? 


| —_ 


iA ‘a { See the way TYLE BORD built a dealer organiza- 
a 
{ ae @ tion in 11 Western states with color pages in 


wv 
) Pictorial Review in Seattle, San Francisco and 


? los Angeles. 


\ 2S» 
yo a 


ARE YOU SELLING NATIONALLY? 


Count the direct dollar returns of D. Van Nos- 
trand’s Home Mechanic's Handbook promotion 


coast-to-coast in Pictorial Review. 


TEVER YOUR SELLING JOB 


Pictorial Review's unique flexibility enables you 
to fit your advertising exactly to your selling 
pattern. You choose any one, any combination, 
or all of ten great markets. And in Pictorial 
Review, you turn on the localized selling power 


that generates top sales results every time. 


SALES MANAGEMENT 


P° SELLING INDIVIDUAL MARKETS? 


NO 


BENDIX 


Washing Machines 


TYLE BORD 


Plastic Coated Wallboard 


PROBLEM: To get actual orders for future delivery in an individual market 
which was static due to product shortages. 


SOLUTION: Full page weekly in Pictorial Review, Los Angeles. 


RESULTS: In one month the market was revitalized. Dealers reported unprece- 
dented activity. Customers not only made deposits but paid in full for future 
delivery. Subsequent pages produced bona fide orders which established new 
records each month. That's why the advertiser has reserved 52 color pages in 
Pictorial Review in 1948 and 1949. 


PROBLEM: To build dealer organization for distributors serving 11 Western 
states. 


SOLUTION: Color pages in Pictorial Review in Seattle, San Francisco and 
Los Angeles. 


RESULTS: Advertiser says: “Pictorial Review proved beyond any doubt that it is 
the medium for reaching our market of home owners and the building material 
field. The sensational response to this advertising was the determining factor in 
setting up Pictorial Review as the number one medium on future advertising 


schedules.” 


D. VAN NOSTRAND 


Home Mechanic's Handbook 


PROBLEM: Promote coast-to-coast sale of Home Mechanic’s Handbook — $5.95 
per copy. 
SOLUTION: 3 color pages in Pictorial Review coast-to-coast — repeating same 


ad three times. 


RESULTS: Each ad in Pictorial Review piled up $30,000 worth of orders. For 
the three ads Pictorial Review rang up a total of $90,000 in direct sales. 


NOVEMBER 


10, 


Nir 


1948 


” Pictorial Revit 


ADVERTISING SOLD NATIONALLY, SECTIONALLY OR BY INDIVIDUAL 
COVERING 10 MAJOR MARKETS THROUGH THE SUNDAY ISSUES O 


Detreit Times 
Chicoge Herald-American 


Boston Advertiser 
los Angeles Exominer 


New York Journal-American Sen Francisco Examiner 


Baltimore Americon Seattle Pest-intelligencer 


Pittsburgh Sun-Telegraph *Milwevkee Sentinel ("Mil k 


Sentinel rep ted for Pictorial Review only) 


A HEARST PUBLICATION — Represented Nationally by HEARST ADVERTISING SERVICE 
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Industrial Power Sales 


ist 7 MONTHS 1948 
compared te 
Ist 7 MONTHS 1947 


Bank Debits .......... 
Building Operations .............. 
Factory Payrolls .... 


Peetel Messlnts .... ce escceces 


BUILT SOLIDLY BY 
21 MAJOR PRODUCTS 


Where 4 out of 5 Buy Through” 


UP ; 
UP 19% 


Wheot 
Dairy Cattle 


$217 MILLIONS 
/"ipustRIAL | 
- INCOME — 


Steel 
Cement . 
Motor Trucks . 
Slote 
Anthracite 
Electronics 
Machinery \ \ { 
Instruments aes. | 
Tools . 
Textiles 
Clothing \ 
Cigors 
Furniture 

ances 
Maring Pumps 


CALL-CHRONICLE NEWSPAPERS: 


The Morning Call 


National Representatives: 


Kelly-Smith Company 


Evening Chronicle 
Sunday Call-Chronicle 


ALLENTOWN, 
PENNA. 


Cities With Population 250,000 to 499,999—(Continued) 


POPULATION 
ESTIMATES 
1/1/48 
CITIES 
Total Rank 
(in in 
thousands) | Group 
Memphis, Tenn. 333.0 15 
Newark, N. J. 453.8 2 
Oakland, Calif. 402.8 7 
Omaha, Neb. 261.3 24 
Portiand, Ore. 407.1 6 
Providence, R. |. 260.0 25 
Rochester, N. Y. 337.1 14 
St. Paul, Minn. 339.2 13 
San Antonio, Texas 360.3 10 
San Diego, Calif. 310.8 18 
Toledo, Ohio 332.1 16 
TOTALS, 26 Cities 9,072.8 
% of U.S.A. 6.309 


Albany, N. Y. 136.0 
Allentown, Pa. 110.6 
Austin, Texas 131.2 
Berkeley, Calif. 101.0 
Bridgeport, Conn. 178.3 
Cambridge, Mass. 124.1 
Camden, N. J. 135.8 
Canton, Ohio 144.6 
Charlotte, N. C. 110.9 
Chattanooga, Tenn. 135.7 
Cerpus Christi, Texas 112.8 
Des Moines, la. 196.2 
Duluth, Minn. 123.3 
El Paso, Texas. 120.6 
Elizabeth, N. J.. 118.9 
Erie, Pa. 145.7 
96 


30 
61 
38 


68 
16 
44 


31 
26 
60 


33 
58 

8 
46 
50 


53 
25 


Dollars 
(in 
thousands) 


433,615 
625,557 
524,249 


318,854 
604,974 
331, 795 
366,271 
465,241 
310,706 


385,929 
342,629 


11,434,740 


9.724 


RETAIL SALES—1947 yD ESTIMATES 


Rank 
in 
Group 


THREE STORE GROUPS (in thousands of dollars) 


Food 


82,862 
155,042 
167,466 


79,334 
156,614 
87,349 
97,694 
106,818 
63,726 


108, 207 
94,850 


2,684 ,502 


8.578 


Cities With Population 100 000 _ to 249 999 


Rank 


in 


22 
3 


Genera! 


130,114 
131, 237 
100, 833 


43,955 
138 , 857 
57,527 


65,827 
121,454 
42,509 


51,855 
66,826 


nm 


170,952 


13.826 


156,122 
123,091 
120,101 


95,628 
190,616 
106, 898 


124,455 
147, 283 
170,791 


175,220 
103,333 
245,564 


127, 856 
118,503 
116,827 
122,790 


in 
Group Merchandise Group 


19 
12 


392,249 


10.821 


4,534 
2,748 
5,657 


4,584 
7,877 
3,208 


3,212 
3,438 
6,367 


5,147 
3,038 
7,702 


3,953 
3,879 
2,212 
2,420 


The “‘SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING INCOME—1947 


CLD ESTIMATES 


Net am | Rank | Net in- Rank | Net in- “~ 
| in |come per| in come per 
Guat | Group; Family | Group) Capita Gus 


569,195 9 5,820 11 | 1,709 9 
791,822 a 6,528 2 1,745 8 
772,947 5 5,463 14 1,919 5 


466,012 19 6,068 6 1,783 7 
868, 783 2 5,894 9 2,134 1 
400,584 25 5,579 13 1,541 18 


565,118 | 10 5,868 10 
541,837, 11 5,621 12 
459,694 20 4,485 24 1,276 | 25 


ao 
oS 
So 
~— 
as 


443,591 22 3,908 26 1,427. 22 
492,903 16 5,061 19 1,484 19 
14,953,194 
8.720 
246,902 22 5,993 12 1,815 11 
141,160 = 61 4,643 53 1,276 57 
138,999 64 3,727 68 1,059 68 
192,866 39 5,639 27 1,910 9 
291,436 15 5,936 14 1,635 21 
194,636 38 5,691 24 1,568 32 
173,366 48 4,925 49 1,277. 56 
192,335 41 4,833 51 1,330 52 
192,546 40 6,505 5 1,736 17 
211,857 34 5,665 26 1,561 33 
130,465 67 4,064 65 1,157 66 
400 082 2 6,724 3 2,039 3 
171,698 50 4,906 50 1,393 46 
142,028 60 4,141 64 1,178 64 
172,637 49 5,587 29 1,452 41 
186,659 46 4,786 52 1,281 54 


SALES MANAGEMENT 


NO 


GOES WITH 
FULLBACKS 


li M48 060 oad toot 


ynian goes with the Oregon Market* 


Line up with The Oregonian...powerhouse for 


The Oregg 


advertisers eager to score in the $214, billion Oregon 
Market. Where performance counts most, The Oregonian 
is first in Portland home-delivered daily and Sunday 
circulation, first in Oregon Market daily and 

Sunday circulation. Pick a winner...let The 


Oregonian carry the ball! 


FIRST 


Seven South- 
t hh e west Counties In Circulation: Daily & Sunday 
of Womingien In Coverage: Family & Market 


Ory Ee “4 oO ni an In Influence: Editorial & Advertising 


PORTLAND, OREGON 


* 
All Oregon and 


REPRESENTED NATIONALLY BY 
The Great Newspaper of the West MOLONEY, REGAN & SCHMITT, INC. 
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The empty studio... 


Be 


No voice is heard now. The music is still. The studio audience has gone home. 
But the work of the broadcast has just begun. All through the week... 
between broadcasts... people everywhere are buying the things this program 
has asked them to buy. Week after week. 
From the beginning, the country’s shrewdest advertisers have chosen 
network radio to maintain this weekly contact with their customers. 
And in all radio, no voice speaks today with more eloquent authority 
or economy than that of CBS—first choice, among all networks, 


of America’s largest advertisers. 


THE COLUMBIA BROADCASTING SYSTEM 


Sales 


IN MARKET RANKING (Cities 100,000 to 250,000 pop.) 


HARTFORD is FIRST in NEW ENGLAND 


in Retail Sales, Food Sales, General Merchandise Sales, Drug Sales 


HARTFORD is FIRST in U. S. A. 


in Net Income and Income per Family. 


AS A “TEST CITY”* 


HARTFORD is the FIRST CHOICE east of Chicago 
AS A “TEST NEWSPAPER”* 


The HARTFORD COURANT is FIRST CHOICE east of Chicago 


in the Morning and Sunday fields. 
Top Market! Top Media! What More Could You Ask? 


THE HARTFORD COURANT 


Represented Nationally by Gilman, Nicoll and Ruthman 


Management 
sas . . ; . The “SM” symbols mark original, exclu- 
Cities With Population 100,000 to 249,999—(Continued) sive estimates by SALES MANAGEMENT. 
POPULATION 
OD EFFECTIVE BUYING INCOME—1947 
ESTIMATES RETAIL SALES—1947 ESTIMATES 
1/1/48 Gx Destimates 
CITIES " ——_—_—}|- _— ee 
THREE STORE GROUPS (in thousands of dollars) | 
| | 
Total Rank} Dollars | Rank wrt wt Sant Net Dollars | Rank | Netin- Rank | Net in- | Rank 
(in in (in in | | Rank | Rank | Rank in | in |come per, in (come per| in 
thousands) | Group} thousands) | Group) Food | in | General in Drug | in thousands) | Group! Family | Group Capita | Group 
| Group) Merchandise Group Group) } 
ae nee os Gene ee fa : — aie Lae 
Evansville, Ind. 135.0 35 155,502 | 36 34,223 | 50 | 18,148 | 44 7,198 | 20 244,871 | 24 6,199 10 1,814 | 12 
Fall River, Mass. 130.7 | 39 103,578 | 61 31,437 55 9,708 | 64 2,269 | 64 153,816 | 57 4,407 | 58 | 1,177) 65 
Flint, Mich. 171.8 18 197,308 | 21 55,818 | 16 25,416 | 30 8,917 .W 280,932 | 17 | 6,107. 11 1,635 21 
Fort Wayne, Ind..... 135.0 | 34 171,181 | 28 36,359 | 42 35,573 | 13 6,016 | 27 266,914 | 20 | 6,757 2 1,977, 4 
Fort Worth, Texas 242.6 | 1 337,956 2 63,689 5 80,193 1 12,197 | 4 396,574; 3 | 5,388) 35 1,635 | 21 
| | | | 
Gary, Ind. 135.7 32 149,103 | 37 34,406 48 29,004 | 24 3,272 | 52 206,535 | 36 5,522 | 32 1,522 | 37 
Glendale, Calif. 102.9 | 65 161,793 | 33 | 43,864 | 29 15,571 | 52 4,706 | 37 197,317 | 37 | 5,873) 15 1,918 8 
Grand Rapids, Mich. 189.5 | 12 248,877 | 10 60,065 8 40,610 | 9 10,439 7 242,373 | 25 | 4,359) 61 1,279 | 55 
Hartford, Conn. 195.5 9 270,164 | 5 75,395 2 59 , 267 3 8,488 | 12 407,503 | 1 | 7,560 1 2,084 2 
Jacksonville, Fla... .. 232.6 3 250,322 9 54,788 | 17 33,268 | 15 10,457 6 311,912) 11 4,488 57 1,341 | 48 
Kansas City, Kan... 147.1 | 23 135,094 | 45 37,876 | 38 13,260 | 54 5,647 31 220,025 31 | 5,105 | 44 | 1,496 | 38 
Knoxville, Tenn. 140.3 29 187,787 | 26 44,926 27 24,280 33 6,122 26 216,090 | 33 5,747 | 21 1,540 | 35 
Lansing, Mich. 105.1 63 146,860 40 30,482 | 56 23,701 35 5,392 | 33 170,763 | 52 | 5,526, 30 | 1,625 | 25 
Little Rock, Ark. 121.4 | 48 157,888 | 34 25,960 | 61 28,751 | 25 5,708 | 29 188,193 45 | 5,114 | 43 | 1,550 | 34 
Lowell, Mass. 111.7 59 90,869 | 64 37,204 | 40 11,112 | 60 2,023 | 68 152,041 | 58 | 5,243 | 41 1,361 | 47 
Lynn, Mass... 117.4 55 81,092 | 66 30,004 | 58 10,266 | 63 2,721 | 62 139,026 | 63 4,030 | 67 1,184 | 63 
Miami, Fla... 203.4 7 332,434 | 3 63,632, 6 49,703 6 16,160 1 322,949 9 5,312 | 38 1,588 | 27 
| | | | | | 
Mobile, Ala. 165.3 21 142,706 | 42 38,321 | 37 28,143 | 27 7,434 19 245,191 | 23 5,388 | 36 1,483 | 40 
Montgomery, Ala. 109.8 62 122,302 | 51 21,856 | 66 16,165 | 49 3,010 | 60 134,538 | 66 | 4,191 | 63 1,225 60 
Nashville, Tenn. 174.7 17 252,980 7 56,786 | 14 37,989 | 11 8,977 | 10 292,221 | 14 5,685 | 25 1,673 | 18 
New Bedford, Mass. 126.0 43 105,269 | 60 33,247 | 51 10,548 | 62 3,080 57 157,366 | 55 4,396 59 | 1,249 58 
New Haven, Conn. 178.7 15 206,244, 16 46,401 | 25 23,160 39 8,145 | 14 328,006 8 | 6,653 4 1,836 | 10 
© SM,1948. - 


SALES MANAGEMENT 


eae & @ & 


We are, naturally, happy when 
a company decides to locate in Jacksonville. 
Usually, we have been able to help by supplying 
data, by making confidential surveys, by con- 
ducting negotiations. But the final selection 


ELECTRO-MOTIVE DIVISION, GENERAL MOTORS CORP. 


Our decision to locate a repdir depot and warehouse 
at Jacksonville was based on the convergence of four 
major railroads at this city. The cooperation and the 
friendliness of the people of Jacksonville has made the 
operation of this plant an enjoyable job. 


C. R. Wood, Branch Manager 


etateseratetere : 


~ 


MID STATES STEEL & WIRE CO. 


Jacksonville was chosen as the location for our wire 
drawing mill after a thorough analysis of all pertinent 
operating costs. The proved cooperation and goodwill 
of the people of Jacksonville constitutes a dividend in 
operating pleasure. 


Leth imavck 


v°~ 
re: 


7 


L. J. Whitmarsh, Mgr. Jacksonville Br. 


KING EDWARD CIGARS 


The decision of Jno. H. Swisher & Son, Inc., to locate 
the King Edward cigar plant in Jacksonville was based 
upon favorable climatic conditions, the availability of 
labor, and excellent transportation facilities for na- 
tionwide distribution. The acceptance given by the 
community to the King Edward operations has proven 
this a wise decision. 


Cal d Pe Carl S$. Swisher, President and Gen. Mgr. 


May we send you a free copy of What Does Indus- 


TRUE 


JACKSONVILLE, STORIES 
,EGIN with Happy Endings! 


of Jacksonville is more. much more, than a 
‘happy ending”’. It is the beginning of a never- 
to-be-forgotten responsibility: to do all we can 
to assure continuous success and satisfactory 
operations in our city. It is a responsibility that 
lasts down through the years... 


¢ 
year \ 
GULF LIFE INSURANCE COMPANY 


Service is the foundation of the life insurance business, 
and the success of a company is determined by the 
quality of service it renders. To serve our policy own- 
ers and beneficiaries better, Gulf Life early chose Jack- 
sonville for its home. We feel ourselves a part of 
Jacksonville. 


S. Kendrick Guernsey, Vice President 


a= 5 9, ow 
POPE TF nok 


MAXWELL HOUSE DIVISION of GENERAL FOODS 


Our decision to locate a plant in Jacksonville has paid 
handsome dividends in production records and in pub- 
lic acceptance of our products. Jacksonville has kept 
its promise of cooperation. 


MN Dowlay W. H. Dowling, Plant Manager 


INTERNATIONAL HARVESTER 


The Jacksonville District Office of the International 
Harvester Company was organized and established on 
January 1, 1911, because the transportation pattern 
pointed to Jacksonville as the logical center of a fast 
growing market. International has grown with that 
market, and the reception accorded our people by this 
community has been an increasing source of satisfac- 
tion to us throughout the years. 

CQ) Z John L. Moore, District Manager 


po A 


We think you will enjoy read- 
ing both of these booklets. 
Take a minute now to fill in 


try Expect of a Community? This thought-stimu- 
lating booklet — not written for or about Jack- 
sonville, by the way—is by Mr. H. Y. Bassett, Vice 
President and General Manager of the Wolverine 
Tube Division of the Calumet and Hecla Consoli- 
dated Company. With Mr. Bassett’s article we 
will enclose ABC’S of Jacksonville. (which is about 
our city!) 


and mail the coupon. 


Chamber of Commerce S 
227 W. Forsyth St. 
Jacksonville 2, Fla. 


Please send the two booklets to: 


ee 


os siseciniasinisscinsnitnaaconecastanbuderoincaiiabennvasveasinacntantantnntadmamennaas 
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frat IN RETAIL SALES* 
fowe IN FOOD SALES* forse IN PER CAPITA INCOME* 
frat IN DRUG SALES* fret IN PER FAMILY INCOME* 


THE PATERSON EVENING NEWS 


A Newspaper of Firsts 


free IN NET INCOME* 


Ist IN SHOPPING-AREA 
CIRCULATION 


Ist IN CITY CIRCULATION 


Ist IN SUBURBAN CIRCULATION 
Ist IN RETAIL ADVERTISING 
Ist IN NATIONAL ADVERTISING 


Paterson Zoening News 


NATIONAL REPRESENTATIVES @ STORY, BROOKS & FINLEY, INC. 
New York « Chicago « Philadelphia « Boston « Cleveland « Los Angeles « Atlanta 


* For New Jersey cities with a population of 100,000 to 250,000 as reported by 
Sales Management, November 10, 1948. 


The “SM” symbols mark original, excly. 
sive estimates by SALES MANAGEMENT, 


Cities With Population 100,000 to 249,999—(Continued) 


POPULATION 
EFFECTIVE BUYING INCOME—1947 
ESTIMATES RETAIL SALES—1947 CVD ESTIMATES 
1/1/48 yD ESTIMATES 
CITIES “on oe a 
THREE STORE GROUPS (in thousands of dollars) 
ee ee ai pe Saar | | 
Total Rank Dollars | Rank | l l l l Net Dollars Rank | Net in- | Rank | Net in- | Rank 
(in in (in | in | | Rank | | Rank | Rank n ; in (come per} in |come per| in 
thousands) | Group] thousands) | Group) Food in | General | in Drug in thousands) | Group) Family | Group) Capita | Group 
Group) Merchandise Group Group | 
~~ —_—— oe -. —— aa 
Norfolk, Va. 193.4 | 10 201,428 | 18 | 56,805 13 30,243 | 22 9,994 8 273,788 19 | 4,951 | 48 | 1,416 44 
Oklahoma City, Okla. 235.0 2 280,301, 4 47,851 | 23 43,117 8 12,948 2 369, 182 4 | 5,156 | 42 1,571 | 31 
Pasadena, Calif. 104.9 64 189,530 | 24 41,554 33 18,005 | 45 6,224 | 24 222,537 | 30 | 5,795 | 17 2,121; 1 
Paterson, N. J. 141.2 28 189,413 | 25 59,608 | 10 25,817 | 29 4,161 | 42 224,112 | 29 5,761 | 20 | 1,587 | 28 
| | | | 
Peoria, ll. 119.8 52 168,316 | 30 39,824 | 34 30,588 | 21 | 4,942 | 35 216,841 | 32 | 5,974 | 13 1,810 | 13 
Reading, Pa. 119.9 | 51 136,690 | 44 39,247 | 35 20,527 | a | 3,227 | 53 148,841 | 59 | 4,365 | 60 | 1,241 59 
Richmond, Calif. 121.7 47 118,075 | 54 68,311 4 4,457 | 68 3,322 | 51 112,752 | 69 2,936 | 69 | 926 | 69 
| 
| | | bad 
Richmond, Va. 224.6 5 348,011 1 76,811 1 66,413 | 2 12,383 3 354,531 | 6 5,522 | 31 | 1,578 | 29 
Sacramento, Calif. 123.7 45 250,775 8 | 59,865 9 33,105 | 16 7,836 17 241,824 | 26 5,785 | 18 1,955 | 7 
Saginaw, Mich. 100.1 69 78,475 | 67 | 20,350 | 67 10,928 | 61 3,684 | 48 140,860 | 62 5,104 | 45 | 1,407 45 
| 
; | 
Salt Lake City, Utah 170.2 19 220,626 14 46,623 24 52,704, 4 | 8,108 15 301,187 | 13 6,236 9 | 1,770) 15 
Savannah, Ga. 120.8 49 112,596 | 58 34,393 | 49 15,921 | 50 3,542 | 49 157,196 | 56 4,583 | 55 1,301 | 53 
Scranton, Pa. 145.9 24 128,280 | 46 45,192 | 26 23,679 | 36 | 3,035 | 59 160,201 | 54 | 4,238 | 62 | 1,100 | 67 
| | 
Shreveport, La. 118.7 54 141,603 _ 43 24,633 | 64 17,632 | 47 6,930 | 21 190,857 | 43 | 5,630 28 1,608 | 26 
Somerville, Mass. 114.6 56 61,012 69 29,103 | 59 4,139 | 69 2,013 | 69 136,068 | 65 | 4,581 | 56 1,187 | 61 
South Bend, Ind. 129.1 40 161,902 32 32,007 | 54 23,540 | 37 4,021 44 192,159 42 5,250 | 40 1,488 | 39 
Spokane, Wash. 157.8 22 223,884 13 51,624 | 20 36,358 | 12 8,179 13 309,842 12 5,802 | 16 | 1,964 5 
Springfield, Mass. 180.7 14 197,161 | 22 58,717 11 31,227 | 20 5,874 | 28 284,560 16 5,714 | 22 | 1,575 | 30 
Springfield, Ohio 101.6 67 64,321 68 22,436 65 12,026 | 57 2,189 66 120,383 68 4,040 | 66 1,185 | 62 
Syracuse, N. Y. 225.2 4 229,929 12 61,912 7 48 ,536 7 6,542 22 367,334 5 5,713 | 23 | 1,631 | 24 
Tacoma, Wash. 132.1 | 36 197,776 20 51,983 19 27,713 | 28 6,207 | 25 230,677 27 | 4,961) 47 | 1,746 | 16 
Tampa, Fla. 131.7 37 143,496 | 41 28,146 | 60 28,744 | 26 5,471 | 32 175,390 47 4,603 | 54 | 1,332! 51 
Trenton, N. J. 128.7 41 163,202 | 31 52,475 | 18 29,476 | 23 3,689 | 47 171,587 | 51 5,430 | 34 1,333 | 50 
Tulsa, Okla. 181.1 13 197,925 | 19 38,978 | 36 32,706 | 17 9,051 9 277,086 | 18 5,011 46 | 530 36 
Utica, N. Y. 102.0 66 90,545 | 65 25,563 | 63 9,552 | 65 2,062 | 67 168,022 63 5,774 | 19 | 1,647 20 
Waterbury, Conn. 113.2 57 113,134 | 57 36,265 | 43 13,868 | 53 | 4,479 40 188,470 44 6.411| 7 | 1,665 19 
~~ © SM, 1948. nw 


Have you a NEW BRAND? — or does 


P-U-S-H? 


Retail 


one of your favorite lines deserve a 


Make us push for you! All the standard cooperation— 


PLUS a few wrinkles all our own for special problems— 


are yours by right, as an advertiser in the . Food Sales, 1947, in Richmond were 


6th... in California 


RICHMOND: INDEPENDENT Sth... in the {1 Western States 
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Wuarkel for Your A Achedule 


SALES MANAGEMENT’S MARKET STUDY SHOWS 


Peoria’s High Rank in Nation's 100,000 to 250,000 Group 


TOTAL 
POPULATION 


1 Fort Worth 
2 Oklahoma City 
3 Jacksonville 
4 Syracuse 
5 Richmond, Va. 
6 Worchester 
7 Miami 
8 Des Moines 
§ Hartford 
10 Norfolk 
11 Youngstown 
12 Grand Rapids 
13 Tulsa 
14 Springfield, Mass. 
15 New Haven 
16 Bridgeport 
17 Nashville 
18 Flint 
19 Salt Lake City 
20 Wichita 
21 Mobile 
22 Spokane 
23 Kansas City, Kan. 
24 Scranton 
25 Erie 
26 Canton, Ohio 
27 Yonkers 
28 Paterson 
29 Knoxville 
30 Albany 
31 Camden 
32 Gary 
33 Chattanooga 
34 Fort Wayne 
35 Evansville 
36 Tacoma 
37 Tampa 
38 Austin 
39 Fall River 
40 South Bend 
41 Trenton 
42 Wilmington 
43 New Bedford 
44 Cambridge 
45 Sacramento 
46 Duluth 
47 Richmond, Calif. 
48 Little Rock 
49 Savannah 
50 El Paso 
51 Reading 

1A 
53 Elizabeth 
54 Shreveport 
55 Lynn 
56 Somerville 
57 Waterbury 
58 Corpus Christie 
59 Lowell 
60 Charlotte 
61 Allentown 
62 Montgomery 
63 Lansing 
64 Pasadena 
65 Glendale 
66 Utica 
67 Springfield, Ohio 
68 Berkeley 
69 Saginaw 


NOVEMBER 10, 


DRUG 
SALES 


1 Miami 

2 Oklahoma City 
3 Richmond, Va. 
4 Fort Worth 

5 Wichita 

6 Jacksonville 

7 Grand Rapids 
8 Norfolk 

9 Tulsa 

10 Nashville 

11 Flint 

12 Hartford 

13 Spokane 

14 New Haven 
15 Salt Lake City 
16 Bridgeport 

17 Sacramento 
18 Des Moines 
19 Mobile 

20 Evansville 

21 Shreveport 
22 Syracuse 

23 Charlotte 

24 Pasadena 

25 Tacoma 

26 Knoxville 

27 Fort Wayne 
22 Springfield, Mass. 
29 Little Rock 

30 Austin 

31 Kansas City, Kan. 
32 Tampa 

33 Lansing 

34 Chattanooga 
35 PEORIA 
orchester 
37 Glendale 
38 Berkeley 
39 Albany 

40 Waterbury 
41 Youngstown 

42 Paterson 

43 Wilmington 

44 South Bend 

45 Duluth 

46 El Paso 

47 Trenton 

48 Saginaw 

49 Savannah 

50 Canton, Ohio 

51 Richmond, Calif. 
52 Gary 

53 Reading 

54 Camden 

55 Cambridge 

56 Yonkers 

57 New Bedford 

58 Corpus Christie 
59 Scranton 

60 Montgomery 

61 Allentown 

62 Lynn 

63 Erie 

64 Fall River 

65 Elizabeth 

66 Springfield, Ohio 
67 Utica 

68 Lowell 

69 Somerville 


1948 


FOOD 
SALES 


1 Richmond, Va. 
2 Hartford 

3 Worchester 

4 Richmond, Calif. 
5 Fort Worth 

6 Miami 

7 Syracuse 

8 Grand Rapids 

9 Sacramento 

10 Paterson 

11 Springfield, Mass. 
12 Wichita 

13 Norfolk 

14 Nashville 

15 Bridgeport 

16 Flint 

17 Jacksonville 

18 Trenton 

19 Tacoma 

20 Spokane 

21 Youngstown 

22 Yonkers 

23 Oklahoma City 
24 Salt Lake City 
25 New Haven 

26 Scranton 

27 Knoxville 

28 Wilmington 

29 Glendale 

30 Albany 

31 Canton, Ohio 
32 Des Moines 

33 Pasadena 

34 PEORIA 
5 Reading 
36 Tulsa 
37 Mobile 
38 Kansas City, Kan. 
39 Erie 

40 Lowell 

41 Chattanooga 

42 Fort Wayne 

43 Waterbury 

44 Camden 

45 Duluth 

46 Berkeley 

47 Cambridge 

48 Gary 

49 Savannah 

50 Evansville 

51 New Bedford 

52 Allentown 

53 Elizabeth 

54 South Bend 

55 Fall River 

56 Lansing 

57 Charlotte 

58 Lynn 

59 Somerville 


cn T-—-- 


x y 


National Representatives - WARD-GRIFFITH CO. INC.. Offices in Principal Cities 


RETAIL 
SALES 


1 Richmond, Va. 
2 Forth Worth 

3 Miami 

4 Oklahoma City 
5 Hartford 

6 Wichita 

7 Nashville 

8 Sacramento 

9 Jacksonville 
10 Grand Rapids 
11 Des Moines 
12 Syracuse 

13 Spokane 

14 Salt Lake City 
15 Youngstown 
16 New Haven 
17 Worchester 
18 Norfolk 

19 Tulsa 

20 Tacoma 

21 Flint 

22 Springfield, Mass. 
23 Bridgeport 

24 Pasadena 

25 Paterson 

26 Knoxville 

27 Chattanooga 
28 Fort Wayne 
29 Charlotte 


30 PEORIA 


Trenton 
32 South Bend 

33 Glendale 

34 Little Rock 

35 Aibany 

36 Evansville 

37 Gary 

38 Wilmington 

39 Canton, Ohio 

40 Lansing 

41 Tampa 

42 Mobile 

43 Shreveport 

44 Reading 

45 Kansas City, Kan. 
46 Scranton 

47 Duluth 

48 Camden 

49 Allentown 

50 Erie 

51 Montgomery 

52 Austin 

53 El Paso 

54 Richmond, Calif. 
55 Yonkers 

56 Elizabeth 

57 Waterbury 

58 Savannah 


GEN. MDSE. 
SALES 


1 Fort Worth 

2 Richmond, Va. 
3 Hartford 

4 Salt Lake City 
5 Albany 

6 Miami 

7 Syracuse 

8 Oklahoma City 
9 Grand Rapids 
10 Youngstown 
11 Nashville 

12 Spokane 

13 Fort Wayne 
14 Des Moines 
15 Jacksonville 
16 Sacramento 
17 Tulsa 

18 Worchester 
19 Charlotte 

20 Springfield, Mass. 


21 PEORIA 
2 Norfolk 


23 Trenton 

24 Gary 

25 Little Ruck 
26 Tampa 

27 Mobile 

28 Tacoma 

29 Paterson 

30 Flint 

31 Bridgeport 
32 Chattanooga 
33 Knoxville 

34 Wichita 

35 Lansing 

36 Scranton 

37 South Bend 
38 Allentown 
39 New Haven 
40 Canton, Ohio 
41 Reading 

42 Erie 

43 El Paso 

44 Evansville 
45 Pasadena 

46 Duluth 

47 Shreveport 
48 Camden 

49 Montgomery 
50 Savannah 

51 Wilmington 
52 Glendale 

53 Waterbury 
54 Kansas City, Kan. 
55 Cambridge 
56 Austin 

57 Springfield, Ohio 
58 Elizabeth 

59 Corpus Christie 


CO ft aweall 


TEST CITY U.S.A. 


! JOURNAL: STAR 


PEORIA NEWSPAPERS, INC., Agent, 


PER FAMILY 
INCOME 


1 Hartford 

2 Fort Wayne 
3 Des Moines 
4 New Haven 
5 Charlotte 

6 Wilmington 
7 Waterbury 
8 Wichita 

9 Salt Lake City 
10 Evansville 
11 Flint 

12 Albany 


_13 PEORIA 


Bridgeport 
15 Glendale 
16 Spokane 
17 Pasadena 
18 Sacramento 
19 Utica 
20 Paterson 
21 Knoxville 
22 Springfield, Mass. 
23 Syracuse 
24 Cambridge 
25 Nashville 
26 Chattanooga 
27 Berkeley 
28 Shreveport 
29 Elizabeth 
30 Lansing 
31 Richmond, Va. 
32 Gary 
33 Youngstown 
34 Trenton 
35 Fort Worth 
36 Mobile 
37 Yonkers 
38 Miami 
39 Worchester 
40 South Bend 
41 Lowell 
42 Oklahoma City 
43 Little Rock 


44 Kansas City, Kan. 


45 Saginaw 

46 Tulsa 

47 Tacoma 

48 Norfolk 

49 Camden 

50 Duluth 

51 Canton, Ohio 
52 Erie 

53 Allentown 

54 Tampa 

55 Savannah 

56 Somerville 

57 Jacksonville 

58 Fall River 

59 New Bedford 
60 Reading 

61 Grand Rapids 
62 Scranton 

63 Montgomery 
64 El Paso 

65 Corpus Christie 
66 Springfield, Ohio 
67 Lynn 

68 Austin 

69 Richmond, Calif. 


PER CAPITA 
INCOME 


1 Pasadena 

2 Hartford 

3 Des Moines 

4 Fort Wayne 

5 Spokane 

6 Wichita 

7 Sacramento 

8 Glendale 

9 Berkeley 

10 New Haven 

11 Albany 

12 Evansville 

13 PEORIA 
Wilmington 

15 Salt Lake City 

16 Tacoma 

17 Charlotte 

18 Nashville 

19 Waterbury 

20 Utica 

21 Flint 

22 Fort Worth 

23 Bridgeport 

24 Syracuse 

25 Lansing 

26 Shreveport 

27 Miami 

28 Paterson 

29 Richmond, Va. 

30 Springfield, Mass. 

31 Oklahoma City 

32 Cambridge 

33 Chattanooga 

34 Little Rock 

35 Knoxville 

36 Tulsa 

37 Gary 

38 Kansas City, Kan. 

39 South Bend 

40 Mobile 

41 Elizabeth 

42 Yonkers 

43 Worchester 

44 Norfolk 

45 Saginaw 

46 Duluth 

47 Lowell 

48 Jacksonville 

49 Youngstown 

50 Trenton 

51 Tampa 

52 Canton, Ohio 

53 Savannah 

54 Erie 

55 Grand Rapids 

56 Camden 

57 Allentown 

58 New Bedford 

59 Reading 

60 Montgomery 

61 Somerville 

62 Springfield, Ohio 

63 Lynn 

64 El Paso 

65 Fall River 

66 Corpus Christie 

67 Scranton 

68 Austin 

69 Richmond, Calif. 
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Cities With 


CITIES 


Wichita, Kan... 
Wilmington, Del. 


Worcester, Mass... 
Yonkers, N. Y. 
Youngstown, Ohio 


TOTALS, 69 Cities 


% of U.S.A. 


KFH & KFH-FM 
zee TOPS Y 


WICHITA, KANSAS 


Banke TOPS 


Population 
POPULATION 
ESTIMATES 
1/1/48 
Total Rank 
(in in 
thousands) | Group 
168.3 20 
127.0 42 
223.9 6 
144.4 27 
190.7 11 
10,089.9 
7.017 


100,000 to 249,999—{Continued) 


Dollars 


in 
thousands) 


257,916 | 
149,049 


204,222 | 

117,808 

209,171 
11,598,959 


9.864 


RETAIL SALES—1947 GYD ESTIMATES 


THREE STORE GROUPS (in thousands of dollars) 


Rank 
in Rank Rank 
Group Food in General in Drug 
Group, Merchandise Group 
6 58,564 | 12 23,948 | 34 11,352 
38 44,448 | 28 15,717 | 51 4,142 
| } 
| | | } 
17 73,132 3 32,610 | 18 4,734 
55 50,402 | 22 8,091 | 67 3,178 
15 51,383 | 21 40,491 10 4,369 
2,948,314 1,780,626 396 , 242 
9.420 11.340 10.931 
© SM, 1948. 


&& 


41 


The “‘SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING INCOME—1947 


GYD ESTIMATES 


Net Dollars Rank Net in- 


(in 
thousands) 


329,185 
225,481 


317,689 
209,144 
254,742 
15,527,356 


9.054 


come per 


Group Family 


10 


21 


IN WICHITA, KANSAS 


C.B.S.— 5,000 WATTS plus FM 


Rank | Net in- 


in (come per 


Group) Capita 


8 1,956 
6 1,775 
39 1,419 
37 1,448 
33 1,336 


Group 


SALES MANAGEMENT 


ans 


ASHEVILLE 9 NORTH CAROLINA 


KEY TO THE RICH 20-COUNTY 
ASHEVILLE MARKET 


Among 132 typical cities . . . population 50,000-100,000 
ASHEVILLE (pop. 55,000) ranks 113th in population. 


For Route Lists, 
Trade _ Information, 
Surveys and Market 
Data, Write, Wire or 
Call: THE ASHEVILLE 
CITIZEN-TIMES 


National Representatives 
THE KATZ AGENCY, NEW YORK 


a. : . The “‘SM” symbols mark original, exclu- 
Cities With Population 50,000 to 99,999 sive estimates by SALES MANAGEMENT. 
POPULATION 
oxD EFFECTIVE BUYING INCOME—1947 
ESTIMATES RETAIL SALES—1947 ESTIMATES 
1/1/48 GYD ESTIMATES 
CITIES ~ 
THREE STORE GROUPS (in thousands of dollars) 

Total Rank Dollars | Rank| nas ea a ~ Net Dollars | Rank | Net in- | Rank | Net in- | Rank 
(in in (in in Rank Rank Rank (in in |comeper in (|comeper, in 

thousands) Group] thousands) | Group Food in General in Drug in thousands) | Group! Family | Group) Capita | Group 

Group) Merchandise, Group Group 
Alameda, Calif. 90.1 16 23,907 | 131 12,103 119 867 | 129 1,299 | 118 118,687 | 35 4,037 | 115 1,317 | 85 
Alexandria, Va. 58.0 | 105 46,124 118 12,516 | 116 4,699 | 112 1,813 | 95 72,528 | 111 4,620 89 | 1,250 | 96 
Altoona, Pa. 87.9 23 75,089 | 73 26,717 | 22 15,891 | 29 1,955 | 90 101,129 | 68 4,179 | 112 1,150 | 112 
Amarillo, Texas 67.4 75 82,519 58 16,079 99 8,229 | 82 4,256 16 83,807 91 4,254 | 108 1,243 | 98 
Anderson, Ind... . 62.6 91 56,314 | 100 13,657 | 111 10,254 69 2,152 83 70,442 | 114 3,594 125 1,125 | 116 
Asheville, N.C... 54.9 | 113 87,251 | 50 21,048 51 15,422 | 32 3,502 29 101,876 | 67 6,531 7 1,856 | 10 
Atlantic City, N. J. 64.6 83 106,871 | 20 29,443 8 15,951 | 28 3,978 | 20 114,628 | 46 5,647 33 1,774) 14 
Augusta, Ga. 76.6 42 77,974 | 66 13,949 | 109 14,983 36 2,346 67 74,891 | 109 3,451 | 128 978 | 127 
Aurora, lll. 52.0 | 124 62,828 | 90 21,204 49 12,786 | 51 2,431 | 65 94,489 | 78 6,018 , 20 1,817 | 11 
Battle Creek, Mich. 59.8 99 76,793 | 69 17,337 | 84 10,448 | 66 3,028 | 41 99,940 | 73 5,522 | 40 1,671 29 
Bay City, Mich.. 58.5 | 104 72,309 | 76 16,471 95 9,370 76 2,800 | 48 84,201 | 89 5,363 | 47 1,439 | 64 
Bayonne, N. J...... 92.2 12 69,246 | 82 24,187 | 32 3,531 118 1,242 | 120 108,905 | 56 | 4,928 72 1,181 | 108 
Beaumont, Texas. ... 96.5 4 91,412 | 38 15,826 | 101 11,903 57 3,104 | 37 127,062 | 23 4,620 | 89 1,317 | 85 
Berwyn, lil...... 51.2 | 129 31,802 | 129 9,088 130 2,663 120 1,496 | 109 82,375 | 92 5,842 27 | 1,609) 41 
Bethlehem, Pa. 76.5 44 53,265 | 106 19,663 65 5,293 | 105 2,258 | 77 102,379 | 65 5.145 | 63 1,338 | 78 
Binghamton, N.Y... . 87.8 24 87,687 49 22,093 41 16,554 25 2,700 54 133,887 18 5,334 50 | 1,525 49 
Bremerton, Wash. 53.1 117 61,544 | 94 9,157 129 3,750 117 1,319 | 116 46,552 130 2,586 | 132 877 131 
Brockton, Mass. 70.4 62 66,310 88 21,086 50 6,998 93 1,472 | 110 76,316 | 107 3,705 | 122 1,084 122 
Brookline, Mass. 62.3 92 56,978 99 16,791 90 1,514 | 124 2,345 68 104,122 61 6,427 12 1,671 | 29 
Burbank, Calif. 74.3 51 53,577 105 11,543 124 1,460 125 1,215 | 121 75,245 | 108 3,300 130 1,013 | 126 
7 © SM, 1948. 
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One of America’s 
More Abundant Markets 
e FIRST IN THE NATION* 


Per Capita Net Effective 
Buying Income 


Total Net Effective 
Buying Income 


Per Family Net Effective 
Buying Income 


*Sales Management Nov. 10, 1948 50,000 to 
100,000 population group. 


When you advertise your 
products in The Cedar Rapids 
Gazette you contact over 54,- 
000 families in 16 eastern 
lowa counties where there is a 
net effective buying income of 
$610,324,000. From this big 


reservoir of buying power 
Cedar Rapids retail merchants 
are now drawing all-time rec- 
ord sales through their adver- 
tising (Evening and Sunday) 


Ghe Gedur Rupids Guszette 


National Representatives: Allen-Klapp Co. 


@ SECOND IN THE NATION* 


@ THIRD IN THE NATION* 


j - 


CEDAR RAPIDS, IOWA 


There's No Place 


Cedar Rapids 


Like 


MTT 


Cities With Population 50,000 to 99,999—(Continued) 


POPULATION 
ES TES 
1/1/48 
CITIES : 
Total | Rank Dollars 
(in | in (in 
thousands) | Group} thousands) 
Cedar Rapids, lowa. . 77.0 41 97,018 
Charleston, S. C. 89.3 18 103,467 
Charleston, W. Va. 72.5 54 117,496 
Chester, Pa. 81.6 33 76 ,881 
Cicero, ll. 68.6 70 45,763 
Cleveland Heights, O. 68.8 69 42,515 
Clifton, N. J. 57.9 | 106 40,318 
Columbia, S. C. 63.3 88 111,197 
Columbus, Ga. 61.3 95 81,476 
Covingtcn, Ky. 67.8 73 66,974 
Davenport, lowa 80.4 34 100,455 
Dearborn, Mich. 94.4 7 95,851 
Decatur, Ill. 65.3 80 84,546 
Dubuque, lowa 52.9 119 55,939 
Durham, N.C. 67.5 74 88,174 
East Chicago, ind. 68.1 71 37,436 
East Orange, N. J. 74.4 49 69, 186 
East St. Louis, Ill. 87.6 25 77,565 
Elmira, N. Y. 51.0 130 59,887 
Evanston, Ill. 69.4 65 109, 366 
Everett, Mass. 52.8 121 20,859 
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RETAIL SALES—1947 6D ESTIMATES 


Rank 


in 
Group 


102 


123 


132 


THREE STORE GROUPS (in thousands of dollars) 


Food 


17,136 


27,383 
26,312 
20,419 


12,036 
20,149 
12,549 


16,637 
17,044 
23,323 


21,545 
16,275 
19,838 


11,606 
18,149 
9,500 


20, 367 
22,170 
15,029 


29,128 
9,495 


General 


Group| Merchandise 


18 


14,498 


Rank 
in 
Group 


39 


31 
16 
72 


| 106 


128 


Drug 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING INCOME—1947 


CxD ESTIMATES 


Net Dollars | Rank Netin- Rank| Netin- | Rank 
(in in comeper, in comeper in 
thousands) | Group) Family | Group, Capita | Group 


124 


175, 139 2 7,485 3 2,274 1 


116,493 40 4,396 100 1,305 | 88 
118,133 36 5,907 25 1,629 37 
104,453 60 5,071 66 1,280 93 


81,190 | 97 4,412 98 1,184 106 
142,539 14 7,747 1 2,072 5 
76,573 106 5,105 64 1,323 83 


82,375 92 4,576 93 1,301 92 
77,791 | 104 4,603 91 1,269 | 94 
116,053 41 5,634 35 1.712 | 23 


168,825 4 6,919 5 2,099 4 
107,809 57 4,530 95 1,142 | 113 
100,546 70 5,078 65 1,540 44 


91,625 83 6,276 15 1,732 19 
117,495 37 6,491 9 1,741 17 
80,026 98 4,792 78 1,175 | 109 


161 , 360 6 6,937 A 2,169 3 
115,083 44 4,622 88 1,314 87 
95,789 77 6,180 17 1,878 9 


125,986 24 6,395 13 1,815 | 12 
46,145 131 3,444 129 874 132 


SALES MANAGEMENT 


i 


ET a es on os 


"> A GREAT TEAM... ... . . . THE PACKERS 


Six times World Professional Champions 


*Write 
Green 


A GREAT MARKET . . . . . . . GREEN BAY, WIS.* 


In the 50-100,000 class, Green Bay is 103rd in population BUT 73rd 
in average ranking. (SM’s Market Ratings for 502 leading cities.) 


A GREAT NEWSPAPER . . . . . THE PRESS-GAZETTE 


The reading habit of the Green Bay market for 33 years, Press- 
Gazette circulation is now at an all time high of 34,255. By perform- 
ing admirably through the years for its readers it has become the 
outstanding medium for advertisers in Northeastern Wisconsin. 


Ba AAAA-Bureau of Advertising Standard Market and Media Data Form on 
ay. 


Cities With Population 50,000 to 99,999—(Continued) 


POPULATION 
4) 
ESTIMATES RETAIL SALES—1947 SM ESTIMATES 
1/1/48 
CITIES ca | [ % : 
THREE STORE GROUPS (in thousands of dollars) 
Total | Rank Dollars | Rank| pr | Oe ae : 
(in | in n | _in | Rank | Rank | 
thousands) | Group] thousands) | Group Food | in General | in | Drug 
Group| Merchandise Group 

Fayetteville, N. C.. 51.9 | 125 33,626 | 127 5,871 | 132 5,011 | 109 . 
Fresno, Catif.. 75.2 46 193,660 2 38,886 | 2 22,340 | 11 4,449 
Galveston, Texas. 77.3 40 73,468 | 74 18,109 76 7,722 | 87 2,566 | 
Green Bay, Wisc. 58.8 | 103 78,362 | 64 18,115 75 12,427 | 53 2,315 

| | | 
Greensboro, N.C... 71.2 | 60 100,512 | 28 |  20,002| 62 17,182 | 24 3,347 
Hamilton, Ohio 65.6 79 51,615 | 109 16,189 98 6,351 | 97 1,506 
Hammond, Ind.. 81.7 32 99,508 | 30 22,297 | 39 23,278 8 1,777 | 
Hamtramck, Mich. 52.9 | 119 51,569 | 110 12,474 | 117 4,359 | 114 1,375 
Harrisburg, Pa. 93.0 10 126,477 8 28 ,638 | 11 22,779 9 5,066 
Haverhill, Mass. 51.8 | 126 33,761 | 126 12,162 | 118 3,990 | 116 793 
Highland Park, Mich 56.6 111 75,111 | 72 17,931 | 79 16,337 | 27 1,319 
Hoboken, N. J. 54.8 114 34,359 124 18,826 | 70 1,604 | 121 919 
Holyoke, Mass. 63.7 85 51,162 | 112 19,218 | 68 4,755 | 111 1,589 
Huntington, W. Va. 86.5 28 78,335 | 65 18,698 | 71 11,854 58 2,920 
Irvington, N. J. 57.0 109 49,968 | 114 18,030 | 77 1,577 | 122 1,669 
Jackson, Mich. 63.6 87 91,927 | 37 19,801 | 64 13,191 | 45 3,027 
Jackson, Miss......... 72.8 53 105,739 | 21 18,372 | 72 17,970 | 18 4,089 
Johnstown, Pa...... , 77.5 39 91,982 | 36 21,302 | 48 30,475 3 2,115 
Kalamazoo, Mich. 62.3 92 103,699 | 23 24,589 | 30 15,821 | 30 4,688 
Kearny, N. J. 54.3 115 26,460 | 130 11,722 | 122 674 | 131 711 


*Figures withheld to avoid disclosure. 


HAVERHILL... Only SUPERIOR City 
in its population group in Northeastern Massachusetts!! 


NOVEMBER 


10, 


REGIONAL AND STATE COMPARISONS 


RANK 
Total Region State 

Population 51,800 17 i 
Retail Sales $33,761,000 15 9 
Food 12,162,000 16 10 
Drugs 793,000 17 i 
General Merchandise 3,990,000 13 7 

Net Income 67,442,000 15 9 
Income per Family 4,588 10 5 
Income per Capita 1,302 8 3 
No. of times equalling 
or exceeding population rank 7 7 


advertising plans. 


1948 


To get your full share of the big 
sales volume resulting from high 
employment and fat payrolls in 
this famous industrial section, be 
sure to include Haverhill in your 


Superior ratings in all three areas 


THE HAVERHILL GAZETTE 


17,638 ABC Net Paid Circulation, Sept. 30, 1948. 
Represented Nationally by WARD-GRIFFITH COMPANY, INC. 


The “‘SM" symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING INCOME—1947 


CD ESTIMATES 


Net Dollars | Rank | Net in- Rank | Net in- | 


(in 
thousands) 


45,791 


123,137 | 
100,873 | 
78,781 | 


119,488 | 


81,392 
117,404 


64,528 | 
150,915 | 
67,442 | 


96,792 
71,494 
92,881 


125,554 
109, 386 
97,579 


115,074 
93,399 
102,300 
59,537 


in 


come per 


| Group! Family 


132 


45 
79 
66 
127 


5,050 


6,494 
4,353 
5,386 


5,377 
5,528 
4,588 


6,012 
4,735 
5,307 


5,435 
6,752 
5,056 


5,697 
4,916 
5,413 
4,222 


in 


Group) Capita 


109 


Rank 
jcome per, in 

Group 

| 

882 | 129 
1,637 | 36 
1,305 | 88 
1,340 | 77 
1,678 | 28 
1,241 | 99 
1,437 | 65 
1,220 | 103 
1,623 | 39 
1,302 | 91 
1,710 | 24 
1,305 | 88 
1,458 | 61 
1,451 | 62 
1,919 | 7 
1,534 | 46 
1,581 | 42 
1,205 | 104 
1,642 | 35 
1,096 | 120 

© SM, 1948. 


—national, regional, and state— 
emphasize how vital this city is in 
this section—one of the top man- 
ufacturing centers of the country. 
Total net income—$67,442,000— 
averages $4,588 income per fam- 
ily, second highest in all Essex 
County. 
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ORLANDO, FLORIDA 


REPRESENTED BY 


Poul H. Raymer Co., Inc. 


The “SM” symbols mark ori 


POPULATION 
T E ESTIMATES 
eSTaMATES RETAIL SALES—1947 CyD 
1/1/48 
CITIES . 
THREE STORE GROUPS (in thousands of dollars) 
Total | Rank| Dollars | Rank l [ne 
(in in (in in Rank | Rank | 
theusands) | Group} thousands) | Group Food | in | General | in Drug 
| Group! Merchandise, Group 
Kenosha, Wisc...... 57.8 | 107 57,815 | 97 17,513 | 82 5,705 | 101 2,157 
Lakewood, Ohio... 75.0 48 55,801 | 103 16,520 | 94 4,620 | 113 | 2,659 
Lancaster, Pa. 74.4 | 49 88,858 | 46 19,285 | 67 17,751 | 20 | 2,712 | 
Lawrence, Mass. 96.0 5 69,953 81 21,010 | 52 7,420 | 88 | 2,326 
Lexington, Ky. 60.6 98 110,486 17 20,363 | 57 15,197 | 35 | 5,385 
| 
Lima, Ohio 59.4 | 101 57,660 | 98 10,300 | 126 10,760 | 64 | 1,606 
Lincoln, Nebr. 99.1 1 119, 200 12 27,277 20 24,250 5 4,092 
Lorain, Ohio 57.0 109 43,187 | 120 12,672 | 114 5,412 104 | 1,042 
} | | 
Macon, Ga. 69.8 | 64 86,094 | 52 20,126 | 59 13,197 | 44 2,546 | 
Madison, Wisc. 85.3 29 130,685 6 29,952 7 19,259 | 14 5,586 
Malden, Mass. 66.1 | 77 50,583 | 113 20,032 | 61 4,927 | 110 | 1,734 
| | 
Manchester, N. H. 93.8 9 81,207 61 28,785 10 8,125 83 1,703 
McKeesport, Pa. 63.0 89 72,310 75 26,218 27 9,497 73 1,950 
Medford, Mass. 75.1 47 32,856 | 128 15,189 | 104 823 | 130 1,252 
Mit. Vernon, N. Y. 69.4 65 78,539 63 27,644 14 5,470 | 103 2,090 
Muncie, Ind. 59.5 | 100 68,152 84 17,258 | 85 8,106 | 85 | 2,337 | 
Muskegon, Mich. 68.0 72 84,640 | 54 19,384 66 10,488 | 65 2,264 | 
| 
New Britain, Conn. 78.2 37 81,420 60 17,956 78 6,092 99 1,824 
New Castle, Pa. 52.7 122 51,559 111 15,147 | 105 9,185 77 1,638 | 
New Rochelle, N. Y. 60.9 96 71,140 77 20,079 60 9,166 78 | 1,749 
| 
Newton, Mass. 84.6 30 51,631 108 23,002 37 1,164 | 127 2,341 | 
Niagara Falls, N. Y. 92.1 13 75,774 70 22,396 38 11,194 61 2,295 
N. Hempstead } 
Township, N. Y. 90.7 14 33,949 | 125 8,046 | 131 2,933 | 119 1,322 | 
Oak Park, Ill. 70.2 63 95,405 34 27,412 16 21,351 12 3,087 
Ogden, Utah 62.8 90 66,910 87 15,676 | 102 10,289 68 2,477 
Orlando, Fla. 53.1 117 89,885 | 42 13,775 | 110 12,797 | 50 3,257 
Passaic, N. J. 63.7 85 90,715 | 40 27,827 13 8,337 | 81 2,239 
Pawtucket, R. |. 79.8 35 94,318 35 24,979 29 7,210 91 3,153 
Phoenix, Ariz. 90.0 17 208 , 279 1 26,560 24 33,740 1 7,965 
Pittsfield, Mass. 60.9 96 62,795 91 16,531 93 11,089 62 1,348 
Pontiac, Mich. 83.7 31 100,896 | 27 27,607 | 15 17,970 18 2,716 
Port Arthur, Texas 72.4 55 61 ,600 93 14,493 107 7,019 92 1,806 


The rankings of Canadian Cities 
starts on page 130. 


© SM, 1948. 
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iginal ’ exclu- 
___ sive estimates by SALES MANAGEMENT. 
EFFECTIVE BUYING INCOME—1947 
yD ESTIMATES 

Net re Rank | Net in- | Rank | Netin- | Rank 
Rank in |come per) in |comeper in 

in Guam Group) Family | Group! Capita | Group 

| Group | | 

82 71,619 112 4,681 82 1,239 | 100 
56 135,642 | 15 5,975 | 23 1,808 | 13 
53 109, 408 | 54 5,161 61 | (#1, 58 
73 111,812 | 50 | 4,368 | 102 | 1,165 | 110 
5 107,082 | 58 5,820, 29 | 1,767 15 
105 66,864 | 121 | 3,821 | 118 1,126 | 115 
17 149,406 | 10 4,789 79 1,508 53 
| 125 68,693 | 117 | 4,641 86 1,205 104 
60 92,823 82 | 4,399| 99 | 1,330 79 
3 128,915 | 22 5,198 58 1,511 52 
100 82,232 | 94 4,672 | 83 1,244 97 
101 115,504 43 4,342 | 104 1,231 | 102 
91 68,463 118 4,200 | 111 1,087 121 
119 66,259 | 123 3,487 | 127 882 129 
86 120,128 | 32 6,390 14 1,731 20 
71 83,860 90 4,659 | 85 1,409 66 
76 78,693 | 102 4,056 | 114 1,157 111 
94 120,437 31 6,114 19 1,540 44 
| 104 60,165 | 126 4,267 | 106 1,142 | 113 
99 85,559 87 | 5,629/ 36 | 1,405 68 
69 99,980 72 4,672 | 83 1,182 107 
75 124,645 26 5,282 54 1,353 76 
115 133, 138 20 5,283 53 1,468 59 
38 118,717 , 34 5,763 | 31 1,691 26 
63 103, 291 62 6,005 22 1,645 33 
33 78,938 100 4,813 76 1,487 56 
79 93,080 80 5,641 34 1,461 60 
35 111,077 ‘51 4,893 74 1,392 | 72 
2 155,114 8 5,540 38 1,723 21 
113 68,034 119 4,174 | 113 1,117. 117 
52 110,957 52 4,803 77 1,326 82 
96 80,021 99 4,021 116 1,105 119 

SALES MANAGEMENT 


TTIW LALLA LLL 


mn 


ENA A 


@ THE HUB OF 


WESTERN MASSACHUSETTS’ 
SHOPPING TRAFFIC 


Pittsfield's retail sales— 
$62,795,000—are 25°, above 


par for a Massachusetts city 


eet. t 


of its size. RANK 
‘ , Total 
Money slips across retail coun- i ge ae 
ters at a pace that advances | Populstion —-= - 
h “+ f N 9 L Retail Sales $62,795,000 91 4 
t e cl y -+. Trom Oo. rank in Gen. Mdse. 11,089,000 62 2 | 
its Massachusetts population Food 16,531,000 93 4 8 
group = to Drugs 1,348,000 113 14 6 
. . Net Income 68,034,000 119 14 8 
Ist in general merchandise homper tn ne ue om + 
4th in retail sales Income per Cap. 1,117 117 13 7 
8th in food sales or 3 O07 OF 


8th in drugs 
Pittsfield is the "big city'’ of 


the western end of the state Pittsfield's above-par sales ratings 


. . . Vital to your Massachu- in U. S., New England, and Massa- 
setts sales record. chusetts, and its above-par ratings 
The Berkshire Evening Eagle in all regional and state compari- 


sons... plus the Berkshire Eagle's 


parallels the market's rich 
complete coverage throughout the 


potential all the wey through entire market . . . stamp Pittsfield 
with an unusually effective as a must on your advertising 
coverage pattern of 121% schedule. 

... completely blanketing the 
city and the trading area with 
its many wealthy communities. 


THE BERKSHIRE EAGLE 


PITTSFIELD, MASS. 


The Julius Mathews Special Agency, Inc. 


New York, Chicago, Boston, Philadelphia, Detroit, Syracuse 


Mmmm mmm mm LMM 


RUN LRM 


i MMA 
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SINCE 1940 
BD ae Se non 


A healthy market! 
ROANOKE - 


° ° % «@ 55 $16 MILLION 
ideal for testing! § | eck sesame) Siti 
CONSTRUCTION 


$32 MILLION 
MORE POSTAL 
RECEIPTS 


ROANOKE 
Ti MES AN D WO RLD N EW S All figures from files of Roanoke Chamber of Commerce 


ROANOKE VIRGINIA Write for booklet, “Test Markets 
SAWYER * FERGUSON: WALKER CO. —How to Identify Them” to 


. : Sawyer, Ferguson, Walker Co., 
National Representatives 60 E. 42 St,, New York 17,N.. 


o,e ° . . The “‘SM” symbols mark original, exclu- 
Cities With Population 50,000 to 99,999—( Continued) sive estimates by SALES MANAGEMENT. 
POPULATION 
OD EFFECTIVE BUYING INCOME—1947 
RETAIL SALES— 
ESTIMATES 1947 ESTIMATES 
1/1/48 67D ESTIMATES 
CITIES i jae —— : 
THREE STORE GROUPS (in thousands of dollars) | 
Total Rank Dollars | Rank ; “| ~) | Net Dollars | Rank | Net in- | Rank | Net in- | Rank 
(in in (in in Rank Rank | Rank in | in |comeper) in |comeper! in 
thousands) | Group] thousands) | Group Food in General | in Drug in thousands) | Group) Family | Group) Capita | Group 
Group Merchandise, Group Group 
Portland, Me. 87.6 25 127,463 7 33,227 5 17,366 | 23 3,408 | 30 166,131 5 6,439 11 1,896 8 
Portsmouth, Ohio 55.5 112 48,769 | 115 10,954 | 125 9,418 75 1,172 | 122 57,463 128 3,756 | 121 1,035 | 124 
Portsmouth, Va. 71.2 60 59,682 96 19,098 69 4,159 115 2,504 61 89,837 84 4,425 97 1, 262 95 
Pueblo, Colo. 62.2 94 70,451 80 17,183 | 87 10,356 | 67 1,410 | 111 69 , 308 116 3,554 126 1,114 118 
Quincy, Mass. 88.0 22 90,953 39 31,843 6 9,969 71 3,075 40 85,190 | 88 3,625 | 123 968 | 128 
Racine, Wisc. ‘ 77.7 38 79,963 62 25,326 | 28 8,116 84 2,951 43 112,203 49 5,293 52 1,444 63 
Raleigh, N. C. 65.1 81 88,810 | 47 13,373 | 112 7,413 | 89 2,774 49 86,042 86 5,215 | 56 1,322 84 
Riverside, Calif. 51.5 | 127 62,445 | 92 16,251 | 97 10,197 | 70 2,163 80 63,794 | 125 3,797 | 120 1,239 | 100 
Roanoke, Va. 73.3 | 52 117,288 14 23,175 36 14,719 | 37 3,782 22 102,819 63 5,192 59 1,403 69 
© SM, 1948. 


WSLS' mascot. 
Martha Ann. 
We call her Miss 
Sweet Six-Ten! 


CALLING ALL TIME BUYERS/ 
Among Cities of 50,000 to 100,000 Population 


ROANOKE, VIRGINIA 


ALTHOUGH 52nd IN POPULATION 


e RANKS 14th IN RETAIL e 37th IN GENERAL MER- 
SALES CHANDISE SALES 
e 36th IN FOOD SALES e 22nd IN DRUG SALES 


Roanoke and its rich surrounding counties are a good buy over 


W 7 L, C 610 Kilocycles and 1000 Watts 
Ask WEED AND COMPANY! 


WSLS-FM, TOO . . . COVERING 26,000 SQUARE MILES 


110 SALES MANAGEMENT 
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Portland, MAINE 


in the 100,000 population group 


Now An Even Better Market 


To sell Maine, you must sell Portland. Year after 
year this biggest distribution center north of Boston 
steadily increases in sales value. You can look 
to Portland for fast and_ satisfactory results 
from your advertising dollar — and get them! 


a “must” in your sales planning 


9 
— and here’s why — 
Ist with Retail Sales of More Than $127,463,000 in Regional and State Rank- 
ing. 
Ist with Food Sales of More Than $33,227,000 in Regional and State Ranking. 


1 ‘ with General Merchandise Sales of More Than $17,366,000 in Regional 
Ss and State Ranking. 


Ist with Drug Sales of More Than $3,408,000 in Regional and State Ranking. 


1 with Net Income of More Than $166,131,000 in Regional and State Rank- 
st ing. 


1 with Income Per Family of More Than $6,439 in Regional and State 
st Ranking. 


: with Income Per Capita of More Than $1,896 in Regional and State 
st Rankings. 


To cover Maine’s first market, you must use 
The Portland, MAINE 
Press Herald—Evening Express 


& Sunday Telegram 
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SECOND Cities 50,000 to 100,000 


IN PER CAPITA INCOME 


SECOND Cities 50,000 to = 


IN PER FAMILY INCOME 


SIXTH 


IN POPULATION GROUP 


Cities 50,000 to 100,000 


IN NET INCOME 


K 


Cities 50,000 to 100,000 


According to Sales Management’s November, 1948, 
market ratings for 502 leading cities, Sioux City, Iowa, 
ranks at the top of its population group. FIRST in net 
income, SECOND in per capita income and SECOND 
in per family income, Sioux City, as a city, represents 
a good sales potential. However, Sioux City is only a 
small portion of the GREAT SIOUX CITY MARKET 
—one of the richest, most responsive, spending markets 
in the nation today. (Complete market data upon re- 
quest.) 


Che Sioux City Journal 
D BY JANN & KELLEY, INC. 
SIOUX CITY JOURNAL-TRIBUNE 


REPRESENTED BY JANN & KELLEY, INC. 


NEW YORK - CHICAGO . DETROIT. ATLANTA . SAN FRANCISCO 


Cities With Population 50,000 to 99,999—(Continued) 


The “‘SM” symbols mark original, exclu- 


__ sive estimates by SALES MANACEMENT. 


POPULATION 
yD EFFECTIVE BUYING INCOME—1947 
ESTIMATES RETAIL SALES—1947 ESTIMATES 
1/1/48 GYD ESTIMATES 
CITIES a Gzeee Geass Ghee ae 7 
THREE STORE GROUPS (in thousands of dollars) 
Total Rank| Dollars | Rank r ee fe Net Dollars Rank Netin- | Rank Netin- Rank 
(in in (in in Rank Rank Rank (i in comeper in comeper in 
thousands) | Group} thousands) | Group Food in General in Drug in thousands) | Group Family | Group Capita Group 
Group Merchandise Group Group 
Rock Island, Ill... 53.3 | 116 46,364 117 11,770 121 6,626 94 1,345 | 114 72,684 110 4,543 94 1,364 | 74 
Rockford, Ill. 94.2 8 138,065 4 33 ,825 4 23 ,392 7 3,668 | 23 161,116 | 7 §,838 | 28 1,710 | 24 
St, Joseph, Mo. 87.1 27 90,191 | 41 20,429 53 12,040 55 5,423 4 115,621 42 4,220 110 1,327, 81 
St. Petersburg, Fla. 90.3 15 120,577 10 21,413 | 45 13,021 | 46 9,903 | 1 134,922 | 16 4,004 | 117 1,494 55 
Salem, Ore. $1.6 | 127 64,064 89 16,644 | 91 11,655 59 1,148 | 123 55,443 | 129 3,205 | 131 1,077 | 123 
San Bernardino, Calif. 71.3 58 103,969 | 22 27,411 17 18,618 15 2,851 | 45 99,400 | 74 4,266 107 1,394 71 
San Jose, Calif.. 98.0 2 186,023 3 41,967 1 23,464 6 4,332 | 15 145,391 13 4,392 | 101 1,484 | 57 
Santa Monica, Calif. 71.3 58 110,944 | 16 26,549 | 25 7,786 | 86 4,403 | 14 117,203 39 4,508 | 96 | 1,644) 34 
Schenectady, N. Y. 97.7 3 95,645 | 33 27,382 | 19 14,642 38 3,081 | 39 148,531 11 5,175 | 60 | 1,520) 51 
Sioux City, lowa 95.9 6 109,393 18 26,714 | 23 22,620 10 4,515 | W 214,994 1 7,651 2 2,241 2° 
© SM, 1948. 
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Cid 


CHAMPION 
Sales Lifter! 


Yes, the powerful buying 
strength of Quad-Cities’ 200,000 
metropolitan population has 
boosted many a sales curve to 
championship heights! 


Here is a market that meets 
every requirement for economi- 
cal radio selling. It has the size 
... it has the income ... it has 
WHEBF to help regional and na- 
tional advertisers do a better 
selling job. 


Hooper shows that WHBF de- 
livers more daytime listeners in 
the QUAD-CITIES than any 
other station ... a close second 
at night. WHBF can sell your 
product or service in this proven 
market, and we invite your 
inquiry. 


MOLINE 


ISLAND 
Les Johnson, V. P. and Gen. Mgr. 
Affiliate of Rock Island Argus 


fey Rewtirrs 


RADIO STATION REPRESENTATIVE 
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UCSON.ARIZONA 
One of the Countrys Superior Markets” ; 


says Sales Management 


IN FOOD SALES @ DRUG SALES @e GENERAL MERCHANDISE SALES 


and in Effective Buying Income Tucson Ranks as 
ONE OF THE TOP 101 CITIES IN THE U.S.A! 


Tucson's isolated geographic position makes it the only metropolitan shopping 
center within a radius of 125 miles. A diversified population including an enroll- 
ment of 5500 students in the University of Arizona, permanent army airbase per- 
sonnel numbering over 6000, and an ever increasing influx of winter visitors . . . 
all contribute to make up a dynamic market, in the fastest growing section of the 
country. 


INVEST YOUR ADVERTISING DOLLARS IN TUCSON, ARIZONA 


where money is being spent... 
USE THE PAPERS THAT SOUTHERN ARIZONANS READ , 
Che Arizona Dailp Star TCucson Daily Citizen 
(morning and Sunday) (evening) 
{BC Combined Circulation—Daily—39,564, Sunday—27,975. (March 31, 1948.) 


(ABC trade area outlined on map) 


ARIZONA 


ene . ° . The “SM” symbols mark original, exclu- 
Cities With Population 50,000 to 99,999—{Continued) sive estimates by SALES MANAGEMENT. 
POPULATION 
6D EFFECTIVE BUYING INCOME—1947 
TIMATES 
esTaaares RETAIL SALES—1947 ES GD 
1/1/48 ESTIMATES 
CITIES ; a come j = 
THREE STORE GROUPS (in thousands of dollars) 
Total Rank Dollars Rank Net Dollars Rank | Netin- | Rank Netin- Rank 
(in in in in Rank Rank Rank (in in \comeper) in comeper in 
thousands) | Group] thousands) | Group Food in General in Drug in thousands) Group; Family |Group Capita Group 
Group Merchandise Group Group 
Springfield, Ill. 88.4 21 120,226 | 11 24,230 31 17,447 21 3,962 21 134,465 17 | 5,017. 71 «1,521 50 
Springfield, Mo. 69.3 68 89,166 44 20,426 54 17,420 22 4,623 10 112,451 48 5,020 70 1,623 39 
Stamford, Conn. 71.6 56 83,637 | 56 23,323 33 5,015 107 1,693 102 120,600 29 6,484) 10 1,684 27 
Stockton, Calif. 65.9 78 131,062 5 35,834 3 16,506 26 3,222 34 113,502 | 47 5,458 41 © 1,722 22 
Terre Haute, ind. 76.6 | 42 89,590 43 21,912 42 19,791 13 3,152 36 133,218 | 19 5,350 49 1,739 18 
6 
Topeka, Kan. 89.3 18 125,334 9 26,849 21 12,835 49 4,518 11 171,447 3 6,123 18 =1,920 16 
Troy, N. Y. 69.4 65 67,807 85 21,559 43 6,296 98 1,894 | 92 121,513 28 5,957 24° «1,751 38 
Tucson, Ariz. 50.0 | 132 86,909 51 21,390 47 13,382 43 4,656 8 81,359 96 5,611 37 | 1,627 54 
Union City, N. J. 59.2 | 102 85,633 53 23,201 35 12,942 48 2,161 81 89,142 85 5,153 62 1,506 
© SM, 1948. 
‘6 . 29 
One of only 29 “Very Exceptional 
. . 
’ » 20,000 and up U. §S. cities 
The only city in Pennsylvania over 50,000 Sales Management in its introduction to this 
population that is above normal ratio to popu- study says “But it is the exceptional city which 
lation on every one of Sales Management’s has rankings the same as or higher than popu- 
seven Index Points: lation in all or even a majority of the other 
Retail Sal Food Sal columns”... What then when you omit “same 
etail Sales COG Imes as” and “or even a majority”—only considering 
General Merchandise Sales Drug Sales a better than even ratio? Is “very exceptional” 
Total Net Income Per Family Income a good term? 
Per Capita Income an oon 
P The Williamsport Sun-Gazette & Bulletin is 
In all the U. S. there are only 29 such cities the dominant newspaper in Williamsport giving 
out of the 245 of 50,000 or more population. 100% coverage in the City Zone. 


Williamsport, the only one in Pennsylvania, is 
one of only 6 in the entire Northeastern U. S. 


WILLIAMSPORT SUN ... GAZETTE & BULLETIN 
Represented by J. P. McKinney & Son. ° New York ° Chicago ° San Francisco 


SUE TUEL UPN N DR NmEHHRaEON DE FUnENE FEN iErNEN 
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| Put the “Spending City” on Your 1949 Schedule! 


WANT YOUR SLICE OF THIS SPENDING MARKET? 
YOU GET 99.7% COVERAGE WITH THE— 
RANKS 123RD IN CITY SIZE 


73RD IN FOOD SALES Wo ONSOCKET Cau 
Y 


88TH IN DRUG SALES Rhode 
75TH IN FAMILY INCOME : &  sland’s 
in its population group. CG PLUS 
: > MARKET 
ss - Representatives: 
Source: S. M. Special Market Ranking Survey Gilman, Nicoll & Ruthman oe 
4° a “a . aa 2 “Re seal The “SM” symbols mark original, exclu- 
Cities With Population 50,000 to 99,999—(Continued) le estimates by SALES MANAGEMENT, 
POPULATION 
} 6yD EFFECTIVE BUYING INCOME—1947 
RETAIL SALES—1947 ESTIMATES 
ESTIMATES 
1/1/48 6yD ESTIMATES 
al CITIES 
THREE STORE GROUPS (in thousands of dollars 
-4 Total Rank Dollars Rank Net Dollars Rank | Net in- Rank | Net in- | Rank 
~ in in in in Rank Rank Rank (in in \comeper| in (come per, in 
thousands) Group} thousands) Group Food in General in Drug in thousands) Group) Family | Group) Capita | Group 
Group Merchandise Group Group 
Upper Darby, Pa. 79.6 36 55,094 104 17,390 83 5,874 100 3,632 25 109,973 53 5,021 69 1,382 | 73 
ol Waco, Texas 71.6 56 75,548 71 15,570 103 11,966 56 2,756 50 100, 356 71 4,779 80 1,402 70 
Warren, Ohio 64.9 82 56,098 101 13,301 113 7,216 90 1,552 107 66,381 122 3,815 | 119 1,023 | 125 
nk Waterloo, lowa 76.5 44 89,111 45 17,850 81 12,569 52 2,336 72 120,446 30 5,353 48 1,574 43 
m= Wheeling, W. Va. 64.5 84 83,164 57 21,407 46 15,374 33 2,728 51 106 ,226 59 5,805 30 1,647 32 
Wichita Falls, Texas 57.4 108 71,070 78 16,029 100 8,805 80 2,253 78 77,945 | 103 4,640 87 1,358 75 
Wilkes-Barre, Pa. 93.0 10 102,302 25 28,387 12 31,359 2 2,841 46 130,715 21 5,862 | 26 1,406 67 
) Williamsport, Pa. 50.6 131 51,824 107 14,103 108 9,453 74 1,865 | 93 77,432 105 5,232 55 1,530 | 47 
) 
Winston-Salem, N. C. 89.1 20 101,493 26 17,925 80 12,330 54 3,620 26 147,563 12 6,200 16 1,656 | 31 
] Woonsocket, R. |... 52.5 123 48,281 116 18,171 73 5,014 108 1,964 88 69,803 115 4,814 75 1,330 79 
) York, Pa. 67.2 76 70,917 79 17,257 86 13,448 41 1,956 89 102,519 64 5,204 57 1,526 | 48 
| alekai 
TOTAL for 132 Cities 9,371.5 10,493,096 2,628,942 1,473,939 349, 167 rm 13,574,340 
] 
] % @U.S.A..... 6.517 8.923 8.399 9.387 9.632 - 7.916 
| - 
Cities With Population 25,000 to 49,999 
Abilene, Texas. 41.8 70 37,884 122 9,446 135 9,951 18 2,216 28 45,731 123 3,718 | 208 1,094 186 
Albany, Ga. 32.5 160 36,938 131 6,382 | 214 6,326 78 919 163 36,391 183 4,089 168 1,120 | 176 
Albuquerque, N. M. 46.0 27 69,310 | 13 13,338 | 54 * | 230 * | 245 92,582 4 6,709 | 13 2,013 11 
Alexandria, La. 45.9 29 36,879 132 | 6,353 215 9,223 28 1,453 81 54,546 82 4,261 | 149 1,188 159 


* Figures withheld to avoid disclosure. © SM, 1948. 


B@TH IN THE SP@TLIGHT 


Wyoming Valley Broadcasting Co. 
88 N. fFiarkiin St., Wilkes-Barre, Pa. 
Honored repeatedly for its local programming, with two 


Billboard awards and citations from Radio Daily and Va- 
riety— 


WILKES-BARRE, PENNSYLVANIA 


Second only to Philadelphia and Pittsburgh among Pennsyl- 
vania's major markets— 

oe 6 ge Sealy Seats eee ee Young, aggresive WILK excels in winning audience interest, 
building audience preference— 


With a record for general merchandise sales surpassing 


ity i he ¢ entioned— : 
ny See ey ee ee ee ee Let us show you how you can get larger sales volume in 


With a percentage of the state's retail sales that's 45% Wilkes-Barre and the prosperous half-million Wyoming 
above its percentage of population— Valley market area by using WILK. 


TOP MARKET TOP MEDIUM TOP OPPORTUNITY 


ye 
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Amsterdam, N. Y. $32,129,000.00 


AMSTERDAM, N. Y. and Montgomery County 


Important Parts of The Historic, Industrial Mohawk Valley 


AMSTERDAM, "the Leading Rug Manufacturing Center of the World," is a city of diversified industries, 
assuring you a RICH, STABLE Market for YOUR Products and Services. Quality of Market Index—117. 


All estimates furnished by Sales Management. 


RETAIL SALES — 1947 


NET FAMILY INCOME 
Amsterdam, N. Y.—$5,203.00 


98.7°/, Of Amsterdam Families Read and Buy Through The 


AMSTERDAM EVENING RECORDER 


Montgomery County’s ONLY Daily Newspaper 


Montgomery County $46,904,000.00 


Cities With Population 25,000 to 49,999—(Continued) 


THE “SM” symbols mark ori inal, exclu- 
___Sive estimates by SALES MAN GEMENT. 


POPULATION 
EFFECTIVE BUYING INCOME—1947 
a. RETAIL SALES—1947 CrD ESTIMATES 
1/1/48 GYD ESTIMATES 
CITIES os ee eee ee | 7 
THREE STORE GROUPS (in thousands of dollars) 
Total Rank} Dollars | Rank| — l | Net Dollars | Rank | Net in- | Rank | Net in- | Rank 
(in | in (in in | | Rank | | Rank | Rank n in |comeper| in |come per in 
thousands) | Group} thousands) | Group) Food len fr — pe Drug a thousands) | Group} Family | Group} Capita | Group 
| roup) er ise| roup) roup 
a ee SF CS a a ae ee ee 
Alhambra, Calif. 46.5 | 22 64,763 | 21 19,932 | 10 | 4,379 | 133 2,429 | 17 55,393 | 77 | 3,644 | 213 1,191 | 158 
Aliquippa, Pa. 30.0 | 190 20,435 | 227 7,206 | 191 6,575 | 68 | 528 | 223 27,593 | 237 | 4,058 | 171 920 | 230 
| 
Alliance, Ohio 34.4 | 130 27,187 | 205 | 6,412 | 212 | 4,730 | 124 | 706 | 195 33,860 | 199 | 3,455 | 226 984 | 220 
Alton, Hl... 36.3 | 109 45,763 | 81 | 11,134 | 92 | 5.017 | 114 932 | 160 46,033 | 122 | 4,343 | 139 | 1,268 | 128 
Amsterdam, N. Y.. 35.4 | 118 32,129 | 167 10,099 | 113 3,732 | 152 1,018 | 141 50,990 | 96 | 5,203) 62 | 1,440| 84 
| | | | 
Ann Arbor, Mich. 39.0 | 90 63,340 | 24 15,961 | 25 | 2.000 | 44 | 3,283 5 75,545; 16 | 5,996 | 25 | 1,937) 15 
Anniston, Ala... 37.0 | 105 33,421 | 159 | 7,821 | 180 5,245 | 108 | 970 | 151 40,128 | 164 | 3,934 | 188 | 1,085 | 193 
Appleton, Wisc. 32.9 | 153 47,403 | 78 | 10,896 | 96 8,344 | 38 1,198 | 119 42,176 | 153 | 4,686 | 105 | 1,282 | 122 
Arlington, Mass. 45.6 | 33 21,391 | 225 | 10,190 | 1 917 | 204 | 992 | 146 44,962 | 129 | 3,810 | 197 986 | 219 
Ashland, Ky. 35.2 | 121 37,721 | 124 8,450 | 158 4,759 | 122 | * | 245 36,526 | 180 | 3,970 | 183 | 1,038 | 206 
Ashtabula, Ohio 30.5 | 186 29,550 | 186 | 6,984 | 197 4,713 | 125 | 511 | 225 34,686 | 195 | 4,033 | 175 | 1,137 | 171 
Attleboro, Mass. 26.6 | 232 19,417 | 231 | Po 1,259 | 196 | 281 | 241 24,847 | 248 | 3,269 | 238 934 | 226 
Auburn, N. Y. 36.8 | 106 37,637 | 125 | 10,890 | 97 4,550 | 131 | 1,042 | 136 58,069} 65 | 5,530; 43 | 1,578 | 49 
Austin, Minn... 29.7 | 194 25,452 | 212 | 6,612 | 205 3,522 | 155 1,009 | 142 25,860 | 245 | 3,273 | 237 871 | 244 
| 
Bakersfield, Calif... .. 43.6 | 62 126,079; 1 | 25,568 | 1 16,696 | 2) 2,559 | 12 69,728 | 24 | 5,090) 73 | 1,599 | 44 
Bangor, Me... 33.7 | 143 51,369 | 61 | 11,415 | 85 6,259 | 80 | 1,780 | 46 51,510 | 94 | 5,539 | 42 | 1,528) 64 
Barberton, Ohio... 32.8 | 157 21,717 | 224 6,289 | 219 1,469 | 188 | 532 | 222 43,395 | 139 | 5,046) 75 | 1,323 | 109 
| Po 4 | | 
Baton Rouge, La. 33.3 | 149 90,730 | 3 14,043 | 40 14,066) 5 | 3,136) 7 42,517 | 150 | 4,572 | 121 1,277 | 124 
Belleville, Il. 29.7 | 194 34,904 | 146 8,534 | 155 nasal he 959 | 154 39,976 | 166 | 4,442 | 134 | 346 | 104 
| | | | | =r: 
* Figures withheld to avoid disclosure. © SM, 1948. 


BANGOR’S SALES RATIO HIGHEST 


Bangor, with 3.66% of Maine’s population, almost 
doubles that percentage in ringing up 7.16% of 
the state’s retail sales. No other Maine city 
equals Bangor’s sales ratio of 195. Among cities 
of its size in all New England (50,000 to 100,000), 
Bangor is fifth in retail sales, fourth in general 
merchandise, second in drug sales. 


But that’s only a small portion of the Bangor 
story! Bangor is the market hub for rich 
Northern-Eastern Maine—seven counties with 


$303,676,000 net income, $233,048,000 retail sales. 


116 


IN STATE!! 


The Daily News alone effectively covers this 


market .. 


. more than 100% coverage in the 


city’s homes (averaging $5,539 net income) and 
75% coverage in the seven counties. No other 
Maine daily reaches as many families as the 
Bangor Daily News, Maine’s largest daily. 


Bangor Daily News 


BANGOR, MAINE 


A Superior City, with maximum superiority in USA, N. E., and Me. rankings 


SMALL, BREWER & KENT, INC., New York - Chicago - 
Angeles - San Francisco 


Boston - Los 


SALES MANAGEMENT 


Sa ee 


\|D| 


Cities With Population 25,000 to 49,999—(Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


POPULATION 
EFFECTIVE BUYING INCOME—1947 
RETAIL SALES—1947 ESTIMATES 
ESTIMATES 
48 yD ESTIMATES 
CITIES es ; es iar te % l : 
THREE STORE GROUPS (in thousands of dollars) | 
sssdunsiadimbiieeaiiiaiatiol inal | | 
Total Rank Dollars | Rank l { ] Net Dollars | Rank | Net in- | Rank | Net in- | Rank 
(in in (in in Rank | | Rank | Rank (in | in \come per in |come per) in 
thousands) | Group] thousands) Group Food in General in Drug in | thousands) Group) Family | Group) Capita | Group 
Group, Merchandise Group Group 
Belleville, N.J........ 33.9 | 138 13,452 | 251 6,015 226 175 | 226 498 | 228 44,081 136 | 5,009) 79 | 1,300| 116 
! | 
Bellingham, Wash. .. . 36.0 | 113 29,790 | 182 12,410 69 8,036 45 1,639 63 43,289 141 | 3,548 220 | 1,202 | 151 
Belmont, Mass........ 31.9 | 166 12,513 | 255 8,010 177 293 221 972 150 27,214 239 | 3,279 | 236 | = 853 | 245 
Beloit, Wisc. 37.2 | 102 38,913 | 114 11,589 83 3,751 151 1,311 98 44,563 133 | 4,126 | 167 | 1,198 | 153 
| 
Belvedere, Calif....... 45.2 | 35 23,483 | 216 9,235 | 140 1,460 190 455 | 233 53,958 87 5,043 | 76 | 1,194 | 156 
Beverly, Mass... 31.4 | 172 17,746 | 237 6,339 | 218 1,245 197 650 | 204 32,538 203 | 3,783 200 | 1,036 | 207 
Beverly Hills, Calif. 30.7 | 182 115,567 | 2 25,395 | 2 1,460 190 4,706 2 91,982, 5 9,483) 1 | 2,996) 1 
Billings, Mont......... 33.9 | 138 50,449 67 10,028 | 115 5,545 100 1,925 34 53,875 88 5,083| 74 | 1,589 | 46 
Biloxi, Miss... 35.9 | 115 21,346 | 226 3,840 | 255 2,287 175 581 215 28,439 232 2,844 | 252 | 792 | 253 
Bloomfield, N. J. 48.5 7 34,601 147 13,467 50 833 | 205 1,449 82 76,733 13 | 5,903 28 | 1,582) 48 
Bloomington, Ill... .. 34.7 | 127 55,071 | 46 13,015 | 59 8,611 35 1,590 | 67 58,147, 64 5,486 | 45 | 1,676 | 35 
Bloomington, Ind... .. 26.8 | 228 29,437 | 188 7,245 | 188 * | 20 * 245 29,231 227 | 3,748 | 203 | 1,091 | 189 
Boise, Idaho. 31.3 | 173 62,654 25 | 12,939 60 * | 230 1,899 38 66,488 28 6,649, 14 | 2,124) 7 
Bristol, Conn.......... 38.4 | 94 29,607 | 184 8,824 | 150 1,855 | 184 577 | 216 62,344 | 48 6,234 | 18 | 1,624 | 40 
Brownsville, Texas. . 29.8 © 192 15,246 | 247 3,844 | 254 2,992 167 650 | 204 28,518 231 | 3,758 | 202 | 957 | 223 
Brunswick, Ga. 27.9 | 212 16,879 239 3,981 253 1,339 193 642 | 206 17,141 | 257 2,226 | 257 | 614 | 256 
Burlington, lowa...... 38.5 | 92 35,991 | 138 10,026 | 116 6,267 | 79 1,449 82 59,406 | 57 4,910, 84 | 1,543| 60 
Burlington, N.C....... 25.2 | 250 34,102 | 152 6,353 | 215 4,798 | 119 1,126 | 125 32,009 | 206 5,001 | 81 | 1,270 | 127 
Burlington, Vt. 34.9 | 124 48,808 72 16,373 19 9,293 26 1,353 | 89 50,086 | 103 5,164 | 65 | — 87 
Butler, Pa... 27.9 | 212 40,228 107 10,416 | 105 7,544 | 54 1,096 127 30,075 | 221 4,064 170 | 1,078 | 196 
Butte, Mont. 43.2 | 58 60,443 31 19,153 | 13 6,269 | 77 1,274 105 89,672 6 | 5,748| 38 | 2,076) 8 
Casper, Wyo.. 27.3 | 223 30,628 | 177 5,848 | 235 2,927 168 1,032 | 140 35,511 188 3,990 | 180 | 1,301 | 115 
| 
Central Falls, R. 1... 25.1 254 12,351 256 6,467 | 209 233 224 651 202 24,804 249 3,702 210 | 988 | 218 
Champaign, II... 26.4 | 234 55,847 | 42 9,506 132 9,911 20 2,271 25 44,826 130 5,401) 54 | 1,688 | 33 
Chelsea, Mass. 45.2 | 35 42,900 94 | 14,460 36 2,533 172 1,207 116 54,427 83 5,040, 77 | seed hes 
Cheyenne, Wyo. 36.0 | 113 37,412 | 127 8,281 | 164 4,270 135 1,739 | 50 61,831 51 5,889 31 | 1,718 | 31 
Chicopee, Mass. 49.4 2 18,130 , 234 9,073 | 144 534 214 315 239 53,836 89 4,413 136 | 1,090 190 
Chillicothe, Ohio 28.1 | 210 27,797 | 200 6,575 | 207 3,044 165 879 168 26,095 243 3,144 | 247 929 | 228 
Clarksburg, W. Va. 34.6 128 40,004 | 110 10,105 | 112 6,144 85 1,255 109 55,997 74 | 5,894 30 | 1,618) 41 
Clinton, lowa 34.8 | 125 33,481 | 158 9,323 | 139 5,589 99 941 159 63,745 42 6,250 17 | 1,832) 19 
Colorado Springs, Colo. 43.9 | 45 67,380 | 14 16,530 18 8,540 36 3,035 8 76,066 14 4,939 88 | 1,733: 28 
! ' 
Compton, Calif. 32.9 | 183 38,276 | 119 9,235 140 973 202 1,215 114 42,270 151 4,313 | 144 | 1,285 | 120 
Concord, N. H. 32.9 | 153 30.463 | 178 10,964 | 95 4,403 | 132 1,273 106 37,625 177 | 3,919 190 | 1,144 | 170 
Council Bluffs, lowa 48.0 12 42,965 93 12,119 72 5,853 90 1,820, 41 74,141 18 | 5,258) 60 | 1,545) 59 
| 
Cranston, R.1........ 48.6 6 24,703 214 9,688 | 129 275 223 1,056 131 54,215 85 4,170 | 161 | 1,116 | 178 
Cumberland, Md. 46.7 21 58,950 37 17,491 15 a; & (or | 3 60,317 | 84 | 4,826 | 9 | 1,282) 118 
Cuyahoga Falls, Ohio 28.9 200 16,287 | 240 5.443 243 623 216 564 219 40,880 160 5,110 69 | inal = 
Danbury, Conn. 31.5 169 53,469 52 11,350 87 3,897 145 1,002 144 34,006 198 | 3,954 186 1,080 | 194 
Danville, Il. 39.7 | 84 58.174 | 39 13,182 | 58 9,918 19 2,188 29 62,993 44 4,683 | 89 | 1,587) 47 
Danville, Va. 33.6 145 47.050 | 79 9,568 131 9,861 22 1,825 39 48.378 111 5,316) 59 | 1,440) 84 
Daytona Beach, Fla. 26.7 | 229 35.078 | 145 8,897 149 3,304 159 1,801 44 41,508 158 4,664 | 108 md 57 
East Cleveland, Ohio 44.5 | 37 26,572 | 207 6,124 221 364 218 1,270 107 101,157 1 +=, 7,277| 9 | 2,273) 2 
East Liverpool, Ohio 29.7 194 32,486 163 8,444 160 4,713 125 847 | 171 35,137 101 | 4,134) 166 | 1,163 | 160 
East Providence, R. |. 31.5 169 21,895 223 9,392 136 317 220 821 177 38,823 171 4,567 | 122 | 1,232 | 141 
Easton. Pa....... 413. «77 50.123 69 14,962 31 10,184 15 1,822 40 62,235 49 5.143 | 66 | 1,507) 69 
Eau Claire, Wisc. 47.5 | 14 44,174 88 9,737 127 * | 230 1,387 86 42,574 148 3,201 241 | 896 | 238 
| } 
Elgin, t.. 42.1 | 69 48,090 74 13,686 47 11,186 12 1,686 56 70,261 22 5,807, 36 | 1,669 | 36 
Elkhart, Ind....... 40.1 | 81 40,316 106 10,477 104 5,485 103 1,505 76 46,962 118 4,014 177 | 1,171 | 166 
Elyria, Ohio. . 34.4 | 130 32,150 166 8,185 169 4,336 134 792 180 42,249 152 4,183 | 160 | 1,228 | 142 
Enid, Okla. 33.7 143 43,483 90 8,418 162 7,474 55 1,636 64 41,979 155 3,960 | 185 | 1,246 | 136 
Eugene, Ore. 37.9 98 61,998 27 13,460 52 13,530 7 1,584 69 44,562 134 3,509 | 222 | 1,176 | 163 
Everett, Wash. 35.3 120 55,740 43 17,231 17 9,833 23 1,675 87 $5,446 76 4,621) 114 | 1,671) 61 
Fairmont, W. Va. 31.1 176 30,782 | 176 7,885 179 4,808 118 919 163 35,826 185 4,316 143 | 1,152 | 169 
Fargo, N. D... 36.1 | 112 64,026 | 23 9,063 | 145 * | 230 1,329 94 70,096 23 6,805) 1 | ae 13 
Ferndale, Mich. 35.2 121 19,619 230 5,172 247 784 206 705 | 196 29,903 222 3,360 233 | «850 | 246 
| 
* Figures withheld to avoid disclosure. © SM, 1948. 
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WLAM : 


* 1st in Industrial Payrolls 
* 2nd in Total Population 


* 2nd in Retail Sales 


INCLUDE LEWISTON-AUBURN AND 5,000 
WATT WLAM IN YOUR SALES FUTURE 


CITIES 


Findlay, Ohio 
Fitchburg, Mass. 
Fond du Lac, Wisc. 


Fort Dodge, lowa... 
Fort Lauderdale, Fla. 
Fort Smith, Ark. 


Framingham, Mass. 
Gadsden, Ala. 
Galesburg, Ill. 


Garfield, N. J.. 
Gloucester, Mass. 
Goldsboro, N. C. 


Grand Forks, N. D. 
Grand Island, Nebr. 
Granite City, Il. 


Great Falls, Mont. 
Greenville, Miss. 
Greenville, S. C. 


Greenwich, Conn. 
Hackensack, N. J. 
Hagerstown, Md. 


Hattiesburg, Miss. 
Hazleton, Pa. 


High Point, N.C. 


Hot Springs, Ark. 


Huntington Park, Calif. 


Huntsville, Ala. 


Hutchinson, Kans. 
Inglewood, Calif. 
Jackson, Te, n. 


Jamestown, N. Y. 
Janesville, Wisc. 
Johnson City, Tenn. 


Joliet, il. 
Joplin, Mo. 
Kankakee, Ill. 
Kingston, N. Y. 
Kingston, Pa. 


Cities With Population 25 000 to 49 999—(Continued) 


POPULATION 
ESTIMATES 
1/1/48 
Total Rank 
(in in 
thousands) | Group 

25.8 241 
49.4 2 
31.9 166 
27.5 222 
27.6 221 
46.1 25 
29.0 | 199 
46.8 19 
33.9 | 138 
32.1 164 
27.1 224 
26.7 | 229 
25.0 | 255 
26.0 | 240 
28.9 | 200 
42.3 67 
26.7 229 
42.8 61 
39.4 87 
30.7 | 182 
38.7 91 
37.2 | 102 
43.4 54 
44.5 37 
30.6 184 
29.9 191 
29.3 197 
32.3 161 
43.5 53 
35.6 117 
41.1 80 
26.6 232 
28.8 205 
49.6 1 
43.4 54 
26.4 234 
29.8 192 
27.9 212 


* Figures withheld to avoid disclosure. 


Dollars 
(in 
thousands) 


25,517 
50,061 
37,989 


41,320 
33,681 
58 ,622 


24,509 
52,571 
38,782 


14,484 
16,015 
30, 257 


37,121 
31,307 
23,270 


54,663 
32,316 
88 ,937 


60,782 
72,085 
45,511 


31,191 
41,569 
47,878 


41,206 
67,214 
34,576 


54,194 
59,771 
35,435 


45,307 
35,480 
36,550 


78,340 
54,198 
43,436 
35,806 
18,355 


RETAIL SALES—1947 SM ESTIMATES 


THREE STORE GROUPS (in thousands of dollars) 


Rank 
in 
Group Food 
210 5,702 
70 15,957 
120 9,476 
102 7,772 
156 6,983 
38 10,856 
215 8,222 
58 9,719 
115 8,254 
249 5,964 
242 5,952 
181 4,815 
128 6,038 
173 . 
219 6,092 
47 11,663 
164 6,624 
4 14,017 
30 11,840 
1 23,313 
82 12,204 
174 6,095 
98 12,812 
77 15,469 
103 8,932 
15 12,697 
149 5,862 
50 11,302 
34 14,697 
143 7,618 
83 12,539 
142 9,364 
134 7,226 
8 24,312 
49 9,810 
92 8,041 
140 11,176 
233 5,700 


General 


Group, Merchandise 


239 
26 
133 


181 
198 
98 


167 


2,107 
4,595 
4,578 


9,109 
2,839 
7,970 


1,917 
6,177 
7,155 


195 
1, 157 
5,805 


Rank 


s 


Represented Nationally by Adam J. Young, Jr.—in New England by Kettell-Carter 


The * 


"ABC's Most Powerful Voice in Maine” 


LANKETS CENTRAL MAINE 


‘SM” antie mark oes. exclu- 


sive estimates: by SALES MANAGEMENT. 


EFFECTIVE BUYING INCOME—1947 


SM ESTIMATES 


Net Dollars 


(in 


thousands) 


Rank Netin- Rank  Netin- Rank 
in ‘comeper, in j|comeper in 

Group Family | Group Capita Group 
| 246 3,183 244 999 216 
58 4,350 138 1,198 153 
179 4,156 | 163 1,172 | 165 
112 5,957 | 26 1,755 26 
215 3,613 216 1,113 179 
20 5,480 46 1,557 55 
255 2,878 | 251 734 | 255 
108 4,156 163 1,048 | 203 
117 4,678 | 107 1,394 | 94 
| 242 3,226 | 240 814 250 
224 3,842 194 1,092 188 
204 4,853 90 1,218 | 146 
102 7,305 8 2,016 10 
196 4,328 141 1,315 | 111 
202 4,140 165 1,132 | 172 
19 5,361 57 1,724 29 
181 4,395 | 137 1,366 100 
59 4,841 92 1,380 96 
7 7,557 6 2,071 9 
159 5,008 80 1,338 | 105 
69 5,169 64 1,469 75 
209 2,618 255 844 | 247 
143 4,284 148 997 217 
35 5,671 | 39 1,466 76 
126 4,256 | 150 1,488 72 
41 5,942 | 27 2,146 6 
241 3,199 | 243 917 233 
99 5,016 78 1,569 52 
26 4,886 87 1,550 58 
184 3,358 | 234 1,019 213 
12 6,221 19 1,938 14 
226 3,926 189 1,107 182 
247 3,514 | 221 891 239 
11 5,836 | 35 1,612 43 
30 4,710 103 1,521 65 
192 4,562 123 1,331 106 
84 6,025 24 1,820 21 
194 4,754 102 1,244 137 

© SM, 1948 


SALES MANAGEMENT 


Lewiston-Auburn, Maine 
isa Big Second Market 


Sure, Lewiston-Auburn is Maine’s 2nd market, but what a market! Comparison will show that 
major markets have little more to offer than you will get in industrial Lewiston-Auburn. 


Compare the facts, then you will see why Lewiston-Auburn is a “must”’ on your list in selling the 
State of Maine. See the special listing for Lewiston-Auburn data on page 119. 


* 70,900 population second largest in Maine 

* $65,510,000. Yearly in Retail Sales and Increasing Year After Year. 
* $17,274,000. Yearly Food Sales, 2nd in Maine. 

* $81,952,000. Net Income, second largest in Maine. 

* $4,406 Income Per Family, second in Maine. 


*Sales Management 


For Complete Coverage Of This Big Second Market In Maine, 
There Is Only One Answer! 


THE LEWISTON SUN - JOURNAL 
Now Over 43,852 ABC Circulation Daily 


Represented By The Julius Mathews Special Agency in New York, Boston, Philadelphia, Chicago and Detroit. 


Deas vs: ar om. 7 = ; The “SM” symbols mark original, exclu- 
Cities With Population 25,000 to 49,999—{Continued) ————_—___ sive eatimates by SALES MANAGEMENT. 
POPULATION 
AyD yD EFFECTIVE BUYING INCOME—1947 
ad RETAIL SALES—1947 y ESTIMATES 
ESTIMATES 
1/1/48 GyD ESTIMATES 
CITIES bay : a 
THREE STORE GROUPS (in thousands of dollars) 
Total Rank Dollars Rank : : Net Dollars Rank | Net in- | Rank | Net in- | Rank 
(in in (in in Rank Rank Rank (in in |come per) in |come per) in 
thousands) | Group} thousands) Group Food in General in Drug in thousands) Group) Family | Group) Capita | Group 
Group Merchandise Group Group 
Klamath Falls, Ore.. . 38.4 94 56,248 41 8,916 148 6,837 61 1,253 | 110 42,662 147 3,333 | 235 1,111 | 181 
Kokomo, Ind.... 44.3 43 36,476 135 10,060 114 7,827 49 1,336 | 93 54,629 81 4,202 | 158 1,233 | 139 
La Crosse, Wisc....... 48.2 10 54,388 48 16,182 | 21 8,359 | 37 1,351 90 63,664 | 43 4,681 | 106 1,321 | 110 
Lackawanna, N. Y. 26.9 | 226 11,643 | 257 2,993 256 §29 | 215 1,528 | 72 33,707 | 200 4,885 88 1,253 | 133 
Lafayette, Ind... ... 37.7 99 50,234 68 11,884 77 * | 230 2,432 16 55,108 | 78 4,965 | 82 1,462 78 
Lake Charles, La. 31.5 | 169 33,888 | 154 5,853 234 6,226 81 910 | 165 51,489 | 95 5,851 | 32 1,635 | 38 
Lakeland, Fla. 33.3 | 149 37,070 | 130 8,474 | 157 4,911 116 1,139 124 47,986 | 114 4,799 99 1,441 | 83 
Lancaster, Ohio. 25.0 | 255 24,970 | 213 6,057 224 3,160 | 162 640 208 23,071 250 3,118 | 249 923 | 229 
Laredo, Texas 43.3 57 25,488 211 5,688 241 * 230 * | 245 35,140 190 3,660 212 812 251 
Laurel, Miss. 28.8 | 205 28,915 194 5,663 242 * 230 692 197 27,583 238 3,727 | 207 958 | 222 
Lawton, Okla......... 28.9 | 200 23,032 | 220 4,705 252 3,045 164 771 186 26,874 240 3,162 246 930 | 227 
Lebanon, Pa. 36.2 | 110 31,665 171 7,036 195 5,622 98 951 | 155 38,639 172 3,864 192 1,067 | 198 
Leominster, Mass. 26.1 239 17.873 | 235 6,704 202 1,128 200 619 210 28,297 | 233 4,057 | 172 1,088 192 
Lewiston, Me.+ .... 47.3 16 50,564 64 12,037 74 7,826 50 823 176 55,037 79 4,625 113 1,164 | 167 
Linden, N. J. 33.4 148 15,209 248 4,912 249 653 211 140 244 30,409 | 217 3,708 209 910 | 235 
Lockport, N. Y. 26.9 226 23,426 218 6,428 210 3,146 | 163 1,004 143 40,770 162 | 5,436 | 52 | 1,516 | 66 
Logansport, Ind....... 25.3 | 249 27,837 | 199 5,716 238 6,464 69 942 158 36,419 | 182 4,610 118 1,439 | 86 
Long Branch, N. J..... 25.8 241 20,311 | 228 7,718 183 1,316 194 569 217 22,581 | 251 3,180 | 245 | 875 | 242 
Lower Merion, Pa. 46.5 22 53,372 | 53 | 13,580 48 5,413 105 1,691 55 52,411 90 4,480 | 130 1,127 | 174 
Lubbock, Texas...... 41.8 70 64,729 22 11,944 76 14,499 4 3,861 3 42,744 | 146 | 3,592 | 217 1,023 | 212 
Lynchburg, Va. 44.4 42 59,142 36 12,607 65 11,945 11 2,340 20 65,333 31 5,444 50 1,471 74 
Manchester, Conn. 32.2 | 163 29,078 192 7,394 187 1,873 | 183 442 235 46,758 120 5,437 51 1,452 | 81 
| 
{Lewiston-Auburn,Me. | 70.9 “et | 65,510 88 | 17,274 , 85 7,993 86 1,167 | 123 | 81,952, 95 | 4,406, 99 | 1,150 | 112 
* Figures withheld to avoid d'sclosure. © SM, 1948. 
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What A Food Market! 


4 
= 
high as does Newburgh, N. Y., in per Capita Food Store : 
Sales—only 5 of these are in the East. People on the West EXCUSE OUR DUST 2 
USA Region State = 


Coast seem to over-eat, or pay higher prices. Or would 


it be those Super Markets out there sell lots else than Population 32,600 159 24 8 
food? That means Newburgh climbs over 335 out of 349 | Seles Taeaee 7 : 
larger cities in actual food sales per capita. 7 Gen'| Merchandise 4,645,000 129 21 6 
= Drugs 873,000 169 27 7 
However, Sales Management lists Newburgh as 32,600 = a esta - - 5 
in population . . . but we know for sure that the New- = Income Per Cap. — 1,776 23 7 4 
burgh-Beacon city zone population is now just a little 2 Points of Superiority 6 6 6 
over 50,000—so actually Newburgh may be better than = 
only 231 of the only 245 cities over 50,000 population. = 


The Newburgh-Beacon News gives full 
coverage in the prosperous ABC City 
Zone, and enables you to reach better 
than 50% of the families in the com- 
bined City Zone and Trading Area. 


Newburgh becomes a tremendously important market 
when you measure its plus buying power and plus sales 
potential. In the 25M-50M population group Sales Man- 
agement assigns it, Newburgh climbs over 72 larger cities 
in retail sales, 126 in family income and 136 in income 
per capita. N. Y. State and regional comparisons are 
equally impressive, as this table shows. 


TT) 


= 


iW 


NEWBURGH-BEACON NEWS 


One of 21 Gannett Newspapers 


Represented nationally by J. P. McKinney & Son 
New York 


Chicago San Francisco 
«4: . . , Tne “SM” symbols mark original, exclu- 
Cities With Population 25,000 to 49,999—(Continued) sive estimates by SALES MANAGEMENT. 
POPULATION 
EFFECTIVE BUYING INCOME—1947 
RETAIL SALES—1947 SM ESTIMATES 
ESTIMATES 
1/1/48 GYD ESTIMATES 
CITIES a " 
THREE STORE GROUPS (in thousands of dollars) | 
Total Rank Dollars Rank ; Net Dollars Rank Netin- Rank | Net in- Rank 
in in (in in Rank Rank Rank (in in comeper in jcomeper in 
thousands) | Group] thousands) _ Group Food in General in Drug in thousands) Group Family | Group Capita Group 
Group Merchandise Group Group 
Manitowoc, Wisc. 30.6 | 184 34,291 | 150 10,571 | 101 4,987 115 752 190 42,971 144 5,116 | 67 1,404 92 
Mansfield, Ohio. 46.1 25 55,529 | 44 11,705 | 80 8,969 32 1,324 95 58,779 61 4,322 | 142 | 1,275 | 126 
Maplewood, N. J. 26.3 | 236 15,375 | 246 6,416 211 114 | 227 557 | 220 45,713 124 6,926; 10 | 1,738 27 
Marion, Ind. 32.3 | 161 35,836 139 8,583 | 153 6,448 70 1,350 92 46,962 118 4,650 110 | 1,454) 80 
Marion, Ohio 39.1 89 33,128 | 160 7,749 182 * 230 847 (171 42,899 | 145 3,730 206 | 1,097 | 184 
Marshalltown, lowa 25.2 | 250 31,131 175 7,556 185 * | 230 493 | 229 30,830 214 4,057 | 172 1,223 | 144 
Mason City, lowa 33.0 | 152 45,255 84 8,441 161 6,634 64 1,235 | 111 58,556 62 6,435 | 15 | 1,774 | 24 
Massillon, Ohio 35.9 | 115 31,679 | 170 8,144 | 173 4,004 143 651 202 37,699 176 3,808 | 199 | 1,050 | 202 
Maywood, Ill. 28.1 | 210 17,840 | 236 6,394 213 715 208 729 «191 44,818 131 5,897 | 29 | 1,595 | 45 
Melrose, Mass. 30.9 | 178 13,044 253 6,542 208 541 213 510 226 28,397 233 3,421 | 229 919 | 232 
Meriden, Conn. 44.5 37 59,571 | 35 15,467 | 29 3,213 | 161 769 | 187 56,138 | 73 4,455 132 | 1,262 | 129 
Meridian, Miss. 42.8 61 44,642 86 9,973 118 * | 230 1,351 90 47,865 115 3,682 211 1,118 | 177 
! 
Miami Beach, Fla. 34.3 | 133 65,969 19 11,344 88 5,543 101 4,855 1 62,862 47 5,327 58 1,833 | 17 
Michigan City, Ind. 31.9 | 166 32,956 | 162 10,720 99 5,151 110 * | 245 40,253 163 4,574 120 | 1,262 | 129 
Middletown, Conn. 27.9 | 212 29,539 187 7,157 | 193 4,047 142 760 188 30,889 | 212 4,231 152 | 1,107 | 182 
Middletown, Ohio 44.5 37 37,520 126 11,758 79 4,146 138 1,047 | 132 56,790 70 4,617. 115 1,276 | 125 
Mishawaka, Ind. 34.6 | 128 29,757 | 183 8,201 168 1,679 186 675 | 199 35,461 | 189 3,618 215 1,025 | 211 
Modesto, Calif. 25.7 | 244 71,224 | 12 18,905 14 10,422 14 1,779 | 47 40,007 165 4.769 100 | 1,557 55 
Moline, Il. 41.2 79 51,331 | 62 10,977 | 94 13,583 6 1,303 101 66,627 27 5,506 44 1,617 | 42 
Monroe, La. 33.8 | 141 48,084 | 75 8,168 | 170 8,186 43 1,794 45 41,687 157 4,211 | 155 1,233 | 139 
Montclair, N. J. 43.7 49 52,851 | 55 21,183 7 955 203 1,913 | 37 97,957 2 8,593 2 2,242 3 
Muscatine, lowa 25.7 | 244 23,449 | 217 6,347 217 3,763 150 493 229 30,850 | 213 3,809 198 1,200 | 152 
* Figures withheld to avoid disclosure. : © SM, 1948. 
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SALES MANAGEMENT 


Fan 


yay] ° 


=-=- -. A. J] FA 


$6435... 


the average family income 


in Mason City, lowa... 


*Lee STATIONS, represented by WEED & COMPANY 


36th in the nation... 
kglo kcto-rm 
Mason City, lowa 
dominate this 
rich market 


Cities With Population 25,000 to 49,999—(Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 
EFFECTIVE BUYING INCOME—1947 
RETAIL SALES—1947 ESTIMATES 
ESTIMATES CVD 
1/1/48 ESTIMATES 
CITIES 
THREE STORE GROUPS (in thousands of dollars 
Total Rank Dollars Rank ; Net Dollars Rank Netin- Rank | Net in- | Rank 
in in in in Rank Rank Rank in in comeper in comeper) in 
thousands) Group} thousands) Group Food in General in Drug in thousands) Group Family Group) Capita | Group 
Group Merchandise Group Group 
Muskogee, Okla... 38.4 94 38,943 113 8,762 152 6,435 71 1,695 54 46,250 121 3,953 187 1,204 | 149 
Nanticoke, Pa. 28.9 200 15,926 243 5,730 | 236 1,297 195 449 | 234 22,086 254 3,201 241 764 | 254 
Nashua, N. H... ' 38.5 92 32,160 165 14,817 33 2,782 170 678 198 40,801 161 3,961 184 1,060 200 
New Albany, Ind. 37.7 99 27,517 | 203 7,019 196 3,855 148 * | 245 31,627 208 2,774 253 839 | 248 
New Brunswick, N. J. 42.8 61 66,062 18 17,335 16 5.526 | 102 1,764 48 48,016 | 113 4,212 154 1,122 | 175 
New Kensington, Pa. 27.9 212 32,036 168 7,889 178 5,207 109 840 | 173 38,282 174 5,104 70 1,372 99 
New London, Conn. 36.2 110 50,511 65 13, 286 56 6,226 81 1,202 118 56,393 71 5,475 47 1,558 | 54 
Newark, Chio 41.4 75 37,835 123 9,454 134 4,750 123 944 157 44,154 135 3,504 223 1,067 198 
Newburgh, N. Y.... 32.6 | 159 44,638 | 87 13,297 55 4,645 128 873 169 57,906 66 5,849 33 1,776 | 23 
Newport, Ky. 34.1 135 39,573 | 112 14,589 35 2,273 176 1,307 100 35,030 | 193 3,368 232 1,027 | 210 
Newport, R. |. 34.1 135 33,014 161 12,440 68 2,410 173 1,109 126 43,823 | 137 4,518 127 1,285 120 
Newport News, Va... 47.2 17 57,313 40 13,858 45 10,092 16 1,648 60 71,495 21 5,458 49 1,515 68 
Norristown, Pa.. 41.3 77 43,765 89 12,889 61 6,366 75 1,730 51 41,848 | 156 3,911 191 1,013 214 


* Figures withheld to avoid disclosure. 


ONEIDA,N.Y.... 


c) SM, 1948. 


Home of Oneida, Ltd., Makers of Famous Community Plate 


Oneida families have an average net income of $5,619. 
They and their neighbors throughout Madison County 
do a good job keeping local cash registers busy. Oneida 
does .11% of the state’s retail business—.38% above 
its percentage of state population. Retail sales in the 
county totaled $32,112,000 in 1947. 


In Oneida, income and retail sales assure you plus re- 
turns that far outweigh the low cost of advertising .. . 
and add up to big increases in your state volume— 
practically for free. The Oneida Dispatch sells more 
papers than there are families in Oneida and vicinity. 
Results from Dispatch advertising increase sales sub- 
stantially in Madison and Oneida Counties. 


ONEIDA DAILY DISPATCH ontiva. n. Y.. The Julius Mathews Special Agency 


NOVEMBER 10, 1948 
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Conlan Survey Shows Station WMNB 


35.6 in mornings 8 AM to 12 Noon 
39.6 in afternoons 12 noon to 6 PM 
46.1 in evenings 6 PM to 10:30 PM 


WMNB 


IN THE NORTHERN BERKSHIRE AREA We axe KO cw Business 


Entire Conlan Survey Shows: 


WMNB 

Station A (local Daytime) 
Station B (50 KW Network) 
All Other Stations 


NORTHERN BERKSHIRE'S ONLY FULLTIME STATION 
J. Gordon Keyworth, Gen. Mgr., North Adams, Mass. 1230 KC Telephone |230 


41.6 
17.7 
26.8 
13.9 


Cities With Population 25,000 to 49,999—(Continued) _ 


POPULATION 
RETAIL SALES—1947 CyD ESTIMATES 
ESTIMATES 
1/1/48 
CITIES os _ a 
THREE STORE GROUPS (in thousands of dollars) 
Total Rank| Dollars | Rank ; } 
(in in (in in Rank Rank Rank (in in 
thousands) | Group} thousands) Group Food in General in Drug in | thousands) 
Group Merchandise Group Group 
North Adams, Mass... 25.7 | 244 25,909 | 208 6,676 | 203 4,149 | 137 618 211 30,172 218 
North Bergen, N. J. 45.9 29 28,016 | 197 9,866 | 124 98 229 297 240 56,286 72 
North Little Rock, Ark. 46.4 24 28,000 | 198 5,876 | 232 * | 230 970 151 60,890 | 53 
Northampton, Mass. 27.1 | 224 29,215 189 8,061 174 3,244 160 772 «(185 30,172 218 
Norwalk, Conn. 48.5 7 67,104 16 13,950 | 43 2,760 | 171 852 170 62,060 50 
Norwich, Conn. 37.6 | 101 36,869 | 133 11,296 | 90 3,842 | 149 672 201 48,458 110 
Norwood, Ohio 30.5 | 186 37,907 121 12,667 64 1,604 188 1,073 129 43,529 138 
Ontario, Calif. 25.7 | 244 27,360 | 204 10,510 | 103 2,397 | 174 826 175 31,160 211 
Orange, N. J. 36.5 | 107 34,585 | 148 15,735 | 27 1,428 | 192 1,206 117 65,305 | 32 
Oshkosh, Wisc. 49.1 a 54,179 51 16,034 24 5.333 | 106 1,590 67 67,640 25 
Ottumwa, lowa 40.1 81 37,089 | 129 9,936 | 122 * | 230 1,465 80 58,806 60 
Owensboro, Ky. 33.5 | 147 38,294 118 9,155 142 6,268 | 78 1,963 31 44,598 132 
Paducah, Ky. 37.1 104 42,892 95 10,374 | 107 6.745 63 * | 245 49,105 | 107 
Panama City, Fla. 25.2 | 250 30,293 | 180 6,139 220 * 230 1,647 ‘61 30,471 216 
Parkersburg, W. Va. 33.1 151 40,189 108 10,306 | 109 7,273 , 58 1,047 132 49,472 105 
Peabody, Mass. 25.7 244 12,526 254 4,934 248 4c6 217 609 212 22,481 253 
Perth Amboy, N. J. 49.0 5 60,819 29 14,934 32 5,673 97 1,412 85 49.310 | 106 
Pensacola, Fla. 45.9 29 59,790 33 12,055 | 73 7,373 56 1,933 33 60,223 55 


* Figures withheld to avoid disclosure. 


The “SM” symbols mark original, excin- 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING INCOME—1947 


CID ESTIMATES 


Net Dollars Rank | Net in- | Rank | Net in- | Rank 
(i come per in 
Group Family | Group Capita 


come per in 
Group 


4,250 151 1,174 164 


4,467 | 131 1,226 | 143 
4,613 116 1,312 112 
4,023 176 1,113 179 


4,631 112 1,280 123 
4,659 | 109 1,289 119 
4,891 86 1,427 88 


3,847 193 1,212 | 147 
6,732 | 12 1,789 22 
4,763 101 1,378 97 


4,820 95 1,466 76 
4,551 | 124 1,331 | 106 
4,505 128 1,324 | 108 


4,292 146 1,209 | 148 
5,100 71 1,495 71 


3,459 | 225 875 242 
3,977 182 1,006 215 
4,818 96 1,312 112 

© SM, 1948. 


NORTHAMPTON’S SALES PLUSES WRITE OFF AD COSTS 


This table stresses Northampton's 
superior market quality . . . but 
doesn't go far enough! Sure, it 
shows Northampton with all possi- 
ble points of superiority in nation- 
al, sectional and state rankings, 
but here's a more accurate gauge 
of Northampton's sales power: 

Northampton, with .57°% of the 
state's population, chalks up sub- 


stantially higher state percentages 
in all sales classifications — .75% 
in retail sales, .63°%, food, .63% 
general merchandise, .66°/, drugs. 
The Northampton Gazette matches 
Northampton's plus spending by 
reaching 90°, of the city zone 
families, 80°/, of the entire mar- 
ket's. In Northampton you pay 
less—but get much more. 


THE NORTHAMPTON GAZETTE NORTHAMPTON, MASS. 
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Total 
Population 27,100 
Retail Sales $29,215,000 
Food 8,016,000 
Gen. Mdse. 3,224,000 
Drugs 772,000 


Net Income 30,172,000 
Income per Fam. 4,023 
Income per Cap. 1,113 


RANK 
USA Region State 
224 32 «13 
189 21 6 
174 26 10 
161 i2 5 
185 19 «68 
218 27 +10 
176 ae 
179 9 «65 


Proving that Northampton equals or 
exceeds its populati 
comparison, 


on rank in every 


The Julius Mathews Special Agency 


SALES MANAGEMENT 


-_ naa re hn 


NEW ENGLAND’S NO. 1 RETAIL MARKET 


. . . IN THE 25,000 - 50,000 POPULATION GROUP 


Norwalk, Conn., is New England’s No. 1 market in the 25,000-50,000 population 


group... 


so far out in front that ten cities in the next larger group (50,000- 


100,000) cannot equal Norwalk’s $67,104,000 retail sales. 


Receipts in Norwalk stores last year exceeded the city’s net income by more 
than $5,000,000!!! This means only one thing — that families in the top-income 
communities of mid-Fairfield county fill their living needs in the Norwalk stores. 


The Norwalk Hour concentrates your advertis- 
ing on the buying power of both corporate city 
and the surrounding communities—with full 
coverage in the city zone, 69% in the entire 


ABC market. 


Represented Nationally by 
The Julius Mathews Special Agency 
Boston 


New York Chicago 


Detroit 


Philadelphia 


Syracuse 


MR. DRUG ADVERTISER: 


Family Purchases in this SUPERIOR DRUG MARKET 
Are 144% Above the National Average 


Panama City’s superiority as a year-round drug market 
is so great that you can’t afford to overlook it when 
making up your list. Drug purchases average $232 per 
family —in contrast with $91 for the national, and 
$124 for Florida. 


The city exceeds its population rank in the 25,000- 

50,000 group in ALL SEVEN sales and income ratings 
.. with the biggest jump of all in drug product sales. 

Panama City outranks 196 larger cities in drug sales in 

this group. 

Cities that eaual or exceed population rank in five 


or more factors are ‘Superior, exceptionally well 
balanced cities." 


(Sales Management, Nov. 10, 1948) 


® 25-50,000 group — 257 cities 


% Population 25,200 250th 
*% Retail Sales $30,293,000 180th 
% Food Sales $6,139,000 220th 
%& Gen. Mch. Sales (withheld) 230th 
* Drug Sales $1,647,000 bl st 
*%& Net Income $30,471,000 216th 
*%& Family Income $4,292 146th 
*% Per Capita Income $1,209 148th 


Your drug product advertising in Panama City is aimed 
at a free-spending retail market — where total retail 
sales equal 99% of the city’s net income. The News- 
Herald concentrates your advertising in 100% of the 
city homes, in more than 55% of the homes in the 
entire ABC market of 75,104 people. 


MAKE PANAMA CITY YOUR FLORIDA 
“TEST CITY" FOR DRUGS! 


NOVEMBER 10, 1948 
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A Superior Radio Station 


WSSV 


PETERSBURG, VA.... A Superior City served by 


One of only two SUPERIOR markets in 
Virginia. That's important! But, what's 
more important is the fact that WSSV 
is the only radio station in 
Petersburg. It requires only one 
station to do your sales job. 
Look at the facts and figures 
. . . then wire, phone, or write 
us pronto. 


A Single Station Market 
MBS BURN-SMITH 


Cities With Population 25,000 to 49,999—(Continued) 


CITIES 


Petersburg, Va. 
Pine Bluff, Ark. 
Pittsburg, Kans. 
Plainfield, N. J. 


Pomona, Calif. 
Port Huron, Mich. 
Pottsville, Pa. 


Poughkeepsie, N. Y. 
Quincy, Hil. 
Reno, Nev. 


Richmond, Ind. 
Rochester, Minn. 
Rocky Mou it, N.C. 


Rome, Ga. 
Rome, N. Y. 
Royal Oak, Mich. 


St. Cloud, Minn. 
Salem, Mass. 
Salina, Kans. 


San Anglo, Texas 
San Mateo, Calif. 
Santa Ana, Calif. 


Santa Barbara, Calif. 
Sandusky, Ohio 


Shaker Heights, Ohio. 


Sharon, Pa. 
Shawnee, Okla. 
Sheboygan, Wisc. 


Sioux Falls, S. D. 
South Gate, Calif. 
Spartanburg, S. C. 


Steubenville, Ohio 
Sumter, S. C. 
Superior, Wisc. 


Taunton, Mass. 
Teaneck, N. J. 
Texarkana, Texas 


* Figures withheld to avoid disclosure. 
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POPULATION 
ESTIMATES 
1/1/48 
Total Rank 
(in in 
thousands) Group 

34.8 | 125 
43.2 58 
25.0 | 255 
45.9 29 
31.2 | 174 
43.4 54 
28.9 200 
43.9 45 
45.4 34 
26.2 237 
44.3 43 
38.2 97 
27.8 218 
34.1 135 
39.7 84 
36.5 107 
30.9 178 
47.5 14 
25.8 241 
46.8 19 
32.7 | 158 
42.6 65 
41.6 74 
33.6 145 
34.4 130 
27.9 212 
25.2 250 
48.2 10 
43.7 49 
48.5 7 
34.3 133 
43.8 48 
26.2 237 
42.8 61 
43.7 49 
31.2 174 
27.7 | 219 


Dollars 


in 
thousands) 


27,736 
74,891 


52,491 
29,091 
41,701 


36 , 069 
16,169 
22,510 


RETAIL SALES—1947 Cy D ESTIMATES 


in 
Group 


THREE STORE GROUPS (in thousands of dollars) 


Food 


9,960 
6,785 
6,911 
20,785 


11,543 
8,247 
7,067 


19,692 
10,981 
14,361 


10,581 
6,957 
7,205 


7,473 
9,324 
10,535 


8,148 
12,331 
8,417 


9,962 
13,386 
15,068 


19 ,887 
7,243 
5,320 


8,480 
5,912 
13,925 


16,320 
13,852 
11,415 


13,465 
5,883 


14,162 


8,265 
10,136 
5,913 


Rank 
in General 
Group Merchandise 


120 5,071 
201 . 
200 4,123 
9 7,606 
84 3,893 
57 9,240 
194 6,009 
12 9,891 
93 8,656 
37 10,084 
100 8, 309 
199 6,783 
191 5,734 
186 . 
138 4,177 
102 6,388 
171 6,370 
70 6,137 
163 . 
119 . 
53 3,570 
30 7,548 
"1 5,484 
189 4,113 
245 . 
156 6,605 
230 5,721 
44 12,303 
20 ‘ 
46 . 
85 13,269 
51 9,204 
231 3,464 
39 3,694 
165 1,915 
110 356 
229 5,318 


Rank 
in 
Group 


113 
230 
139 

52 


146 


230 


230 


107 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING INCOME—1947 
6yD ESTIMATES 

Net Dollars Rank Netin- | Rank | Net in- | Rank 
Rank (in in come per, in (come per in 

Drug in thousands) Group Family Group Capita Group 

Group 

1,624 65 50,469 101 5,098 72 1,450 , 82 
* | 245 45,126 128 3,445 | 227 1,045 204 
994 145 29,495 225 3,470 224 1,180 | 161 
1,276 | 104 57,694 67 4,691 | 104 1,257 | 132 
1,518 73 52,310 91 5,179 | 63 1,677 | 34 
1,614 66 64,528 37 5,204 61 1,487 73 
1,162 121 31,209 210 4,161 162 1,080 194 
1,564 71 75,424 17 5,847 | 34 1,718 31 
1,470 79 62,993 44 4,598 119 1,388 95 
2,481 15 57,647 68 8,007 3 2,200 5 
1,645 62 54,150 86 4,011 | 178 1,222 145 
1,922 35 45,533 127 4,329 140 1,192 157 
1,225 112 28,623 230 4,209 156 1,030 208 
1,074 128 32,171 205 3,422 228 943 225 
720 194 60,199 56 5,788 | 37 1,516 66 
1,318 97 45,641 125 4,804 98 1,250 134 
725 | 193 27,866 236 3,619 214 902 237 
1,361 88 50,878 97 4,006 | 179 1,071 197 
1,386 87 42,146 154 5,619 | 40 1,634 39 
* | 245 48,704 109 3,555 219 1,041 205 
729 «191 35,606 186 3,561 | 218 1,089 191 
2,661 11 65,278 33 4,533 | 125 1,532 62 
2,229 | 27 81,597 8 5,551 41 1,961 12 
1,063 130 47,535 116 4,851 91 1,415 90 
792 180 64,372 39 7,573 5 1,871 16 
964 | 153 39,536 169 5,416 | 53 1,417 89 
1,156 | 123 31,754 | 207 4,291 147 1,260 131 
1,580 70 79,975 10 6,105 22 1,659 37 
2,320 21 96,246 3 7,700 4 2,202 4 
759 «189 54,893 80 3,839 195 1,132 172 
2,426 19 50,001 104 5,371 56 1,458 79 
1,649 59 50,699 98 4,447 | 133 1,158 168 
781 183 28,728 229 3,990 | 180 1,096 | 185 
1,509 | 74 66,049 29 5,459 48 1,543 60 
604 214 39,637 168 3,388 231 907 236 
461 | 232 34,129 197 4,213 153 1,094 186 
1,046 134 22,567 252 2,687 254 815 249 

© SM, 1948 


SALES MANAGEMENT 


WHEN Hawthorne first looked 


at the House of Seven Gables 
He actually saw three 
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It was that SECOND look 


that made him immortal 


When sales-minded persons look at Salem figures, 
first impression is a retail sales city of $38,519,000. 


A SECOND look at our conception of sales-wise 
city zone reveals retail sales of $89,719,000. 


(See Sales Management Survey of Buying Power. 
Page 147, May 10, 1948 issue.) 


Immortalized Hawthorne was Salem’s Old Cus- 
tom House Collector (greatest port in Massa- 
chusetts), when huge fortunes were built and 
retained. 


Today, inherited millions are doing yeoman serv- 
ice in all parts of the world, with direct returns 
to Salem City Zone . . . easily discernible through 
annual effective buying income of $163,024,000. 


If, after examination, you agree with figures pub- 
lished in Sales Management Survey of Buying 
Power, then it follows that Salem rates sixth largest 
market in Massachusetts in total retail and food 
sales, and fourth in retail drug sales. 


We invite YOU to take a NEW look at Old Salem 
and you will enjoy fanlight over customers’ doors. 


Salem truly retains its witch-like characteristics in 
its city zone performance, delighting sales-makers 
with seemingly supernatural powers at ringing 
cash registers. The bewitching time of night is 
easily traced to The Salem Evening News and its 
irresistible individual influence which en-masse 
creates the magical powers of retail shopping, of 
which we are justly proud. 


SALEM EVENING NEWS 


Represented by Julius Mathews Special Agency, Inc. 
NEW YORK — CHICAGO — BOSTON — PHILADELPHIA — DETROIT — SYRACUSE 


NOVEMBER 10, 1948 
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Retail sales in Torrington are up 19%. 
A tremendous jump . . . especially in 
prosperous, free-spending Connecticut, 


where retail sales went up 9% over the 


’46 high. 


Torrington—busy shopping center of 
Northwestern Connecticut — has 28% 


of the Litchfield County population, but 


accounts for 32% of its income AND 
35%, of its retail sales, Food purchases 
in Torrington top the state family aver- 


age by $87, the national average by $328. 


To swing this strong buying trend in the 
direction of your brand, you need the 
market’s local paper . . . with the largest 


circulation in Northwestern Connecticut. 


THE TORRINGTON REGISTER 


LARGEST CIRCULATION 


IN NORTHWESTERN CONNECTICUT 


TORRINGTON, CONN. 


Represented by The Julius Mathews Special Agency 


EXTRA HIGH SALES GAINS IN THE 


SELF-CONTAINED torriNGTON MARKET 


Cities With Population 25,000 to 49,999—(Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 
CYD EFFECTIVE BUYING INCOME—1947 
RETAIL SALES—1947 ESTIMATES 
ESTIMATES yD 
1/1/48 ESTIMATES 
CITIES | 
THREE STORE GROUPS (in thousands of dollars) 
Total Rank Dollars Rank | Net Dollars Rank Netin- | Rank | Net in- | Rank 
(in in (in in Rank Rank Rank (in in |comeper in (comeper_ in 
thousands) Group) thousands) Group Food in General in Drug in thousands) Group Family Group Capita | Group 
Group Merchandise Group Group 
Torrington, Conn. 30.3 188 27,075 206 8,799 151 3,436 157 627 209 29,755 223 3,766 201 982 221 
Tuscaloosa, Ala. 30.2 189 41,331 | 101 8,536 154 6,044 87 * 245 35,569 187 4,185 159 1,178 | 162 
Tyler, Texas 41.8 70 50,668 63 10,410 106 9,181 80 2,704 10 39,924 167 3,246 239 955 224 
Union, N. J. 33.8 141 14,762 250 5,442 244 717 +207 394 237 30,077 220 3,418 | 230 890 240 
University City, Mo. 39.9 83 20,285 229 10,359 108 276 222 1,812 , 42 62,866 46 6,103 | 23 1,576 50 
Vallejo, Calif. 42.6 65 55,264 45 22,866 6 7,331 57 1,308 99 65,278 33 4,533 125 1,532 62 
Vancouver, Wash. 28.5 207 43,483 90 8,966 146 5,103 112 946 156 39,138 _ 170 4,035 174 1,373 98 
Vicksburg, Miss. 27.7 | 219 28,212 196 8,445 159 3,970 144 534 221 37,518 | 178 4,078 | 169 1,354 103 
Waltham, Mass. 48.0 12 47,9688 | 76 14,339 38 8,008 46 1,291 | 102 65,076 36 5,378 55 1,356 101 
Warwick, R. |. 35.1 123 19,075 232 5,730 236 1,194 198 522 | 224 28,03$ 235 2,890 250 799 | 252 
Washington, Pa. 31.0 177 39,961 111 12,597 66 6,203 | 83 1,479 78 32,799 | 201 4,205 157 1,058 201 
Watertown, Mass. 41.8 70 28,689 195 13,491 49 659 209 568 218 38,454 | 173 3,733 204 920 230 
Watertown, N. Y. 35.4 118 41,461 99 9,611 130 7,656 651 1,042 136 64,467 38 6,199 20 1,821 20 
Waukegan, Ill... 39.7 84 52,745 56 13,977 42 7,878 48 1,487 | 77 55,724 75 5,112 68 1,404 92 
Waukesha, Wisc. 28.2 209 25,533 209 9,140 143 1,947 178 794 179 29,046 228 3,822 | 196 1,030 208 
Wausau, Wisc. 30.9 | 178 40,133 | 109 9,980 | 117 * | 230 920 162 38,197 , 175 4,494 129 1,236 138 
Wauwatosa, Wisc. 32.9 | 153 17,346 238 8,037 176 114 | 227 1,046 134 42,574 , 148 4,894 85 1,294 117 
West Allis, Wisc. 42.2 68 33,672 157 11,645 82 2,068 179 1,261 108 50,531 100 4,636 111 1,197 155 
West New York, N. J. 41.4 75 47,046 80 16,080 22 3,010 166 983 147 51,736 93 4,422 135 1,250 134 
West Orange, N. J. 28.5 207 15,382 245 6,609 206 656 210 360 238 52,244 92 7,463 7 1,833 17 
West Palm Beach, Fla. 42.9 60 77,529 9 16,060 23 5,929 89 2,504 14 64,302 40 4,835 93 1,499 70 
Weymouth, Mass. 30.9 178 15,661 | 244 5,288 246 550 212 674 200 18,931 256 2,227 | 256 613 257 
* Figures withheld to avoid disclosure. 7 afl © SM, 1948 
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SALES MANAGEMENT 


GRAND RAPIDS... Seis 


OF WESTERN MICHIGAN/"- 


RANK 


DRUG SALES 


FOOD SALES 


GENL. MERCH. SALES 


RETAIL SALES 


12 _| Poputation 


* Stars indicate point of superiority 
as set up by Sales Management in 
100,000 to 250,000 population 


group. 
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, is a known fact that people come from all 
parts of Western Michigan to shop in Grand 
Rapids. 


Scie: Management figures used in the chart 
support this fact by showing the high rank of 
Drug, Food, General Merchandise and Retail 
Sales in relation to the lower rank of popula- 
tion, per capita and family income. 


Ves Grand Rapids Press with 103,742 
copies daily net paid circulation in 
Western Michigan is a major factor that 
influences this buying habit. The Press 
is the only Newspaper in Western 
Michigan with sufficient coverage to 
accomplish this influence. 


The Grand Rapids Press 
103,742 COPIES DAILY 


AUDIT BUREAU CIRCULATION MARCH 31, 1948 
NATIONAL REPRESENTATIVES 


DAN A. CARROLL 
110 E. 42nd St., New York 17, New York 


NOVEMBER 10, 1948 


THE JOHN E. LUTZ CO. 
435 N. Michigan Ave., Chicago 11, Illinois 
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1. Seattle-Tacoma 
2. Spokane 
3. YAKIMA 


Use the station 
covering that 
ENTIRE market. 
Note the map. 


A 


Your Next Market Is 


YAKIMA 


$116,455,000 Retail Sales in 1947 


IN WASHINGTON IT'S: 


KIMA 


— 


per 
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CADE mount 


cy 


SS 


In U. S. Production, 
Yakima County ranks 


Ist in APPLES 
Ist in PEARS 
Ist in HOPS 
6th in Value of All 
Agricultural Products 


QS 
an 
Aas 


fossa \ 


TERRACE 
WEIGHTS 


4 iver 
‘ ce BLUFFS 
TOA, . 


PARKER 
WAPATO 


ZILLAH 
HARRAH 


Represented Nationally 


Cities With Population 25,000 to 49,999—(Continued) 


CBS for Central Washington 
WEED and COMPANY 


—__________. 

eee: pepe 
4.8. HATFIELD 

comteime ame pease 


OREGON 


by 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


aaa EFFECTIVE BUYING INCOME—1947 
RETAIL SALES—1947 CyD ESTIMATES Le 
ESTIMATES 
1/1/48 yD ESTIMATES Cc 
CITIES = — ‘ is D 
THREE STORE GROUPS (in thousands of dollars) 
Total Rank Dollars | Rank = : Net Dollars Rank | Net in- Rank| Netin- Rank N 
(in in (in | in Rank Rank | Rank (in in comeper in (comeper| in 
thousands) | Group} thousands) | Group Food in General in Drug in thousands) Group) Family Group) Capita | Group 
Group| Merchandise Group roup B. 
P 
White Plains, N.Y... 43.9 45 82,522 6 25,202 3 10,821 13 2,243 | 26 75,595 | 15 6,353 | 16 1,722 | 30 
Wilkinsburg, Pa. 32.0 | 165 27,609 | 202 9,953 | 121 1,789 | 185 1,319 | 96 43,360 140 | 4,613 | 116 | 1,355 | 102 
| 
Wilmington, N.C...... 46.0 27 50,497 | 66 9,872 | 123 * | 230 * | 245 80,926 9 | 6,178: 21 1,759 | 25 
Winona, Minn. .. 29.2 | 198 29,151 | 190 | 8,148 | 171 4,771 | 121 * | 245 25,919 | 244 3,132 | 248 888 | 241 
Wyandotte, Mich. 47.2 | 17 36,435 | 136 9,840 | 125 1,606 | 187 1,659 58 43,281 | 142 | 3,731 | 205 $17 | 233 
Yakima, Wash. 39.3 | 88 79,306 7 20,866 | 8 12,781 9 3,539 4 61,672 | 52 | 4,818 96 1,569 | 52 
Zanesville, Ohio 44.5 | 37 52,519 | 59 11,951 | 75 6,429 | 72 2,852 9 58,222 63 | 4,313 | 144 1,308 | 114 
GROUP TOTALS, 
257 Cities... 9,210.8 10,307,681 2,656,549 1,214,573 314,880 12,200,240 
% of U.S.A... 6.405 8.765 8.487 7.735 8.687 7.114 
* Figures withheld to avoid disclosure. ; mihi oe —— ee ; 
“Two Texas Cities, Odessa with an estimated population lations were underestimated in the May 10 Survey of Buy- hundred percent (over the 1940 population figure) during 
of 36,700 and Midland, estimated population 26,200, belong ing Power. Both cities are in the new, stupendous Western 1947 and 1948.” . 
in the preceding tables, but are omitted because their popu- Texas oil district and their populations increased several 
k 
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% 4th in DRUG SALES* 
%& 7th in RETAIL SALES* 
% 8th in FOOD SALES* 


%& 9th in GENERAL 
MERCHANDISE SALES* 


INCOME (per capita)* 


with 39,300. 


%& 52nd in EFFECTIVE BUYING 


*These figures based on latest Sales Management Survey. Rankings are in compari- 
son with 257 cities of 25,000 to 50,000 population. 


Richest Central Washington Market...YAKIMA 


in apple and pear production. 


Send for complete descrip- 
tion of this prime market and 
of K | T, the American Broad- 
casting Company outlet which 
covers the Yakima area like a 
blanket. 


Yakima ranks 88th in population 


Yakima, central hub of a vast, rich agricultural area is world-famous 
for its huge fruit shipments. Yakima County is first in United States } 
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SALES MANAGEMENT 


SALES MANAGEMENT SAYS... 


* In Quality of Market Index, the combined seven 
cities of the PACIFIC NORTHWEST covered by 
PACIFIC NORTHWEST BROADCASTERS surpass 
every city of the country in the 1,000,000 and over 
population group. 


Quality of Market Index 
PACIFIC NORTHWEST BROADCASTERS 7 KEY CITIES . . . . ... . J59 
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"WITH A SINGLE CONTRACT 


KING—Seattle 
KXLE—Ellensburg 


KXLK—Great Falls 
KXLL——Missoula 


KXLY—Spokane KXLJ—Helena 
KXL Portland KXLQ—Bozeman 
@ MERCHANDISABLE AREA KXLF—Butte 
; @ BONUS LISTENING AREA 
\ SERVING 3,835,800 PEOPLE 
PACIFIC NORTHWEST BROADCASTERS 
P.O. Box 1956 Symons Building Orpheum Building 6381 Hollywood Blvd. Smith Tower 


BUTTE, MONTANA SPOKANE 8, WASHINGTON PORTLAND 7, OREGON HOLLYWOOD, CALIFORNIA SEATTLE, WASHINGTON 


THE WALKER CO.—55! Fifth Avenue, New York City—360 North Michigan Avenue, Chicago, Illinois 
330 Hennepen Avenue, Minneapolis, Minnesota—I5 West |0th Street, Kansas City, Missouri 
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Canadian Cities and Their Rankings 


Because of the future importance 
of the great Dominion to the north 
in the U.S.A. export and import 
trade, SALES MANAGEMENT presents 
identical city data and rankings for 
four population groupings. 

Since there are fewer large cities in 
Canada, the first grouping is for cities 
of 100,000 and over. Furthermore, 
many of the Dominion cities in the 
10,000-25,000 class are trading cen- 
ters for vast areas, and in retail sales 
volume compare favorably with many 
of our suburban cities of much larger 
population. Consequently 10,000 is 
taken as the low population base in 
the Canadian rankings. 

Marketing — and promotion 
through advertising—in Canada is 
far simpler than in the U.S.A., for 
in 76 cities is concentrated a per- 
centage of the retail trade which in 
this country is to be found in approxi- 
mately a thousand cities. 

76 cities in Canada have 67.31% 
of the retail trade; 502 cities in the 
U.S.A. have 62.08%. This concen- 
tration makes for lowered sales and 
promotion costs. 

Even to a greater extent than in 
the U.S.A.—the smaller cities have 
a sales importance which is far above 
their importance population-wise. For 


example, taking the population per- 
centage as 100, the cities in the 25.- 
000 and 49,999 group have an index 
for other factors greater than simi- 
lar U.S.A. cities in every factor ex- 
cept General Merchandise. 


Canadian U.S.A. 


Cities Cities 
25,000 25,000 
to to 
49,999 49,999 
Population 100 100 
Retail Sales 157 137 
Food 178 133 
Gen'l. Mdse. 110 121 
Drug 172 136 
Income 134 1 


Of the 76 cities, 31 have from 5 
to 7 “points of superiority,’ where 
rankings in other categories equal or 
exceed the population ranking. 


Cities 100,000 and over 


Hamilton, Ont. 
oS ee rere 
Toronto, Ont. 
I sn ws os wh ais 
Winnipeg, Man. 


SINSINI OO ON 
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Cities With Population 100,000 and Over 


POPULATION 
ESTIMATES RETAIL SALES—1947 yD ESTIMATES 
1/1/48 
CITIES 
THREE STORE GROUPS (in thousands of dollars 
Total Rank Dollars Rank ® 
in in in in Rank Rank 
thousands) Group) thousands) Group Food in General in Drug 
Group Merchandise Group 

Hamilton, Ont. 183.9 5 142,191 5 30,220 5 20,625 6 6,006 
Montreal, Que. 1,006.0 1 688 , 566 1 *205 513 1 131,327 2 17,748 
Ottawa, Ont. 171.3 6 132,154 6 29 , 253 6 25,231 5 4,055 
Quebec, Que. 167.9 7 112,253 7 29,086 7 17,947 7 2,205 
Toronto, Ont. 738.1 2 645 642 2 123,507 2 181 ,504 1 25,106 
Vancouver, B. C. 351.6 3 275,273 3 55, 204 3 70,405 4 7,502 
Windsor, Ont. 116.4 8 88,340 8 22,350 8 9,025 8 4,102 
Winnipeg, Man. 226.0 4 247 ,332 4 32,262 4 92,245 3 7,344 

TOTALS, 8 Cities 2,961.2 2,331,751 527,395 548 ,309 74,068 

% cf Canada 23.58 40.19 38.36 £8.80 43.53 
Cities With Population 50,000 to 99,999 
Calgary, Alb. 91.8 2 100,124 1 18,578 2 21,533 4 1,825 
Edmonton, Alb. 96.8 1 92,322 2 14,663 4 27 ,357 1 1,854 
Halifax, N. S. 75.7 4 82,350 3 18,953 1 23,087 2 2,635 

© SM, 1948. 
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Cities 50,000—99,999 


Halifax, N. S. 
Regina, Sas. 
St. John, N. B. 


. ee ee 


Cities 25,000—49,999 
Guelph, Ont. 


New Westminster, B. C. 


Oshawa, Ont. 
Peterborough, Ont. 


ee Og ec aawen’s 


Sault Ste. Marie, Ont. 
St. Catherines, Ont. 
Timmins, Ont. 


Cities 10,000—24,999 


SSS Ee 


Dartmouth, N. S. 


Lethbridge, Alb. 


Medicine Hat, Alb. ........... 


Moose Jaw, Sas. 
New Toronto, Ont. 
Orillia, Ont. 
Prince Albert, Sas. 
St. Jean, Que. 
St. Thomas, Ont. 
Trail, B. C. 
Truro, N. S. 
Welland, Ont. 


SALES MANAGEMENT 
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The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


come per 


1,428 


—_—— 


367 
,039 


EFFECTIVE BUYING INCOME—1947 
yD ESTIMATES 
~ |Gross Dollars} Rank | Srossin-| Rank |Grossin-| Rank 
Rank (in | in |cCome per) in 
in thousands) Group Family | Group Capita 
Group 
5 248 517 5 5,299 4 
2 1,085,371 1 4,922 6 
7 207 .486 6 5,417 3 
8 141,517 8 4,595 7 
1 1,028 ,205 2 5,519 2 
3 428 870 3 4,065 8 
6 147 ,875 7 5,189 5 
4 345,142 4 5,714 1 
4,325,983 
41.26 
6 130,472 2 5,552 3 
5 132,597 1 5 663 1 
1 78 ,623 4 4,794 5 


- ° . . The ‘“‘SM” symbols mark original, exclu- 
Cities With Population 50,000 to 99,999—(Continued) ee ale hi aha 
POPULATION 
EFFECTIVE BUYING INCOME—1947 
RETAIL SALES—1947 ESTIMATES 
5 ESTIMATES SM 
7 1/1/48 ESTIMATES 
6 CITIES ~ a ; 
u THREE STORE GROUPS (in thousands of dollars) 
a ' 
Total Rank Dollars Rank | Gross Dollars) Rank Grossin-| Rank Grossin- Rank 
(in in in in Rank Rank Rank in in \comeper| in comeper in 
thousands) | Group} thousands) | Group Food in General in Drug in thousands) Group Family | Group) Capita Group 
Group Merchandise Group Group 
7 
5 London, Ont. 86.6 3 66,352 6 15, 367 3 7,214 6 2,324 3 110,752 3 5,151 4 1,279 4 
7 Regina, Sas. 54.8 8 72,615 4 9,843 8 21,825 3 1,215 7 72,2€0 5 5,558 2 1,319 3 
7 St. John, N. B. 55.6 ? 39,331 7 12,175 7 6,507 7 2,540 2 54, 283 8 4,378 6 976 7 
/ 
6 | Verdun, Que. 75.0 5 33,513 8 12,747 5 1,925 8 860 8 70,250 6 3,881 8 | 937 8 
7 Victoria, B. C. 56.3 6 71,145 5 12,248 6 16,345 5 2,118 4 56,850 7 4,018 7 | 1,010 6 
/ TOTAL, 8 Cities 592.6 557,752 114,774 125,813 15,371 705,997 
) | 
%, of Canada 4.72 “7 9.61 8.35 13.49 9.03 5a 6.69 , ie ee 
7 | Cities With Population 25,000 to 49,999 
Brantford, Ont. 35.4 ? 28,793 6 7,220 ? 2,765 1B 750 10 40,273 9 4,475 17 1,138 10 
Fort William, Ont... 33.8 4 24,138 «1 6,381 13 3,800 6 669 14 43,161 4 5,679 3 1,277 6 
7 Glace Bay, N. S. 27.0 19 11,354 19 4,572 20 2,135 14 246 21 25,453 21 4,802 13 943 17 
6 
7 Guelph, Ont. 25.7 21 17,952 17 4,693 19 1,389 17 610 17 27 ,402 20 4,350 18 1,066 14 
6 Hull, Que. 26.7 5 17,854 18 7,216 8 752 19 378 20 28 , 226 19 3,867 21 769 21 
Kingston, Ont. 33.3 11 28,761 ? 7,052 9 3,011 10 1,352 2 33,517 12 4,297 19 1,007 16 
6 
7 Kitchener, Cnt. 39.4 4 29,390 4 €,954 10 3,915 5 730 «11 48 ,127 2 4,962 11 1,221 7 
5 New Westminster, B.C. 28.0 17 24,632 9 6,826 11 1,075 18 608 18 33,121 4 4,943 12 1,183 9 
6 Oshawa, Ont. 29.6 14 24,479 10 6,337 14 2,417 13 1,007 4 39 ,534 10 5,271 5 1,336 2 
7 Outremont, Que. 34.3 8 8,382 21 5,541 16 232 20 615 16 39 065 11 5,008 8 1,138 10 
7 Peterborough, Ont. 28.6 17 23,122 14 5,399 17 2,686 12 762 9 31,332 13 4,608 14 1,119 12 
Port Arthur, Ont.. 27.0 19 21,058 16 3,722 21 3,651 7 675 | 13 32,050 17 5,008 8 1,187 8 
Saskatoon, Sas. 40.5 2 39,825 1 7,245 6 6,778 1 1,405 1 53,076 1 5.416 4 1,311 3 
Sault Ste. Marie, Ont 28.6 16 23,242 13 6,435 12 1,904 15 718 = 12 45,170 3 6,643 1 1,579 1 
St. Catherines, Ont. 33.5 10 24,653 2 7,825 1 4,054 3 1,250 3 43 ,065 5 5,066 7 1,286 5 
clu- Sherbrooke, Que. 40.0 3 29,051 5 7,683 2 3,105 9 826 7 37,610 12 4,531 16 940 18 
NT. Sudbury, Ont. 35.7 6 33,250 3 7,625 3 3,487 8 846 6 33,109 15 4,038 20 927 19 
. Sydney, N.S..... 30.4 13 25 , 508 8 7,561 4 3,950 4 622 15 31,427 18 4,988 10 1,034 15 
Timmins, Ont. 31.8 12 23,010 15 7,439 5 1,612 16 822 8 41,612 ? 5,779 2 1,309 4 
Nois Rivieres, Que. 46.8 1 23,902 12 6,031 15 4,058 2 449 19 40 ,546 8 4,608 14 866 20 
Wesimount, Que. 29.1 15 11,170 20 5,373 18 S 855 5 32,475 16 5,155 6 1,116 13 
TOTAL, 21 Cities 694.6 503 , 526 135,130 56,776 16,168 778,351 
~~. % of Canada 5.53 8.68 9.83 6.09 9.50 7.39 
roup 
Cities With Population 10,000 to 24,999 
3 
7 
6 Barrie, Ont. 10.8 37 11,759 20 2,260 34 837 33 598 4 13,157 28 4,699 21 1,218 11 
Belleville, Ont. 17.4 14 17,670 6 3,669 10 1,696 9 504 7 17,839 18 4,149 32 1,025 28 
8 Brandon, Man. 17.7 13 16,848 7 2,740 23 1,975 8 424 14 20,751 13 5,321 8 1,172 15 
5 Brockville, Ont. 12.6 28 10,421 29 2,515 28 1,204 21 422 15 12,775 29 4,258 30 1,014 29 
Charlottetown, P.E.1. 14.7 23 10,407 30 3,072 17 921 32 451 11 10,544 36 3,515 36 717 | 37 
4 Chatham, Ont. 19.2 8 22,789 3 3,850 8 2,520 5 710 3 21,150 11 4,406 29 1,102 22 
1 
= Chicoutimi, Que. 17.9 12 12,408 16 2,765 22 1,201 22 266 30 21,364 10 7,121 2 1,194 12 
Cornwall, Ont. 15.6 12 12,077 18 2,872 20 922 31 421 16 13,595 26 4,046 34 870 34 
Dartmouth, N. S. 11.7 33 10,425 28 4,012 4 267 39 305 426 11,454 | 35 4,242 31 979 311 
Drummondville, Que. 11.8 31 8.110 37 1,900 38 784 35 283 28 18,025 17 7,837 1 1,528 1 
Fredericton, N. B. 10.8 37 11,418 23 3,325 12 1,575 | 12 485 9 10,035 37 4,014 35 929 33 
Galt, Ont. 16.9 16 13,130 12 3,852 7 1,185 24 375 21 21,206 12 4,712 20 1,305 3 
Granby, Que.. 15.8 17 7,446 38 2,436 31 776 36 149 36 17,752 19 5,548 6 1,124 20 
1 Joliette, Que.. 14.2 24 9,124 32 1,989 37 837 33 - 13,289 27 5,111 12 936 32 
2 Jonquiere, Que. 15.3 20 9,101 34 2,567 26 1,092 27 a & 587 38 3,303 | 37 561 39 
5 
‘Figures withheld to avoid disclosure © SM, 1948 
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Cities With Population 10,00 


POPULATION 
ESTIMATES 
1/1/48 
CITIES aa 
Total Rank 
(in | in 
thousands) | Group 
Lachine, Que. 22.3 4 
Lethbridge, Alb. 15.0 22 
Medecine Hat, Alb. 10.9 35 
Moncton, N. B. 24.5 1 
Moose Jaw, Sas. 19.6 7 
New Toronto, Ont. 10.5 39 
Niagara Falls, Ont. 22.8 2 
North Bay, Ont. 17.3 15 
Orillia, Ont. 10.9 35 
Owen Sound, Ont. 15.6 18 
Pembroke, Ont. 12.3 29 
Prince Albert, Sas. 11.8 31 
Sarnia, Ont.. 20.7 5 
St. Hyacinthe, Que. 19.8 6 
St. Jean, Que... 15.2 21 
St. Thomas, Ont..... 18.9 10 
Shawinigan Falls, Que. 22.6 3 
Sorel, Que. 13.7 27 
Stratford, Ont... 18.8 11 
Trail, B. C. 12.0 30 
Truro, N. S. 11.0 KT] 
Valleyfield, Que. 19.0 9 
Welland, Ont. 13.8 25 
Woodstock, Ont. 13.8 25 
TOTAL, 39 Cities 615.2 
% of Canada. 4.90 
Summary 
| % | 
GROUP Population, Can- | 
| ada | 
100,000 and over 2,961.2 |23.58 
50,000 to 99,999. . 592.6 | 4.72 
25,000 to 49,999... 694.6 5.53 
| | 
10,000 te 24,999... | 615.2 | 4.90 | 
, | ree | 4,863.6 38.73 


*Figures withheld to avoid disclosure. 
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. The “SM” symools mark original, exciy. 
0 to 24,999—(Continued) sive estimates by SALES MANAGEMENT. 
EFFECTIVE BUYING INCOME—1947 
RETAIL SALES—1947 SM ESTIMATES 
GYD ESTIMATES 
THREE STORE GROUPS (in thousands of dollars) 
Dollars | Rank — ae Gross Dollars) Rank |Grossin-| Rank |Grossin-| Rank 
(in in Rank Rank Rank in | in jcome per| in |come per) in 
thousands) | Group Food in General in Drug in | thousands) Group) Family | Group| Capita | Group 
Group Merchandise Group Group 
as. AS = ——_—_—. : — 
9,107 33 4,305 3 1,054 | 30 217 | +33 23 ,502 7 4,796 19 | 1,054 2 
20 ,035 5 3,251 14 3,921 2 407 | 18 19,553 15 5,285 10 1,304 4 
12,459 15 2,389 | 33 | 1,550 | 14 276 | 29 13,650 | 25 5,056 | 14 | 1,252| 9 
33,525 1 5,307 2 19,532 1 942 2 29,250 1 5,318 9 1,194 | 12 
20,902 4 3,907 6 2,927 3 393 | 19 25,552 3 5,437 7 | 1,304 4 
6,901 39 2,514 | 29 326 38 341 | 23 11,873 | 33 5,162) 11 | 1,131 18 
20,464 2 5,335 1 2,152 7 1,349 1 28,716 | 2 4,951 15 | 1,259 8 
12,775 14 3,208 | 15 1,399 | 16 4544 10 17,235 | 20 4,419 | 27 | 996 30 
10,077 | 31 2,319 | 35 698 37 374 22 12,041 32 4,631 | 26 1,105 | 21 
10,791 26 2,998 | 18 1,101 | 26 43612 12,775 29 | 3,276 | 38 819 | % 
8,129 | 36 1,857 | 39 289 | 19 304 | 27 8,314 | 39 2,969; 39 | 676) 38 
11,604 21 2,165 | 36 1,325 18 | 31624 12,752 | 31 4,905 | 16 | 1,080 | 23 
15, 134 9 3,927; 5 1,624, 11 515 6 25,360 4 | 4,877) 17 | 1,225) 10 
11,526 | 22 2,390 | 32 1,638 | 10 378 | 20 22,284 9 6,190, 4 1,125 | 19 
12,279 | 17 2,841 | 21 1,443 | 15 | 425 | 13 20.104 | 14 6,485 | 3 1,323 | 2 
15,021 | 10 3,775 9 1,196 | 23 | 495 8 24,481 5 4,802 | 18 1,285 | 6 
10,531 27 2,930 | 19 | 1,065 | 29 234 | 31 19,418 16 | 4,413) 28 | 859 | 35 
8,874 35 2,513 30 1,086 28 233 | +32 14,304 22 5,108 | 13 1,044 | 26 
12,887 | 13 2,642 | 25 1,551 | 13 411 17 22,317 8 | 4,649) 24 | 1,187| 14 
10,854 | 25 2,717 | 24 2,785 | 4 182-35 14,052 | 24 | 4,684) 22 | 1,171 | 16 
13,650 11 3,191 | 16 1,231 | 20 206 #4 11,683 34 | 4,673 23 | 1,062 | 24 
11,965 | 19 3,288 13 2,280 6 ° 23 ,988 6 6,151 | 5 | 1,263| 7 
16.150 8 3,408 11 1,128 | 25 §91 5 15,755 | 21 4,634 | 25 1,142 | 17 
10,952 | 24 2,534 27 1,353 | 17 306 | 25 14,249 | 23 4,071 | 33 1,033 | 27 
- —= . = . = — a - “| — - — 
512,167 119,635 73,446 15,178 648.511 
8.83 8.70 7.88 | 8.92 6.15 
| | | 
| % | % | General | % | % | % 
Ratio| Retail | Can- | Ratio | Food Can- | Ratio | Merchan-| Can- | Ratio| Drug | Can- | Ratio | Income | Can- | Ratio 
| Sales | ada | Sales | ada dise Sales | ada | Sales | ada | ada | 
| | | 
100 2,331,751 40.19 | 170 527,395 (38.36 | 163 548,309 58.80 249 74,068 |43.53 | 185 4,352,983 (41.26 | 175 
| 
| | | | | 
100 | 557,752 | 9.61 | 204 114,774 | 8.35 177 | 125,813 13.49 | 286 | 15,371 | 9.03 | 191 | 705,997 | 6.69 | 142 
100 | 503,526 | 8.68 | 157 | 135,130 | 9.83 178 56,776 | 6.09 | 110 16,168 9.60 | 172| 779,351 | 7.39 | 134 
| | 
100 | 512,167 | 8.83 | 180 119,635 | 8.70 176 73,446 | 7.88 | 161 15,178 8.92 | 182 648,511 | 6.15 | 126 
100 3,905,196 67.32 | 174 | 896,934 165.23 169 804,344 86.25 223 120,785 |70.99 182 6,486,242 61.48 | 159 
© SM, 1948. 
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The exclusive estimates of population, retail sales, and Effective Buying Income 
are fully protected by copyright and must not be reproduced in printed form, 
in whole or in part without written permission of SALES MANAGEMENT, INC. 
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Of the nation’s 12 cities in the five hundred 
thousand to one million population group: 


SAN FRANCISCO is 
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KNBC 


seater 
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® To “mine” this San Francisco 
bonanza, alert advertisers are us- 
ing the station people listen to 
most—KNBC. In the city of San 
Francisco, KNBC has a Daytime 
Audience of 83% of the Radio 
Families...a Nighttime Audience 
of 94% of the Radio Families! 
(BMB Study No. 1) 


THE BONANZA STATION 
OF CALIFORNIA 


50,000 WATTS 680 K.C. 


Source: Copyright 1948, 
Sales Management Survey of Buying Power ; 
further reproduction not licensed 
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Behind Dow's current campaign of name- 
advertising is the company's ‘Evaluation 
Program." The plan calls for a testing pro- 
cedure which guarantees to consumers that 
products bearing the label "Made of Sty- 
ron'' meet accepted standards of quality. 


Zealous Product Policing Builds 
Prestige for “Styron” Label 


BY ETNA M. KELLEY 


Off to a good start is the merchan- 
dising program of The Dow Chemi- 
cal Co., Midland, Mich., for its 
plastic Styron (Dow polystyrene). 

The highly co-ordinated program 
entails educating the consumer on the 
merits of Styron and, over the con- 
sumers shoulder, also educating 
molders, fabricators and retailers. The 
program includes technical assistance 
in proper methods of Styron use as 
well as setting forth manufacturing 
standards—and checking up on them 


—to be met on products bearing the 
Styron label. Along with the right to 
use the label comes the benefit of 
sharing in Dow’s advertising and sales 
promotion campaign in behalf of Sty- 
ron labeled products. 

Dow’s plan revolves around the 
Evaluation Program, under which 
products manufactured from Styron 
are chosen from regular runs in fabri- 
cators’ plants and sent to Dow’s plant 
for testing. Products are evaluated by 
a technical committee made up of 
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members of the Dow organization 
who are experts in molding techniques 
and engineering design. Products are 
judged on such points as basic design, 
molding techniques, comparison with 
other plastic and non-plastic items, 
and resistance to potential service 
hazards. 


Suggestion Offered 


Findings of the committee are kept 
in confidence and revealed only to 
the manufacturer of the particular 
product examined. If the product 
fails to make the grade, ways to im- 
prove the design are given to the 
molder in Dow’s technical report. 
The molder is of course, not obli- 
gated to follow these recommenda- 
tions, but most manufacturers are 
glad to benefit from such expert coun- 
sel. In some instances, molders learn 
that Styron is not the correct plastic 
for the application. Dow wants Sty- 
ron used only in suitable applications. 

In addition to evaluation by Dow’s 
own staff, products are also subjected 
to testing by consumers and to evalu- 
ation by revolving panels of depart- 
ment store buyers and editors. Find- 


WEDDING SHOWER display (left) 
is comprised solely of items ap- 
proved under Dow's Evaluation Pro- 
gram. It was assembled after the 
program had been in force five months. 
Styron set for children (above) 
comes in pastel blue and pink. 
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For Stories They Can’t 
Find Elsewhere... 


Most magazine editors today turn “thumbs _long period of time, we have watched Foreign 
down” on war stories . . . occasionally you — Service advertisers consistently repeat and 
see one, yes, but the men who fought our __ enlarge their schedules. 

wars—from Alaska to Africa and from the 
South Pacific to the North Sea—want a con- 
stant source of stories reminiscent of their 


Put Foreign Service on your schedule for 

1949 .. . take full advantage of this mass 

| circulation to families who represent the 

own experiences. a 
backbone of America’s buying power. 

In Foreign Service, they find a variety of 

these yarns month after month. That’s why 


they look forward eagerly to each issue. Be- 7 
cause of this exclusive editorial pattern, For- Rate Insurance for 1949 
eign Service enjoys unusually high reader- Foreign Service is giving current adver- 

. tisers a circulation bonus of 150,000 copies. 
ship attention. During 1949 this bonus bargain will go as 


high as 250,000—and maybe higher. Space 
contracts signed in 1948 will give adver- 


As a Cane of this high readership, tisers the benefit of the present low $5.50 


advertisers get the kind of results they have a per line rate during the entire year of 1949. 
right to expect from their advertising dollar. Circulation Guaranteed 1,000,000 
We know this to be true because for over a y 


If you'd like further information, 
including a digest of the Starch 
Survey, please write. 


Official Monthly Publication of the Veterans of Foreign Wars of the U. S. 
MEMBER AUDIT BUREAU OF CIRCULATIONS 
Broadway at 34th, Kansas City 2, Missouri 


REPRESENTATIVES: 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17,N.Y. e Hil F. Best, 131 Lafayette St., Detroit 26, Mich. 
Renick Averill, 427 West Fifth St., Los Angeles 13, Calif. @ Raymond J. Ryan, 203 North Wabash Ave., Chicago 1, Il. 
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DIRECT MAIL piece to molders contains 
check list for buyers and copies of trade 
and consumer advertising prepared by Dow. 


ings and suggestions are reported in 
confidence to manufacturers. 
Consumer testing is done by some 
50 families living in all sections of 
the United States. All serve on a 
voluntary basis, and they subject 
products tested to ordinary hard wear. 
To discourage users from holding 
back, and from refraining from sub- 
jecting articles to normal wear, users 
are informed that their reports and 
the products tested must be returned 


WANT TO KNOW MORE 
ABOUT THE MULTI- 


BILLION DOLLAR 
CHEMICAL PROCESS 
INDUSTRIES? 


yours for the asking — 


OBJECTIVE MARKET 
RESEARCH DATA 


(including many equipment and materials 
studies) on the chemical process industries 
prepared by Reinhold Publishing Corporation 
in collaboration with The American Chemical 
Society publications. For your free listing of 
the numerous studies available, write to D. M. 
Livingston today. 


process industries division 


REINHOLD PUBLISHING CORPORATION 


330 WEST 42nd STREET 
NEW YORK 18, N. Y. 
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at the end of the testing period, at 
which time they will receive new 
products in their place, to keep as 
their own. According to Dow, some 
excellent suggestions on design, use 
and reuse of products have come from 
these families. 

Revolving panels of department 
store buyers have also been helpful, 
especially in providing merchandising 
suggestions. Because of their knowl- 
edge of consumer buying habits, these 
people are able to make recommenda- 
tions which mean more sales. 

Initiated last February, the Evalu- 
ation Program is only a little more 
than six months old. To date, hun- 
dreds of products have been evalu- 
ated, and the six millionth label has 
been affixed to one of them. Labels 
are on a background gray with char- 
acteristic white lettering bearing the 
information, ‘Made of STYRON.” 
Labels are furnished free to manu- 
facturers for products meeting evalu- 
ation standards, with a dispensing ma- 
chine which facilitates their applica- 
tion. 


Advertising Technique 


Promotion of the label is the theme 
of Dow’s well-coordinated advertising 
campaign in consumer and _ business 
publications. It appears in all adver- 
tising copy, as well as in display aids 
furnished to retailers. Products are 
advertised in color, and copy includes 
brief, factual descriptions, together 
with name and address of distributor 
or manufacturer, and sometimes both. 
This type of advertising directs con- 
sumer and trade inquiries to the man- 
ufacturer. Information that products 
may be bought from department and 
chain variety stores is also usually 
included. 

Advertising in magazines read by 
retailers also features the Styron label 
and follows the catalog-type illustra- 
tion practice, sometimes reproducing 
national magazine copy as well. Al- 
most invariably business paper adver- 
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tisements give prominence to the buy- 
er checklist, the direct mail piece used 
by Dow to keep buyers advised of 
newly-evaluated products. It contains 
descriptions and illustrations of evalu- 
ated products. Four of these attractive 
booklets have been issued to date, two 
for housewares and two for toys. 

To keep molders and fabricators 
informed regarding the program, 
magazines covering the plastics field 
carry advertisements, with copy fea- 
turing the label, illustrations usually 
showing about six applications, and 
names of manufacturers. Each month 
molders receive portfolio-type pack- 
ages containing reproductions of busi- 
ness paper and consumer magazine 
advertisements, checklists of buyers 
and reproductions of “Styron Stop- 
pers’ (display material furnished to 
retailers). 

Store Cooperation 

That stores consider the program 
valuable is indicated from their will- 
ingness to put on special store-wide 
Styron promotions. John Wanamaker 
in New York staged a week-long ex- 
hibit in September, visited by crowds 
ranging from, 1,500 to 3,300 daily. 
Also in September, 635 Kresge stores 
in 65 cities put on store-wide displays 
of products bearing the Styron label. 
For this event, Dow furnished color- 
ful easel-type posters, price tags, sec- 
tion cards and window streamers, 
with the promotion all tied together 
with full color backgrounds in kitchen 


wut HALLMARK 
OF CONFIDENCE. 


(ilé Housewares on 
display have passed th 
Dow Consumer Product Eva 
luation Committee te 
wear the Styron hallmat 
of confidence 


INTRODUCTORY campaign for new Styron 
label prominently featured display posters. 
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motif of yellow-and-white ginghams. 

Special store promotions of Styron 
toys are being staged in some 1,386 
stores throughout the United States 
for the holidays. 

The latest plank in the Evaluation 
Program is the participation of edi- 
tors through editorial panels, some- 
what on the order of the buyer panels. 
The first of these, with writers in the 
toy field participating, was held in 
New York recently. As in the case of 
the buyer panels, two Dow represent- 
atives attended, one from the firm’s 
technical division and another from 
Styron’s promotion department. 


Dow’s current program in behalf 
of Styron is well-timed, coming at a 
time when the entire plastics industry 
is preparing to embark upon an edu- 
cational campaign directed at the 
public. It has been realized by pro- 
ducers of raw plastics that brand 
identification is desirable, but the 
problem of policing, that is, of ensur- 
ing that the brand label be used only 
on products which would do credit 
to the individual producer, has held 
back the adoption of labels. Dow’s 
solution of that problem is of more 
than passing interest to many besides 
those immediately concerned. 


Reach this Greatest Concentration 
of Top Management 


.. through the Newspaper that __ 
Reaches them at home! 


«a +) 

4 ¥ “NOYR 
belt a! Salted 
> —— 


@ The big roster of annual visi- 
tors and winter residents of South 
Florida reads like a Who's Who 
in the World of Business. Here 
every year come top executives 
who make the decisions for many 
of the nation’s leading firms and 
industries; men who often have 


the final say about the goods or 
service you may have to offer. 

Go straight to the top by 
reaching these people at home 
through The Miami Herald, the 
paper which delivers more 
readers along Florida’s Gold Coast 
than all other media combined. 


Che Miami Herald 


JOHN S. KNIGHT 
Publisher 


STORY, BROOKS & FINLEY 


National Representatives 
Affiliated Station 
WQAM, WQAM-FM 


MIAMI -- An International Market! 
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Smart littlesecretary! Before ask- 
ing out-of-date questions, she 
dons her out-of-date ‘‘specs’’. 

Today, the modern secretary and 
her boss know that the trade maga- 
zine representative is a friendly 
business counselor. He knows your 
field and its problems. The chances 
are this man has grown-up with 
your industry...is daily fighting 
for its interests. His business is 
to help advertisers sell more. . . 
sell better! 

And if he represents the Haire 
trade publications of your field, he 
can be especially helpful to you, 
for he comes from the specialized, 
‘official voice’’ of your industry. 
Put him and his publication to 
work for you. 


More Effective... More Sell-ective 


HOUSE FURNISHING REVIEW + COSMETICS AND TOILETRIES 
HOME FURNISHINGS MERCHANDISING + HANDBAG BUYER 
LUGGAGE & LEATHER GOODS - NOTION AND NOVELTY REVIEW 
CROCKERY AND GLASS JOURNAL + AIRPORTS & AIR CARRIERS 
CORSET AND UNDERWEAR REVIEW + LINENS AND DOMESTICS 
INFANTS’ AND CHILDREN’S REVIEW + FASHION ACCESSORIES 


mm Specialized 
“~ | I. am Merchandising 
a Magazines 


1170 BROADWAY, NEW YORK 1, N. Y. 
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Shop Talk 


To John: This Mixed Bouquet 


From an advertisement in New York newspapers Thursday, 
October 21: 


If you were the President of the A&P... . . “What would you do to 
make your A&P a better place to shop?..... | really believe that from 
your side of the counter, you know A&P best. That's why | ask your 
opinion. ... 


For instance, what about our service? Is it as courteous and helpful as 
you would like it to be? Is it prompt and efficient, too? What in your 
opinion are we doing that we could do even better? Or what are we 
not doing that you feel we should do? 


| invite you to write and tell me. 


John A. Hartford, President 
The Great Atlantic & Pacific Tea Co. 


Well, Mr. Hartford, shall we sit down here behind this potted 
palm and talk a bit? 


Your advertisement is one of the canniest public relations ideas 
I've encountered in a long time. I have a feeling that the value of the 
response is likely to be a rough equivalent to a hatful of diamonds. 


Before I, as just another grub-gatherer, leap at your invitation to 
become a kitchen-quarterback, I am moved to a piece of praise: Your 
new store on Main Street, in Poughkeepsie, N. Y., which I’ve had 
the occasion to visit a number of times, is the store I’d most like to 
find on any desert island within swimming distance of a ship-wreck. 
It’s A&P at its best. I could quite painlessly get rid of $20 in twenty 
minutes there any time, which is something substantially better than 
par for any super market course in the country. 


It’s the contrast between that store and the A&P in my own 
neighborhood that makes the grist for this conversation . . . the one 
on First Avenue at 54th St., Manhattan. The one nearest to me. 
The fact is, I seldom shop there any more. I think you might like 
to know why. It’s partly a matter of policy, partly a matter of store 
layout. The personnel, I’d say, scores pretty high, and that includes 
the disposition and behavior of Blackie, the cat. 


I’ve frequently wondered if, so far as this store is concerned, 
you haven’t misjudged your market. Behind the store, in Sutton 
Place and Beekman Place, is one of the wealthiest neighborhoods in 
Manhattan. The Stuyvesants live there. But, west of First Avenue, 
on the cross streets, live the Sweeneys, the people of modest means 
who count pennies because they have to. Your store is set up for the 
Sweeneys. The Stuyvesants shop at Gristede’s, who have two flour- 
ishing stores near by just stocked to the rafters with all the fancy 
foods and specialties and quality items that pay a handsome profit. 


The Gristede places are always full of butlers and maids and cooks 
from Sutton Place, buying fancy avocados at 69c apiece, cases of 
sparkling water, Pinesbridge turkey spread, and jumbo shrimps at a 
dollar a pound. The A&P, on the other hand, is stocked strictly for 
the housewife who is trying to feed five on two dollars without giving 
the family macaroni again. Aren’t you overlooking a profit-making 
opportunity? Mobs of Sweeneys will shop at the A&P anyway, be- 
cause of your well earned reputation for values. But, unless you stock 
what the Stuyvesants want, and make shopping much more pleasant 
and convenient, they'll continue to go to your competitor. 


About your stocks: Except for the most staple of staples, like flour 
and sugar and soup and cereals,—and your own private brands— 
no shopper can ever be certain of finding the same products and the 
same brands on your shelves from one week to another. I don’t think 
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this sometimes-we-have-it-sometimes-we-don’t policy is good business. 
National advertising on products like Libby’s creates strong brand 
preterences, and some of us are too stubborn to take substitutes. 


I could bay like a coyote over this store’s layout and its sluggish 
buying routine. You ask your customers to stand in line four different 
places, pay money in four places, and wait for wrapping in four 
places. Once at dairy products. Once at the meat counter. Once at 
fresh vegetables. Once for dry groceries. That isn’t shopping con- 
venience, Mr. Hartford. ‘That's an endurance test. 


You're immobilizing sales on one big group of products because 
they’re located opposite the meat counter. When the meat counter 
is busy—and that’s most of the time—the shoppers, their baskets, 
their children, and sometimes their dogs effectively cut off the possi- 
bility of selecting the items stocked on the facing shelves. These items 
include all the branded mixes, vegetable shortenings, flours, soft 
drinks. It would be hard to guess how many impulse sales you lose 
because this aisle is so narrow. 


When the store is jammed with customers, there are three check- 
out counters working near the door. ‘he lines of people and baskets 
extend far back into the merchandise display aisles, thus cutting off 
all cross traffic at right angles to those aisles. People shop, as a rule, 
by a serpentine route—up one aisle, down the next. ‘That’s good 
trafic for business. It exposes everybody to every department. But it 
takes a determined shopper to attempt this operation when he has to 
charge three lines at the turns, and then back up in complete defeat 
when he encounters that appalling line at fresh vegetables. 


Perhaps we'd better just sweat this thing through. If you want to 
get really snarled up, suppose you take a wheeled basket half full of 
food and then try to buy a melon, or some carrots. These products 


are stashed away in the dead-end northwest corner of the store, where They tell me it’s true — 
you can’t get in with a basket. In fact, you can scarcely get in without 
a basket. Somebody’s always unloading a crate in the aisle space, The past year The Nation’s 


which is roughly equivalent in size to a clothes closet. So, if you’re 
not afraid someone will hook your $5 rib roast (paid for, mind you), 
you park your basket anywhere—there’s no choice about where, be- quests for dress and needle- 
cause it will always be in somebody’s way. Then if you don’t mind craft patterns. 

risking a dress hem or a trouser leg on wires and raw edges of wood 
from packing boxes, and if you have the crust to use your elbows, 
you may, possibly, come out with that melon you have in mind for 


Agriculture received 49,580 re- 


Now if I were a smart adver- 


Sunday breakfast. tiser I’d analyze that. 
Don’t mind this rough treatment, Mr. Hartford. It’s all in the Nation’s Agriculture circula- 
interest of better merchandising and improved public relations. One tion has been going up fast. It 


more comment, and I'll let you go to the bar for a drink and some 
quiet reflection. Isn’t there some way to stagger working hours so that ; 
shelf loading is done before opening time in the morning or after ilies — and that includes over a 
closing time in the evening? If you shop either early or late on First 
Avenue, you need legs like a giraffe to step over or around boxes, 


now reaches 1,275,491 farm fam- 


million top farm women... 


. ° ° , 
crates, cartons, dollies, and eager-beaver clerks throwing cans of soup wives of America’s rural leaders. 
around, or pulling coffee cakes out of the bakery trays, or lugging ; 
empty beer bottles off to the back room. If you want to reach this 


Influential Million farm families 


, re ‘“ =. - ‘ i 9p, 
You asked what I would do if I “were president of the A&P. 
This is the answer: 


I'd send a competent research organization into the First Avenue- She Ht. esi 
Sutton Place neighborhood to interview consumers, I'd find the store lations 
layout expert who did the Poughkeepsie job, tap him on the shoulder, and AKORICULTURE 
send him to First Avenue for a look-see. I'd make a careful analysis of 


store sales by items and brands to see what's selling now, in what quan- 


—just write George Chatfield of 


OFFICIAL PUBLICATION FOR 


tities, and then try to match it against the findings of the consumer 
research seatiehaaiie. After that, pet can decide whether you need a 1,358,810 
larger store. Bet you a Dobbs you could triple sales. FARM FAMILIES OF THE 
AMERICAN FARM BUREAU FEDERATION 
A. R. HAHN 109 North Wabash Ave., Chicago, Ill. 


Managing Editor 
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Hunch & Prejudice in Hiring: 


The Crux of Manpower Failures 


BY ROBERT N. McMURRY ° Robert N. McMurry & Co. 


We may refuse to hire a potentially good producer solely 


because he has red hair. We may sign up with five weak 


sisters only because they're clean-shaven and over six feet 


tall. Such whimsical hiring methods only serve to aggravate 


personnel turnover and multiply hiring-and-firing costs. 


Each of 10 district sales managers 
for a New England manufacturing 
company was asked recently to recruit 
and bring to a conference on selection 
techniques the best qualified applicant 
he could find. Several of these sales 
managers screened more than 50 can- 
didates to obtain their one applicant. 

When assembled, these applicants 
formed a magnificent group. Nine of 
the 10 were six feet or more in 
height; all weighed over 185 pounds; 
without exception they were immacu- 
lately groomed, and all were charm- 
ing in appearance and manner. Taken 
together they suggested a cross be- 
tween a football backfie and a 
chorus line. The 10 sales wnanagers 
were proud of their choices. 

But how well qualified were these 
10 men to sell a high-class product to 
a discriminating trade? 


Two Out of Ten 


A careful analysis of their experi- 
ence, schooling and general back- 
grounds indicated that only two of 
the 10 were actually possibilities. The 
other eight were impossible in varying 
degrees and for varying reasons. Sev- 
eral had tried to sell and failed at 
each attempt. Others had never stayed 
on a job more than a short period of 
time. Most representative of the 
group was the one who was a former 
bush league ball player. He was a 
fine figure of a man, but he had never 
sold anything in his life. He had not 
even worked steadily. He would 
“rest” for as long as six months be- 
tween seasons. His only interest in 
this particular opening was that it 
offered him an opportunity—with pay 
—to learn whether or not he would 
like to sell. And he had been chosen 
from among 53 candidates. 

This episode merely emphasizes the 
fact that the point at which most 
salesman selection programs break 
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down is the initial screening of appli- 
cants. No selection program which 
uses tests, interviews or other tech- 
niques can function properly if the 
first screening of applicants is faulty. 
If the wrong standards are employed 
initially to separate the promising 
from the unpromising, those remain- 
ing for processing may be so uni- 
tormly mediocre that none or only 
a few survive the selection procedures. 
This then places the selection tech- 
niques themselves in a bad light. They 


become perforce “devices of exclu- 
sion.” Since a program which yields 
few, if any, applicants rarely fills 
vacant territory, it soon tends to be- 
come discredited. 

But the fault in most cases does 
not lie in the selection procedure it- 
self, rather it is to be found in the 
tendency of the person doing the 
initial screening to be over-influenced 
in his judgments of candidates by 
superficial standards of appearance 
and manner. 

Everyone from early childhood has 
come to associate certain appearances 
and manners with various “types.” 
The executive type is usually seen as 
a serious, heavy-set man, hair gray at 
the temples, a dignified watch chain 
across his vest. 

How exact a portrait is this? Of 
the many executives we know, some 
are tall, some are short, some are bald 
and others long-haired. Some came 


“What's the good of all these long-winded reports, Spike? 
I get the business, I let the boss know. 1 don’t get the busi- 
ness, he lets me know.” 
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RECORD RISE 


FOR MEMPHIS! 


TOTAL RETAIL SALES 1947 


$433,61 5,000* see odie ates! Die Xt 
a 


A GAIN OF 


88.9% 


OVER THE 1945 TOTAL 


~~ ap 77 — $29,531,000" 


Such a tremendous increase 
in total retail sales in Mem- 
phis during this period cer- 
tainly is indicative of the 
tremendous potential await- 
ing the advertiser in 1949. 
Use both Memphis news- 
7 papers and save |3c per line 
with the optional daily com- 
bination rate! 


E. 1945 | 1947 , 


*COPR. 1948, SALES MANAGEMENT SURVEY OF BUYING 
POWER; FURTHER REPRODUCTION NOT LICENSED, 


Scripps-Howard Newspapers 


rom 
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Atlas of the United States. 


LET CRAM’S EASY REFERENCE ATLAS HELP YOU SIZE UP 
YOUR TERRITORY—AND YOUR SELLING JOB. 


It's easy to see—and easy to solve—your territorial and sales problems 
when you look at them through Cram’s Easy Reference Business Man’s 
In this one complete, easy-to-use reference 
book is all the territorial information you need to plan a hard-hitting, 
effective sales campaign. Save time, save travel expense, get the orders, 
give better service—by using this helpful sales tool. Only $12.50 post- 
paid—sent on free ten-day examination. 


The George F. Cram Company, Inc., 730 E. Washington St., Indianapolis 7, Ind. 


Sa 


a Sell it to the Doctor bs 
Coast to Coast 


IN THE | 


‘State Medical Journals 


Whether your product is penicillin or planes, for professional use or personal 
needs, the Doctor has the price to buy and the inclination to own. 

You can reach this lucrative market in one state or forty-two, from New England 
to the Pacific Coast, through the State Journal Group. Read for their local 
interest—respected for their professional prestige. 
One advertising contract does the job in as many Journals as you choose—one 
monthly statement, one piece of copy and one set of original plates per insertion. 


STATE 
JOURNAL 
GROUP 


34 Journals 
Covering 42 States 


ALABAMA, Journal of Med. 
Assn. of 

ARIZONA Medicine 

ARKANSAS Med. Society, jour- 
nal of 

a aaah State Med. jour- 
na 

DELAWARE Med. Journal 

DISTRICT OF COLUMBIA Med. 
Annals of 

FLORIDA Med. Assn., Journal of 


SoenetA, Journal of Med. Assn. 

t) 

HAWAII Med. Journal 

INDIANA State Med. Assn. Jour- 
nal of 

IOWA State Med. Soc. Journal of 


COOPERATIVE MEDICAL 
ADVERTISING BUREAU 


of the American Medical Association 
535 N. Dearborn St., Chicago 10, Ill. 


KANSAS Med. Soc., Journal of 
KENTUCKY Med. Journal 
— Med. Assn., Journal of 


e 

MICHIGAN State Med. Soc., 
Journal of 

MINNESOTA Medicine 

MISSOURI STATE Med. Assn., 
Journal of 

NEBRASKA State Med. Journal 

NEW ENGLAND Journal of Med. 
(Mass., New Hamp.) 

NEW JERSEY, Journal of Med. 
Soc. of 

NEW ORLEANS Med. and Sur- 
gical Journal 

NORTH CAROLINA Med. Journal 


NORTHWEST MEDICINE (Ore- 
gon, Washington, Idaho & 


Alaska) 
OHIO State Med. Jeurnal 
OKLAHOMA State Med. Assn. 
Journal of 
PENNSYLVANIA Med. Journal 
ROCKY MOUNTAIN Med. Jour- 
nal (Colo., Utah, Wyo., New 


Mex., Mont.) 
SOUTH CAROLINA Med. Assn. 
Journal of 
SOUTH DAKOTA Journal of Med. 
TENNESSEE State Med. Assn., 
Journal of 
TEXAS STATE Journal of Med. 
VIRGINIA Med. Monthly 
WEST VIRGINIA Med. Journal 
WISCONSIN Med. Journal 


142 


from the right side of the tracks, some 
from the wrong. Some have had little 
schooling, others a great deal. It js 
difficult to set too specific a pattern 
for the ideal executive. 


Type-Casting Habit 


Yet so strong are our habits of as- 
sociation, that we tend unconsciously 
to look for certain physical appear- 
ances in men. Many executives be- 
lieve that salesmen should have a cer- 
tain physical appearance. The movies, 
of course, have helped spread this 
gospel. Doctors, in the movies, wear 
white coats, are gruff except when 
ministering to children (then their 
hearts melt), and are always on the 
verge of discovering a cure for cancer 
—single-handed. 

Diplomats with striped pants, 
frock coats and precise speech; min- 
isters of the cloth always unctuous 
and unselfish; politicians, short, fat, 
cigar-chewing, usually baldish—these 
are the “types” we have in mind when 
these fields are mentioned. 

Despite the fact that people recog- 
nize the obvious type of characters in 
movies, they do not, as a rule, recog- 
nize their own capacity for illusion 
or their own prejudice in “typing” 
men and women whom they meet 
daily. Men are screened for jobs of 
all sorts aitd are unconsciously ruled 
out by interviewers mainly because 
some of these men have big ears, are 
tall or short, are bald or shaggy- 
haired, etc. 


Physical Characteristics 


Lombroso, the Italian psychologist, 
labored in 12-hour shifts for years on 
end to construct a vast science of 
physical appearance. He maintained 
that there are “criminal types” which 
can be recognized at sight through 
certain “stigmata of degeneracy.” 
They have ears of certain dimensions, 
low foreheads, heavy jaws, rough 
skins, etc. The theory was so melo- 
dramatic and at the same time so 
disarmingly plausible and matter of 
fact, that it was hailed as a great 
contribution to science. Unfortun- 
ately, a subsequent study revealed 
that a good number of the clergy and 
nobility of his country had many of 
these same characteristics, which dis- 
credited his whole theory. 

Over the years in our dealings with 
client companies from coast-to-coast, 
we have never encountered any “type” 
which might be singled out as the 
successful salesman. We have found 
them tall and thin, short and _ fat, 
cross-eyed, far and_ near-sighted, 
bowlegged, poorly and well educated, 
with two arms and with one arm, and 
one fellow with an unusually stub- 
born case of dandruff. But their sales 
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records were the envy of the depart- 
ment. Yet had they been evaluated by 
many screeners on the basis of physi- 
cal appearance alone, most of them 
would never have had an opportunity 
even to be considered for a selling job. 

The rejection of those whose physi- 
cal appearance is not the best is not 
the only mistaken measuring stick 
used by some screeners. ‘There are 
other biases—biases which grow out 
of the interviewer's background and 
associations, and which are so buried 
that even the interviewers themselves 
do not know they have such preju- 
dices. It is something so natural to 
mankind that it is almost as hard to 
get rid of as thirst. 

For example, an Ohio company 
producing plumbing supplies had 
trouble finding good salesmen. They 
had hired a good number, but the 
turnover was large, and they seemed 
to have no success in hitting good 
men. Consulting with the company, 
we discovered one curious fact: all 12 
men on the sales force had reddish 
hair of one sort or another. 

This did not seem significant until 
we interviewed the personnel officer 
who screened the salesmen applicants. 
After extensive conversation with 
him, it turned out that far in his past 
there was a high school principal who 
had been most kind to him and his 
family, had helped him through 
school, advised on his work in person- 
nel studies, and aided him in finding 
his first job. The principal had red- 
dish hair. Unconsciously, over the 
vears, the interviewer venerated this 
type, and was always initially im- 
pressed whenever anyone fitting this 
description came before him. 


Personal Prejudices 


Silly? No sillier than the sales 
manager at another plant who was 
unconsciously prejudiced against hairy 
men. No sooner would an applicant 
seat himself than the sales manager 
would glance at the back of the man’s 
hands. Hairy hands meant dishonesty 
to this interviewer, and the associa- 
tion went far back into his youth. 
His reaction was immediate and nega- 
tive, and more than one good man 
was shown the door as a result. 

Unfortunately, screeners’ conclu- 
sions are never stated so simply. They 
can always find reasons, rationaliza- 
tions and mythical “facts” for turn- 
ing down an applicant, but the un- 
happy situation is that many sales 
persons are turned away or accepted 
for accidental factors irrelevant to the 
job or the applicant’s qualifications. 

On occasion we have found that 
an interviewer of short stature un- 
consciously resents tall men; they re- 
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mind him of his own alleged physical 
deficiency. 

Consequently, he cannot bear 
to have them about him, they make 
him uncomfortable. For purely acci- 
dental reasons, therefore, a potentially 
good man may be rejected. 

Besides these difficulties, we have 
found there are a host of ‘‘supersti- 
tions” which influence screeners in 
their work with applicants. Typical 
superstitions are: 


1. A person whose eyes are close 
together is dishonest. 


2. A limp handshake indicates a 
weak character. 

3. A square jaw indicates a strong 
character. 


4. Tall, vigorous men are better 
salesmen because they are impressive. 


5. Men with a cast in their eyes 
are not to be trusted. 

6. A receding chin indicates lack of 
sales aggression. 

7. Persons who do not have perfect 
command of English cannot sell. 


The dangerous aspect about judg- 


MEMO TO’ SPACE BUYERS: 


Let’s Talk 


If you want your Akron sales promotions to 
produce Maximum Results, keep in mind the 
unmatched Power of the Local Press. 


Akron Buyers Read Local, Think Local and 
Buy Local. It is, therefore, necessary to 
appeal to them locally if you wish to get your 
share of the more than 425 million dollars 
that Akron Buyers annually spend in retail 


sales. 


The only complete way to reach these buyers 
is through the one local media that influences 
ALL Buyers, The Beacon Journal, Akron’s 
only daily and Sunday newspaper. 


REPRESENTED 


AKRON BEACON JOURNAL 


JOHN 5. KNIGHT, PUBLISHER 
NATIONALLY BY: 


STORY, BROOKS G_ FINLEY 
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ELECTRONIC SALESMAN: 


a shadow box. 


ing the shopper to 


in to deliver a sales message. 


cycle is repeated five times. 


This is a new point-of-sale display 
for Reed & Barton, silverware manufacturers, 
salesman consists of a cabinet with a large glass window revealing 
The cabinet encloses a revolving stage synchronized 
to internal lights and a sound system. 
press the button.” 
lights up, introductory music plays, fades down, and a voice comes 
After a 20-second message, the light 
fades out, music comes up, and the stage revolves to the next posi- 
tion bringing a new display of silverware into the shadow box. The 
The display was developed by Reynolds 
and Hutchinson, West Somerville, 


Taunton, Mass. The 


In the center is a panel invit- 
When she does, the salesman 


Mass. 


ing applicants on the basis of appear- 
ance, unconscious biases or the com- 
monly accepted superstitions, is that 
they may on rare occasion turn out 
to be correct. The screener who un- 
consciously seeks tall, vigorous men 
with heavy voices for sales positions, 
may find one who turns out success- 
fully—not because of these qualities, 
but because he has a persistence which 
refuses to take “no” for an answer or 
because he is willing to work every 
day from 8 a.m. to 6 p.m., and in the 
evening as well. 


Repeating Mistakes 


This desirable persistence, how- 
ever, has no subterranean connection 
with height, voice, weight or muscu- 
larity. Little fat men with pinched 
voices sometimes have the quality of 
persistence, too. But because of one 
lucky hit, the screener will thereafter, 
consciously or unconsciously rule out 
all sales applicants except those with 
height, vigor and bass voices, thereby 
compounding and perpetuating an 
error while losing potentially good 
men for the company. 


Moreover, these biases are insidious 
Men most subject to them are loudest 
in their denial of bias in themselves. 
Complete objectivity in dealing with 
others is difficult for everyone. 


Objectivity Essential 


With this incapacity to be objec- 
tive is a common conviction held by 
nearly everyone that he personally 
is a good judge of people. Actually 
everyone is, to a high degree, stereo- 
type minded. And this, like all habits, 
is hard to break. 

Hence, it is never possible to elim- 
inate completely all these biases and 
misjudgments in the initial screening 
procedure. But they can be mini- 
mized. Specific, objective, factual 
screening standards are more reliable 
than love at first sight, and when the 
factual information is checked against 
the known characteristics of successful 
and unsuccessful men, prediction on 
an ‘applicant’s performance is very 
accurate. Where a sufficient number 
of cases is available, it is even possibile 
to develop a weighted application 
through which a numerical evaluation 


of the candidate’s qualifications for 
initial consideration is made possible. 

Typical of scund, objective stan- 
dards for ordinary use in preliminary 
screening are: 

1. Age 
Tums). 

2. Number of positions held in the 
yast two to five years. 


(minimums and maxi- 


3. Salary requirements. 

4+, Character of previous experi- 
ence. 

3. Present employment status (if 
unemployed for more tnan six weeks, 
he is usually a poor risk these days). 

6. Ownership of a car 
necessary ). 


(where 


Willingness to travel or be 
transferred (if required). 
8. Willingness to take a physical 
examination (if required). 
9. Use of alcohol to excess. 


It the applicant can’t meet these 
common-sense, simple, and objective 
standards at the initial screening, he 
may safely be rejected. Contrariwise, 
if he can meet these standards, a 
better selection job becomes possible, 
and less time is wasted on testing, 
interviewing and trying out second- 
rate men. Finally, with this sort of 
objective screening, done by men 
and women especially trained for such 
procedures, a higher proportion of po- 
tentially good men will be secured 
from the applicants obtained from ad- 
vertisements and other recruiting 
efforts. 

Coming down to the fine points— 
how previous experience should be 
evaluated, exactly what qualities one 
ought to dig for after the initial 
screening, etc.—these are subjects for 
further discussion. But good initial 
screening, difficult as it may be to 
teach, is a gain in itself, and, in the 
long run, a dollar-and-cents saving 
for the company. 
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Buying Power Concentrates 
in KEY CITY Markets! 


Your competitive advantage tomorrow will depend much 
upon the key city markets you strengthen and hold today 


Local newspapers are close to these markets. Circulation from 
outside does not answer for the reader influence and dominant 


home coverage to be secured through local newspapers. 


ALABAMA 


Florence 


Sheffield Wrcities Daily Corinth 
Troy Messenger 


SHER FIELO 
Tuscumsia 


ALABAMA 


jon Leader 
Murray Ledger & Times 


MISSISSIPPI 
Clarksd. 

Corinthian 

Greenville Delta 
Democrat-Times 


wood 
Tupele Journal 
West Point Times Leader 
TENNESSEE 
r ersburg Shate Gazette 


own 
Paris Post intelligencer 
Union City Messe 


Represented by 


WALLACE WITMER COMPANY 


MEMPH 
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IMAGINE thanksgiving without the , > 


| CREE TURKEY RAFFLE TONITE} 
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or Cincinnati 
without the 


w\ainle 


Y OISASTER 
AT EIGHT 
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General advertisers talk cold tur- 
key during the first seven months 
of 1948, by placing the Cincinnati 
Times-Star in fifth place among 
the nation’s evening papers, and 

A N e e in tenth place among the nation’s 
& S$ K B aK Y CIN CIN NA TI 0 se dailies. Advertising “turkeys” are 
rare with this inseparable combi- 
nation ... Cincinnati and the 
Times-Star. 


NOVEMBER 10, 1948 145 


IN THE 


PANTAGRAPH | 


Can You Reach 117,000 
People In Central Illinois 


Only 


BLOOMINGTON — Per 
capita sales: food 
$375.07; general mer- 
chandise $248.15; 
drugs $45.82.* 


*Copr 1948. Sales Management Sur- 
vey of Buying Power, further repro- 


duction not licensed. 


afi PANTAGRAH, 


SSOOMIASTOM ILLINOIS 


Over a Century of Community Service 


BEPRESENTEO NATIONALLY BY GILMAN wWicoOL 


EDITORIALIZED 
ADVERTISING 


A big subject that is cre- 
ating a lot of stir in adver- 
tising circles now that the 
manufacturer is demanding 
the utmost return on each 
advertising dollar. 


For the Food and House- 
hold Product manufacturer 
we have developed a “Spe- 
cialized Column written by 
a Specialist” which has 
proved itself to be “editor- 
ialized advertising at its 
efficient best”. 


17,000,000 circulation § di- 
vided into four groups to 
meet your national or re- 
gional needs. 


& RUTHMAN 


May we discuss details 


with you. 


"JESSIE S Moz boak” 


5 N. Wabash Avenue 
Chicago 2, Illinois 
Financial 6-1051 


420 Lexington Avenue 
New York 17, N. Y. 
Lexington 2-1434 
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Perfection Promotion 


‘The Perfection Stove Co., Cleve- 
land, has launched an autumn heater 


advertising campaign which will 
bring more than 70,000,000 sales 
messages to readers of 32 national 


magazines. This is the largest single- 
product advertising schedule in the 
company’s 60-year history. 

Full-page advertisements for Per- 
fection oil-burning home heaters are 
appearing during three consecutive 
months in The American Magazine, 
Christian Herald, Grit, Holland's 
Magazine, Household, Liberty, Look, 
Pathfinder, Popular Mechanics, Pop- 
ular Science, Sunset, and True Story. 

The following farm magazines will 
carry full-page heater advertisements 


in each of three issues: ./ merican 
Fruit Grower, Breeder's Gazette, 
Farm Journal, Florida Grower, 


lloard’s Dairyman, Poultry Tribune, 
The Progressive Farmer, Southern 
Agriculturist, Farm and Ranch, 
Southern Planter, and Successful 
Farming. 

Retailing Tlome Furnishings will 
have 580 lines of -Perfection Heater 
advertising in each of 17 issues. Other 
business publications in which Perfec- 
tion has been scheduled for a total of 
39% pages include: Hardware Age, 
Ilardware Retailer, Electrical Mer- 
chandising, Furniture Age, Hlardware 
Trade, Hardware World, House 
Furnishing Review, and National 
Furniture Review. 

As a mailing piece, Perfection has 
produced a heater broadside which 
reproduces in full color the front 
covers of all the general and farm 


Um-m! Smooth 
is the word! 


magazines in which the company is 
advertising its heater line. 

McCann-Erickson, Inc., handles 
the advertising for the Perfection 
Stove Co. 


Contest for Thermo 


As a feature of its sales promotion 
and advertising campaign for ‘Thermo 
Anti-Freeze, the 1948-49 — season, 
Publicker Industries, Inc., has 
launched a dealers’ contest with prizes 
totaling more than $10,000 for the 
best Thermo displays. 

First prize is a jeep; second prize, 
a two-weeks vacation in California 
or Florida for two; third prize, RCA 
table model television set; fourth 
prize, Lord Elgin 2-jewel solid gold 
wrist watch. ‘There are 98 other 
prizes: 18 Hamilton 19-jewel wrist 
watches; 10 RCA table model radios; 
10 field glasses; 10 Remington Elec- 
tric Shavers; 50 “+ Seasons” Thermi- 
dor Heat Fans. 

H. A. Bonyun, Jr., general sales 
manager of Publicker Industries, Inc., 
states that this campaign for Thermo 
will include newspapers, magazines, 
business papers, radio, and outdoor 
advertising. Newspapers will receive 
the largest share of the budget, which 
has been substantially increased over 
that of last year. 

Theme of the advertising campaign 
is ‘Keep a Jump Ahead of Winter,” 
emphasizing ‘“Thermo’s Safe and 


Sure Protection, Guaranteed Non- 
Toxic.” 
A feature of the contest, which 


closes December 7, is that the sales- 
men of the distributors who service 


Try “Smooth Sailin’ Today... Made by Hollyw 


SUPPORTING its radio promotion, the Hollywood Candy Co. has inaugurated an outdoor 
campaign in 75 cities featuring its Milk Shake and Smooth Sailin' Bars, Outdoor will event- 
ually be used nationally. The account is handled by D'Arcy Advertising Co., Inc., St, Louis. 
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the first two winners among dealers, 
will receive the same prizes. Winners 
will be announced betore December 
25. All dealers are required to do is 
to submit a snapshot of their displays 
to the Publicker company. Entries 
will be judged by a committee of dis- 
play experts chosen from outside the 
company. 

Despite the general threatened 
scarcity of anti-freeze this winter, 
Thermo prices have been reduced as 
part of this stepped-up campaign. The 
anti-freeze may now be sold at $1.50 
a gallon retail, as compared with 
$1.75 last year. 


VENETIAN Blind Association of America 
brochure may be had by industry members 
upon request. Agency: Butler Advertising. 


Westinghouse Campaign 


The Lamp Division of the West- 
inghouse Electric Corp. has launched 
what is going to be the largest adver- 
tising and sales promotional push in 
its history. 

A series of 25 full-color advertise- 
ments, scheduled for nationally cir- 
culated newspaper supplements and 
consumer magazines, has been backed 
up with window and store displays. 
merchandisers and point-of-sale helps 
tor dealers. The company is urging 
dealers to tie in local advertising and 
store promotion with the national 
advertising campaign. 

The copy theme is, “You can be 
sure... if it’s Westinghouse, the 
name you know in lamps.” The first 
half of the slogan, the new company- 
wide selling statement featured in all 
advertising, is teamed with a specific 
product promotion. The dominant 
illustration is a light bulb with a 
hand pointed toward the company 
name on the bulb’s top. 

The campaign calls for insertions 
in This Week Magazine, Parade, 
The Saturday Evening Post, Time, 
Look, and The New York Times 
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Magazine. Lamp commercial an- 
nouncements will be carried five days 
a week on the Westinghouse-spon- 
sored Ted Malone program over 205 
stations of the Broad- 
casting Co. 


American 


Campbell's Extra 


Full-color bleed  half-pages in 
women's magazines, plus network 
radio, will be used for a new, con- 
tinuing advertising campaign designed 
to promote the use of Campbell's To- 
mato Soup and Campbell's Cream of 
Mushroom Soup as cooking and pour- 
on sauces. 

December issues of Ladies’ Home 
Journal, Good Housekeeping, 
Woman's Home Companion, and 
McCall's Magazine will carry the 
first advertisements in the series, 
which will run monthly from then on 
in all four magazines. These maga- 
zines have a total readership of 34,- 
OOO O00, 

This campaign is in addition to the 
support given these products in Camp- 
bell’s regular full-page, full-color 
campaign for the full line of 21 soups 
in these and six other national mass- 
circulation magazines. 

Concurrently with the special mag- 
azine advertising, network radio will 
help sell the idea that these two pop- 
ular soups, heated just as they come 
from the can, also are fine cooking 
sauces. 

At frequent intervals through- 
out the vear both soups are featured 
on Campbell's three top-flight radio 
programs—“Club 15,” “Double or 
Nothing,” and “Edward R. Murrow 
with the News.” These three pro- 
grams alone reach more than six out 
of 10 radio homes. From now on ap- 
proximately 30% of the radio support 
given to Campbell’s Tomato Soup 
and Campbell’s Cream of Mushroom 
Soup will be devoted to promoting 
their use as cooking sauces. Camp- 
bell’s agency is the Ward Wheel- 
ock Co. 


Expanding Snow Crop 


Snow Crop Marketers, Inc., the 
frozen food subsidiary of Clinton In- 
dustries, Inc., which manufactures 
products from corn for home and in- 
dustry, is inaugurating an expanded 
national advertising campaign using 
magazines, newspapers and radio and 
featuring its full line of frozen fruits, 
vegetables, poultry, fish and orange 
juice concentrate. 

First copy will appear in news- 
papers in 25 key markets from coast- 
to-coast. This schedule will be in- 
creased to include more than 50 mar- 
kets by the end of the year. Most in- 
sertions will be in 250-line sizes. 


FOR YOUR OFFICE AND AN IDEAL 


For your 
CHOICE 
CUSTOMERS 


The Handsome 


NEW 


BEV-ETTE 


Smartly styled and finished in executive brown 
to harmonize with the finest office or home 
furniture, the ARTKRAFT BEV-ETTE is a full size 
3/2 cubic foot refrigerator, Ample ice cube 
capacity. Designed to accommodate standing 
bottles, large and small, plenty of snacks, etc 
Can be Locked. 


a 
Manufacturing Corp. 
1000 Kibby Street, Lima, Ohio, U.S.A. 
Please send Special Gift Price on ( ) 
BEV-ETTE Refrigeraters. (Literature with specifica- 
tions will be enclosed). 
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QUALITY PRODUCTS FOR OVER 
A QUARTER CENTURY 


a” = 


Frame Top 
Brie! Bag 


De Luxe Zipper 
Ring Binder 


GIL AE  Lig l LEL LIS 
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"Dress Up’ 
YOUR SHOW 


DA-LITE’S 


HANDSOME, NEW 


PICTURE KING 


Here’s a screen that adds “eye appeal” 


to every presentation. The smart ap- 
pearance of Da-Lite’s 40th Anni- 
versary Model instantly creates the 
right impression. It associates your 
product or service with quality even 
before your sales film is projected. 


The smooth operation of the Picture 
King gets your show started prompt- 
ly ... And the finer picture surface 
of this model, reflecting more light to 
wider angles, puts your message across 
brilliantly and 


clearly, more effec- 


tively. 


Before you buy any large tripod 
screen, see the Picture King and com- 
pare! No other has its fabric pro- 
tecting “No Rub” Octagon case, slat 


lock, slat plug and slat collar, 
Comes in seven popular sizes and 
prices. 

45” x 60” $48.75 70” x70” $62.00 
60” x 60” 52.75 63” x84” 83.00 
52” x70” 55.00 84” x84” 90.00 


72” x96” $95.00 


Ask your dealer for the handsome, 
new Picture King—first choice for 
Ruggedness, Beauty, Balance and 
Easy Handling! Write for descrip- 
tive circulars! 


DA-LITE SCREEN COMPANY 


2705 N. PULASKI! ROAD CHICAGO 39 ILLINOIS 
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DATE 


The newspaper campaign will be 
supplemented in several major mar- 
kets by local radio participation pro- 
grams. lhe first scheduled broadcast 
will be Galen Drake’s Housewives’ 
Protective League and Starlight Pro- 
gram on WCBS, N. Y. C., Nov. 15. 

Beginning in January Snow Crop 
advertisements will appear in The 
Saturday Evening Post, Ladies’ Home 
Journal, and The American Weekly. 

Plans for outdoor and _ business 
paper advertising have not yet been 
completed. Agency is Maxon, Inc. 


Time To Build? 


An industry that hasn’t any great 
store of public good-will is going 
about building some for itself in New 
Orleans. ‘The industry is the con- 
struction industry, which at best is 
treated tolerantly by the public, and 
at worst is blamed en masse for the 
high cost of building and for gyp 
tactics of a small, dishonest fringe. 

The tool used by the builders of 
New Orleans to improve themselves 
in public esteem is a public relations 
advertising campaign. It runs under 
the signature of Construction Indus- 
try Association of New Orleans, Inc. 

In a 13-week campaign, quarter- 
page advertisements are run once a 
week in The Times-Picayune, New 
Orleans, to explain facts about the 
building business- to the general 
public. Angle-by-angle and phase-by- 
phase, advertisements take up ques- 
tions the public wants answered. One 
question now current is, “Shall | 
build or wait until prices go down?” 
A detailed answer was provided by 


- Menu Tor Thanksgiving Gum Ladies Home doused 


one advertisement headlined “It’s al- 
ways the right time to build.” The 
copy explained that: 

‘It’s never the wrong time to build. 
For true or real building costs rarely 
fluctuate. ‘Translate the cost of a 
house or an industrial building into 
the equivalent cost of man _ hours, 
commodities, clothing, necessities or 
any other yardstick and you will find 
that increases in construction costs 
are actually lower than the increased 
costs of other things. 

“Everything is relative. When 
building costs are low, when real es- 
tate costs are low, money is tight and 
harder to raise. When building costs 
increase, money is plentiful and easier 
to raise. 

“Tt is really a case of 2 and 2 not 
making 4. For if the plant we build 
today costs $400,000 compared to an 
identical plant built in 1932 for 
$200,000, it is much easier to find 
the money for a $400,000 plant in 
1948, than it was to find the money 
for a $200,000 plant in 1932; and 
the 48 model is a better plant.” 


Cuba—for Tourists 

The Cuban Tourist Commission, 
Havana, is launching its winter cam- 
paign with nine travel and general 
circulation national magazines on its 
current schedule which also includes 
newspaper space in key cities on the 
eastern seaboard and as far west as 
Chicago. Theme of the campaign tells 
of a “warmer welcome” to tourists 
with a varied calendar of events in 
Havana and Cuba this year. Wendell 
P. Colton Co. is the agency. 


Noy 


BY ANN BATCHELDER 


ee laa ‘ 


THANKSGIVING Menu for The Kroger Co. as prepared by Ann Batchelder, home econ- 
omist of Ladies’ Home Journal, in joint promotion by the food company and the 


magazine for mid-November. 


Two million 


reprints of the advertisement distributed. 
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Schindler's 3-Point 
Plan for N. F. S. E. 


It's to tell public about role of selling, to recruit youth 
for sales jobs, and to strengthen sales managers’ position. 


A three-point program will be em- 
phasized by the National Federation 
of Sales Executives for the coming 
year, Alfred Schindler, Chairman of 
the Federation and former Under- 
Secretary of Commerce, announced 
October 28. 

The Federation, which represents 
more than 10,000 sales managers of 
American business and 82 sales execu- 
tives clubs throughout the country, 
will concentrate its activities in the 
following areas: 


Focus Attention 


1. Convey to the public the im- 
portant role which selling and dis- 
tribution in general must play in sus- 
taining and enhancing American liv- 
ing standards—focusing public atten- 
tion on the vital significance of dis- 
tribution in keeping America’s pro- 
ductive facilities operating full time 
and providing maximum employment. 


Where To Get Men 

2. Recruit millions of American 
youths now in schools and colleges to 
join sales ranks. An all-out effort will 
be made to attract the maximum po- 
tential of intelligent, trained and per- 
sonable young people to selling as a 
career and in this way to fill the wide 
gaps left as a result of decimation of 
sales forces caused by the war and 
the subsequent “‘seller’s market.”’ Mr. 
Schindler stressed that a challenge 
confronting American business in 


ter, Mass., and John C. Wilson, vice- 
president, National Cash Register 
Co., Dayton, share responsibility for 
the program on improved sales man- 


agement, as chairman of the commit- 
tees on club administration and better 
selling respectively. 

The Chairman of the Educational 
Project has not yet been announced, 
but several subcommittees have al- 
ready been established and are ac- 
tively at work. 

Chairmen of two special purpose 
committees are: 

Public relations: John E. Wiley, 
chairman of Fuller & Smith & Ross 
in New York City. 

Government relations: Paul 
Wooton, vice-president, Chilton Co., 
Philadelphia. 


GREAT INDUSTRIES 


IN THE GROWING 


GREENSBORO MARKET 


SILVER KNIT 


HOSIERY MILLS, INC. 


In the short span of 18 years, Silver 
Knit Hosiery Mills in High Point, has 
become one of the nation's largest 
manufacturers of men's hosiery pro- 
ducing 24 million pairs annually. 


moving $200 billion worth of goods 
and services in order to keep factories 
humming and payrolls high will re- 
quire better-trained sales and dis- 
tribution people. 


RO 
Secrent, M. SILVER 
reasurer 
Solidify Position 
3. Strengthen the sales manager as 
an integral part of top management 
in his own company. This will be ac- 
complished through improved club ad- 
Ministration and continuous service to 
the Federation’s more than 100 cor- 
porate associates. 
_ Donald G. Mitchell, president of 
Sylvania Electric Products, Inc., will 
head the Committee to awaken the 
public to the significance of our 
American economy. 
Everett Merill, president of Usher 
& Merrill (steel products), Worces- 


With retail sales of more than 400 million—the Greensboro 12 County 
ABC Retail Trading Zone delivers ONE-FIFTH* of the total retail 
sales of the South Atlantic's leading State. 


1948 SALES MANAGEMENT—Survey of Buying Power. 


GREENSBORO 
NEWS and RECORD 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


GREERSBO 
ee 
ome 
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Strategy ina sales offensive is just as im- 
portant as strategy in a military offensive. 


And preferred strategy, in either instance, 
is to take and hold key centers —and “fan 
out” from there. 


Twenty-six men enable you to “invade” 
every other home—or better—with your 
sales message in more than 500 key cities 
40 with populations of 100,000-plus. 


Twenty-six men assure your sales message 
of entry into every other home—or better 

in all 138 top market areas yielding 64% 
of all retail sales. And “fan it out” from 
there into 4,000,000 homes in adjacent 
marketing areas! 


These 26 men are the 26 editors responsible 
for the 26 Sunday Magazines of Metro- 


150 


Flow to capture the country 
—with 26 mcn! 


Metropolitan Sunday 
Magazine Group § 


politan Group. Each of these men edits 
one—and only one—-of the entire 26 
Magazines in the Group. Each knows best 
what his readers like most because he lives 
among them. 


No national magazine or Sunday supple- 
ment offers such a unique publishing and 
editorial set-up. 


Quite significantly, in this respect, 
the 26 Sunday Magazines of Metropolitan 
Group enjoy—according to all available 
studies—-the highest average inside page 
readership of anything in print. 


Because of this unmatched readership 
plus Metro's unmatched coverage—you can 
reach, through these 26 Magazines—per $ 
invested— more people in more places where 
most goods are bought. 
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These are the 26 
Sunday magazine 
picture sections of 


Metropolitan Group 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 

and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
DES MOINES Register 
DETROIT News 

and/or Free Press 
INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 
NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 
ST. LOUIS Globe-Democrat 

and/or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 


Unlike other national media, 
Metropolitan Group is a_ national 
network of twenty-six (26) locally 
owned, locally edited, locally power’ 
ful Sunday magazines . . . printed in 
Gravure for 15,000,000 families. 


Their local ownership, local view: 
point, local editing, local power, 
add up to the greatest local patron- 
age and popularity accorded any 
thing in print. 


Metropolitan 
Sunday Magazine 
Group 


220 East 42nd Street, New York 17, N. Y. 


TRIBUNE TOWER 
CHICAGO 
NEW CENTER BUILDING 
DETROIT 
1<s MONTGOMERY ST. 
SAN FRANCISCO 
4483 SOUTH HILL STREE1 
LOS ANGELES 
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NEW TREATMENT FOR STREETS makes them longer-wearing, less likely to 
crack in cold weather, The ‘mix’ contains synthetic rubber, asphalt, crushed rock. 


coming your way... 


*«*«srubber streets may become 
common in many communities if 
the success of experiments in 
Akron, Ohio, are an indication. In 
resurfacing one of the city’s busiest 
thoroughfares, officials decided to 
use a new “hot-mix’” combina- 
tion. The formula used called for 
1,200 pounds of finely powdered 
rubber to 3,000 gallons of asphalt, 
plus crushed rock ordinarily pres- 
ent in “hot-mix” solutions. En- 
gineers say the new mix gives a 
more nearly waterproof surface 
than regular black top applications ; 
therefore is expected to be more 
resilient, longer-wearing and _ less 
likely to crack in cold weather. 
Use of the new mix was suggested 
to Akron city officials by the Good- 
year Tire and Rubber Company’s 
research department. 


sesesplastic partition blocks 
resembling glass brick but only 
one-fifth the weight will soon be 
available for use in homes, stores 
and business offices. The blocks are 
made with interlocking lips per- 
mitting non-load bearing walls to 
be built without using adhesive or 
clamps. In offices and stores this 
feature would permit the use of 
temporary wall partitions which 
could be quickly assembled or taken 
down. The blocks are 734 inches 
square and almost four inches 
thick. They weigh slightly more 
than a pound each. The two faces 
of the blocks have facets molded 
into the inside surface so that the 


finished block diffuses light. ‘The 
new blocks are recommended only 
for interior installation at the pres- 
ent. They are being molded by the 
Columbia Protektosite Co., Inc., 
Carlstadt, N. J. In their manufac- 
ture Lustron polystyrene plastic, 
a product of Monsanto Chemical 
Co., is used. 


sses»Sponge holder is designed to 
simplity car washing and various 
household chores. The molded 
Bakelite phenolic holder may be 
attached to a garden hose. An ad- 
vantage of the plastic holder is 
that it prevents water from being 
squeezed out of the sponge when 
gripped. The holder is produced by 
Abar Plastics Co., 6940 Formosa 
Way, Pittsburgh 8, Pa. 


DEVICE MAY BE USED for such tasks as 


washing windows, floors, walls and tubs. 
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Display 
Angles 


GIFT CERTIFICATE MERCHANDISER—The piece al- 
lows full view counter showing to traffic from both direc- 
tions. Transparent gift box holds plastic hat ash tray and 
a certificate. Designed by Tracy-Locke Co., Inc., for 
Resistol Hats. It was produced by Wetmore & Co. 


ae 


PERFUME TESTER—Fashioned in the form of a 
lotus leaf it has a theft-proof bottle of Yard- 
ley's Lotus perfume fastened to the base. 
Designed by Reco Capey. Molded by the Syro- ‘ 


cowood Division of Syracuse Ornamental Co. 


TRANS-AD—New display device incorporates 
a series of || moving panels. It makes possible 
dramatic presentation of a product or a serv- 
ice. Motor is low-current consuming. Made of 
stainless steel. Product of Savory Equipment, Inc. 


DISPENSING DISPLAY—I+ is equipped with a Federal- 
approved measuring gauge and automatic cutter and holds 
12 various size rolls and Lumite plastic screening. It was de- 
veloped by the Lumite Div. of Chicopee Manufacturing Corp. 


be in good compan 


oo. sc he 


FOOD 


3 ee oS ow 2 se Om ey 
Nationa} Advertisers 


dvertisers 


National A 


-QUIPMENT 


Nationa] Advertisers 


Locally - Edited Gravure Magazines 


FIRST SIX MONTHS, 1948 


GRAVURE MAGAZINES 


ATLANTA JOURNAL © COLUMBUS DISPATCH © THE NASHVILLE TENNESSEAN 
INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL © HOUSTON CHRONICLE 
NEW ORLEANS TIMES-PICAYUNE-STATES ©® SAN ANTONIO EXPRESS 


Total circulation: over 1,660,000 copies each week 


| Eight weekly newspaper magazines featuring the Local Touch for highest reader interest, for greater advertising value 


For further informatien contact any of the following Representatives: Branham Company, Jann & Kelley, 
John Budd Company, Kelly-Smith Company, O'Mara & Ormsbee, Sawyer-Ferguson-Walker Company. 
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Here's How to Sell 
A New Industrial Product 


To Uncle Sam 


BY KARL F. KIRCHHOFER, 


Sales Manager, George Scherr Co., Inc. 


There's a long, long trail a-winding through the mazes of 
Washington, D. C., for the manufacturer who is seeking to 
introduce and sell a brand new item to the United States 
Government. With patience, you can hack your way 
through the jungle of red tape...and get some nice orders. 


The industrial parade to Washing- 
ton has commenced once more. Air- 
planes and. Pullman cars are filled 
with brief-case carrying executives, 
salesmen and company _representa- 
tives. It is, of course, the vastly in- 
creased expenditures for the rebuild- 
ing of the Army, Navy and Air Force 
that has caused industry to converge 
upon the Nation’s capitol. 

Selling to the Government is not 
easy, particularly when you are intro- 
ducing a brand new product, some- 


thing that has not been used by the 
Armed Services in the past and for 
which a need must be created. 
Naturally, in the case of standard 
items on Government purchase lists, 
requests for quotations are issued and 
distributed to known suppliers. The 
order is awarded to the lowest bidder, 
and the one who can deliver the goods 
in the quantity and quality required 
and in the time necessary. This type 
of selling to the Government is merely 
supplying goods for which there al- 


Rascnitticd SLEEPING COMFORT 


1 WESTINGHOUSE 


Bedtime Sales Story: Or, how to make a bed with electric sheets 
and comforters. J. E. Crum, merchandise manager, for bed coverings, 
Westinghouse Electric Appliance Division, Mansfield, O., adjusts 
the tiny sheet of new miniature electric bed covering display. 
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ready is a need and a demand. There 
are however, many industrial concerns 
which have developed brand-new ar- 
ticles which they sincerely believe to 
be of value to the Armed Forces or 
to some other branch of Government 
and which they want to introduce. 
Let me cite a specific example of 
how a new product has been intro- 
duced to the Government, in this in- 
stance the Navy. The product is a 
new tool developed by the George 
Scherr Co., New York. It happened 
this way. Our engineers developed a 
tool called a gear gage which they 
found extremely useful in our own 
plant for rapidly determining the 
pitch of a gear, a much quicker means 
than the methods of calculation and 
computation previously used. Tools 
and fixtures were designed and an 
experimental lot was manufactured. 
In the usual way, publicity releases 
and photographs of the tool at work 
were dispatched to about 100 business 
and technical magazines. Editors rec- 
ognized the value of a new develop- 
ment in their field, publicized the 
new gear gage in their new product 
columns. The response was over- 
whelming. With some diffidence and 
a little nerve, we had tooled up for 
and produced 100 gear gages. Our 
supply was quickly exhausted. Orders 
came in from companies that didn’t 
even know the price. ‘Evidently we 
had something for which there was a 
real need in the metal working field. 


Navy Furnishes Idea 


Among the inquiries and orders 
that flowed in were a few from some 
of our Naval activities. These were 
entirely unsolicited. There were 
enough, however, to give us an idea. 
The idea was simply this. If a few 
Navy Department bases wanted our 
gear gage, then perhaps the entire 
Navy could use them, would think 
them valuable enough to recommend 
their use on ships, in Navy yards, 
shore installations, in foreign outposts, 
wherever Navy personnel used gears. 
There are thousands of mechanical 
applications where gears are necessary 
and where gear gages are very useful. 

We decided to go to Washington 
and introduce our gear gages to the 
Navy Department. The Bureau of 
Ships, on Constitution Avenue, was 
interested, but we discovered quickly 
that orders for tools, goods and sup- 
plies do not originate there. You've 
got to go right out to the Navy yards 
and see the master mechanics, the 
toolroom foremen, the supervisors, 
the men who are going to use the 
tools. We called first at the Naval 
Gun Factory. Our first stop was at 
Navy Procurement and while this 
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“CONTINUING STUDY” 
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of NEWSPAPER READING 
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READERSHI 


Watch for these high spots as you 
look over this eye-opening report: 


7 of the men’s 10 best-read general news 
stories were “‘Back of Page 5” 

6 of the women’s 10 best-read general 
news stories were “‘Back of Page 5” 

6 ads in top ten for all studies (in their 
classifications) were “‘Back of Page 5” 
36 pages stopped over 50°, of the men 
or women, or both 


75% of the men and 93° of the women 
read local advertisements 


58°, of the men and 61 of the women 
read national advertisements 

56°. of the men and 88‘; of the women 
read department store advertisements 


Phone or write The Washington Daily News 
or any of the General Advertising Departments 
of Scripps-Howard. We’ll be happy to go over 
this and other studies with you. 


Then 
YOUR AD GETS READ IN DAIRYE 


Scripps-Howard’s Voice in the Nation’s Capital 


1948 


HY did a small 120-line national ad (on 
W pace 55) not only tie for tenth place in 
its classification for all studies to date, but take 
over first place on the all-study Index list? Why 
did a 208-line ad (on page 10) have the double 
distinction of placing among the top ten ads 
for all studies to date in its classification with 
both its percentage score and its Index rating? 
Why did another 72-line ad (on page 19) attain 
similar double honors? Why did 56°; of men 
readers (18 percentage points higher than the 
all-study median) read department store ads? 


We believe you will find this FIRST TABLOID 
survey one of the most thought-provoking and 
valuable readership studies ever made . . . show- 
ing for the first time how thoroughly a tabloid 
is read. Ask to see it today. 

*The Continuing Study of Newspaper Reading #121, Conducted 


by The Advertising Research Foundation in Cooperation with 
The Bureau of Advertising of the A.N.P.A. 


orig- 
inate the orders, it is customary, good 
business courtesy and common sense 
to stop there first since these are the 
officials who direct you to the men 
you should see to sell your goods. 

We demonstrated the gear gage to 
the supply officer who said, ‘Looks 
good. Now you see...” and he reeled 
off a list of eight or 10 key men in 
the Naval Gun Factory. 

‘Here is a new tool we have just 
developed,” we said to the gear expert 
at the yard. “It is a gear gage which 
will enable you to quickly determine 
the pitch of any gear from 3 to 64. 


department does not actually 


Instead of counting the teeth of a _# 


gear with unknown pitch then meas- 
uring the diameter and calculating, 
this gage gives you the answer in 
seconds instead of minutes. What do 
you think of this idea? 

“T’ll want six of them right away. 
Leave the literature with me and 
you'll have an order shortly. Now I 
think you ought to see . . . over at tool 
procurement. He handles the requisi- 
tions for some 20 or more plant ac- 
tivities here at the yard. He'll be in- 
terested.” The manager of this de- 
partment liked the new gear gage 
very much indeed. 


See how your product 


i 


wail a compares with 


/n the 


ROCKFORD 


MARKET 


Just released . . . the third annual survey of “How Rockford 


Consumers Buy” 


... a study of buying habits, brand prefer- 


ences, ownership, and dealer distribution in numerous classi- 


fications. 


led all Illinois cities, 


Get the facts on the market that has consistently 


in percentage gains on retail sales and 


services, for more than two and one-half years. 


Gy Co to advertising agencies, manufacturers and 


sales managers, 


122,601 cis zone 


Write today. 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


The following day we went to 
Alexandria, Va. to visit the Naval 
Ordnance plant there. Working 
through the supply officer, we reached 
the department heads of several sec- 
tions. 

In selling the Government any- 
thing new in the way of improved 
shop, inspection or production equip- 
ment, you'll find that the plant off- 
cials, the master mechanics, the fore- 
men, have open minds. They'll give 
you every opportunity to present your 
side of the story and they'll see to it 
too, that you are directed to the right 
people everywhere throughout the 
particular Government establishment. 
However, it is essential to know your 
product, to have a knowledge of how 
they are accomplishing the work now, 
and to be able to demonstrate how 
your new gadget will save them time, 
money and will speed their efficiency. 

Based on the acceptance of the new 
gear gage by the various Navy yard 
officials and on our experiences in 
Washington, we prepared direct mail 
campaigns addressed to all Federal 
purchasing agencies wherever we felt 
they might have a need for gear gages. 
Our salesmen and manufacturers’ 
agents in key industrial cities were 
instructed in the most efficient, effec- 
tive and resultful way of introducing 
the gear gage to whatever Govern- 
ment arsenals, navy yards, etc. might 
be in their territories. It will take 
much missionary work and it will un- 
doubtedly involve much time, before 
the new gear gage will be accepted 
as a standard tool by the Navy, Army 
and Air Force as these departments 
now accept thread gages, micrometers 
and other tools, but a beginning has 
been made and by continual personal 
demonstration, by direct mail, by 
business paper advertising, we hope to 
place gear gages wherever gears are 
used by the Government. 


Direct Mail Used 


In order to capitalize fully on our 
Washington experiences, we obtained 

list of every Navy yard, arsenal, 
engineer's office, air depot, submarine 
station, hospital, penitentiary, mari- 
time office, naval air station, quarter- 
master corps, wherever we felt that 
a Government establishment might 
use, buy, make, specify or procure 
gears. In this direct mail effort, we 
employed a brief sales letter accom- 
panied by a one page leaflet which 
showed the gear gage in a full size 
photograph and also in the hands of a 
mechanic checking a gear. In the 
letter we pointed out that a number 
of Navy yards and Government ar- 
senals had placed orders for the new 
stainless steel gear gages, that master 
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R.R. PEABODY 
PURCHASING 
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mechanics and plant superintendents 
had accepted them enthusiastically, 
that if they used gears in any form 
the gear gage belonged in their plants. 

We received orders from various 
branches of the Government. These 
gave us additional ideas for promotion 
of the gages. Then, to follow up our 
direct mail efforts we forwarded the 
names of Government establishments 
to our agents located in 30 cities and 
requested them to call personally to 
demonstrate the usefulness of the 
tool. And again, as evidence, we gave 
our agents the names of Government 
navy yards, and arsenals, where the 
gear gage is being used. 

Following the personal efforts of 
our agents, which is of course a con- 
tinuous campaign, we endeavored to 
introduce the gear gage to the mill 
supply trade on the theory that these 
gages would become a regular mill 
supply item just as micrometers, steel 
rules, combination squares, thread 
gages, feeler gages and the hundreds 
of other mechanical specialties that 
are bought by machinists. We pointed 
out that the gages were being pur- 
chased by the Government and that 
our national advertising and direct 
mail would build up a demand. We 
offered a resale proposition to any 
mill supply house that would order 
six or more. A few responded, but 
this phase of the campaign did not 
produce many orders. These, we now 
know, will only start to come in in 
volume after shop owners, individual 
toolmakers and mechanics start asking 
at the retail counters for gear gages. 

In addition, we obtained lists of 
all the gear manufacturers in the 
United States in the belief that, if 
Our Own gear customers were buying 
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the gages, most certainly the cus- 
tomers of the Nation’s gear makers 
would want them too. In this portion 
of the campaign we used the premium 
offer or gift appeal. We suggested 
that gear manufacturers purchase the 
gages in quantity to distribute to their 
customers as gifts or premiums as a 
year-round advertising medium. We 
offered to place the name of the pur- 
chaser on the gear gage so that every 
time the recipient were to use the 
tool, he would be reminded of the 
donor. 


Then, we dovetailed the stainless 
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DAKOTA Wheat Farmers i 
Have Eighth Bumper Crop in Row 


Farm production re 
for the past eight years. 


4 


cords have bee 
Today, farmers he 
another bumper wh 
190,000,000 bushels. 


The entire Da 
will 
DOLL 
Dakota farmers. 


steel gear gage into our national ad- 
vertising campaign. We gave the gage 
a half-page in our small tool catalog, 
worked it into other folders and 
literature. 

Thus, based almost entirely on a 
week’s experience in Washington, we 
built a sales campaign designed not 
only to completely cover all United 
States Goverment establishments that 
use gears, but also to introduce them 
to the mechanical world at large, the 
dealers and mill supply firms, to in- 
dividual machinists, to engineers, and 
even to hobbyists. 
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AMERICA’S 5th FARM MARKET 


Alert advertisers are placing their sales-producing 
advertising in the First Farm Magazine in America’s 5th 


Farm Market. 


In the Dakotas TODAY, the magazine that is of the 
most use to the most people and is first in advertising for 


the territory, is... 


MER 


ABERDEEN, SOUTH DAKOTA 
J. P. MALONEY, Advertising Manager 
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HOTPOINT RANGE: Both ovens 
have high speed broiler units which 
require no pre-heating. The timing 
clock can be used with either oven. 


NOVEL MASK: "Blinko the Cat’’ is 
electrically wired enabling the eyes 
of the cat to light up. Toy is being 
marketed by Susan Barker Creations. 


7 5 aa 
Desig n i ng Ss a A ‘ nt YOU We ARIK 


To Sell 


MOTORCYCLE COVER: Made of 


sturdy, waterproof nylon, it fits snug- 
ly over the machine and is secured at 
the base by straps. The cover is a 
product of Cycle Weather Pack Co. 


WHITE TRUCK: Like other models in § 
the White Motor Company's new 
line, it has more horsepower for the 
same gross vehicle weight capacity 
than the company's previous models. 


yDAMENIAC 


Selling— 


Talk to Chicago's Most 
IMPORTANT Million! 


ia 


* 


Because the Chicago Daily News is an evening newspaper, its million reader-friends 
have more time to enjoy its pages while relaxing in their HOMES. 


THAT'S FUNDAMENTAL! 


* 


It takes a lot of buying to keep good HOMES a-going. 
THAT'S FUNDAMENTAL! 


* 


If you cannot get into these good HOMES with what you have to say, you can hardly 
expect to get in with what you have to sell. 


THAT'S FUNDAMENTAL! 


* 


When you advertise in the Chicago Daily News you are talking to Chicago's most 
IMPORTANT million. 


THAT'S FUNDAMENTAL! 


* 


CHICAGO DAILY NEWS 


For 72 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT. Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building 
LOS ANGELES OFFICE: Story, Brooks & Finley. Inc. MIAMI OFFICE: Herald Building, Miami, Florida 
624 Guaranty Building 
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FOR EASY FINDING 


Index Your Catalogs, 
Sales Manuals 
Price Books, with 


INDEXES 


You'll save time and money that will 
more than pay the small added cost 
for indexing your loose-leaf catalogs, 
sales manuals, price books, time 
sheets, etc. 


As Index Specialists with 40 years of 
experience, we are equipped to index 
your printed sheets according to your 
specifications, and will gladly consult 
with you on any indexing problem. 


TYPES of AICO 
Loose-Leaf Index Tabbing 


AICO-TACH 


Title stamped on tab. Visible 
two sides. Permanent. 


AICO-PRINT STYLE 


Sheet tab cut, title printed on 
tab. Visible two sides. Inex- 
pensive. 


AICO-CELL STYLE 


Title printed on sheet. Celluloid 
fused over title, and tab cut. 
Permanent. Inexpensive in quan- 
tities. 


FUSED INSERTIBLE 


STYLE 


Folded piece of celluloid fused 
to sheet. Title may be easily 
placed inside of celluloid fold. 


SELF-ATTACHED 
INSERTIBLE STYLE 


Loose-leaf bound books—Cellu- 
loid to be fused to gummed 
cloth, moistened and applied 
to page to be indexed. Allows 
user to make own _ indexes, 
change titles. 


Write today for complete information on AICO 
Index Tabbing, or phone HArrison 7-7414. 


G. J. AIGNER COMPANY 


503 South Jefferson Street, Chicago 7, Ill. 
World's Leading Manufacturers of Indexes and 
Index Tabbing 


—when you use the same avenue 
of communication your 
customers do 
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Fox-Eye for News Values 
“Sells” Apparel Publicity 


BY JAMES H. COLLINS 


The style-wise group known as California Apparel Creators 
achieves excellent news and feature coverage for their 
products because they substitute editorial know-how for 
idle words, pastel adjectives and meaningless cheesecake. 


Part of the sales promotional work 
for California apparel is gathering 
the fashion news of an industry—the 
300 Los Angeles area manufacturers 
who belong to California Apparel 
Creators. 

There is a news bureau run much 
like a newspaper’s “city desk.” 

A “city editor” each day assigns 
reporters to points where things will 
happen. There is an assignment book 
filled weeks ahead with events to be 
covered. 

It is all fashion news, interesting 
to the people who buy the California 
apparel designed for middle-income 
people who like the colorful styling 
yet conservative designs of a thou- 
sand and more manufacturers in that 


area. This industry does not compete 
in mass apparel markets. 

According to the season, certain 
sectors of the industry are more active 
than at other times, though some are 
abundant sources of news all year 
round. The news bureau coverage 
for a year shapes up like this: 


January Summer showings 


March Midseason apparel 
i sicrsicie yids annie Fall fashions 
July-August Holiday lines 
September ...... Resort wear 


October. Advanced spring styles 


Each season opens with a general 
fashion bulletin on the trends being 
followed by California designers in 
the particular line that is of current 


SEE /T! FEEL IT! 
The Perfect insulation for Your Home! 


erin 


Curiosity Appeaser: Zonolite Co., Chicago, producer of Vermi- 
culite, an insulation fill, has developed a point-of-sale display which 
permits the shopper to “see and feel” the product. Golden in color, 
Vermiculite attracts attention when displayed in this open clear 
acetate tray. Salesmen leave samples on their calls. 
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interest, and later the showings of 
individual manufacturers are pictured 
and described from a definite angle 
—what the public wants to read and 
editors want to publish. Indirectly, 
this news helps build the sales pro- 
motion picture of California apparel. 

Through the year, hundreds of re- 
leases go out nationally to news pur- 
veyors of many kinds—fashion edi- 
tors of magazines and newspapers, 
business paper editors, merchandising 
executives, radio, news-reel and now 
television producers, advertising agen- 
cies. They all want it, and that is 
what counts. 

Of what interest can next sum- 
mer’s waist lines be to a financial 
editor? More than one follows the 
bulletin to keep his finger on the pulse 
of the industry, and often to find 
a feature lead. 


Fashion News a "Must" 

Five years ago, when the associa- 
tion was formed, gathering this news 
was a “must.” Ten years before the 
old Associated Apparel Manufactur- 
ers Association had been organized to 
handle the industry’s production 
problems. It received thousands of re- 
quests for fashion information which 
it had no way of handling. ‘The news 
bureau was made part of the Associa- 
tion’s new set-up. 

News is gathered in an area extend- 
ing far beyond the city “garment dis- 
trict,” for the manufacturers are scat- 
tered geographically, and vary as to 
the lines they handle. The 30 who 
belong to the association make gar- 
ments and specialties for both sexes, 
all ages, and every occasion. They 
hold showings in places as far away as 
Santa Barbara and the Grand 
Canyon. And a very important part 
of the news gathering, that done by 
camera, is done “on location.” 

The reporters might be well called 
“legwomen.” All of them are girls 
with newspaper experience, plus the 
nose for fashion news which might 
be compared to the special abilities 
of the male sports writer. Miss Eve 
Crane is both city editor and re- 
porter. 

Places to be covered are the in- 
dividual showings of manufacturers 
and the general fashion shows put on 
by numerous concerns, according to 
their lines, the seasons, and other 
factors. 

All year long the manufacturer and 
his designers are immersed in fashions 
and trends, working out creations 
under cover until, at last, they are 
ready to show the world. That show- 
ing may be in the manufacturer’s own 
show room, at a hotel, at a resort. 
Typical shows are by a group: Chil- 
dren’s fashions at a hotel, resort and 


NOVEMBER 10, 1948 


Bein comsnane® 


ws — 
3 { {i 
BOio ce 


WSM Label an Cosmetics 2 


Products advertised on WSM — from cold cream to cream 
shampoo — bear a unique family resemblance. Because all 
WSM advertised goods carry a special seal of approval — 
an invisible label that our listeners have learned to use as 
their buying guide. 


If they hear about it on WSM they know it merits their 
confidence. That’s why WSM in this 72 million market is a 
powerful sales factor that can move mountains of cosmetics 
and other products. 


HARRY STONE, Gen. Mor. « IRVING WAUGH, Com. Mgr. » EDWARD PETRY & CO., National Rep. 
$0,000 WATTS * CLEAR CHANNEL + 650 KILOCYCLES - NBC AFFILIATE 
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cruise wear at a barbecue, formal 
wear at Palm Springs. 

What is fashion news? 

Picture a woman who buys a suit 
every other year, anywhere in the 
United States. She will be a keener 
reader of fashion than the woman 
who buys several suits a year. Her 
wardrobe must last. And yet she 
doesn’t want to appear dated. 

She is the customer for whom 
these reporters work, and a critical 
one she can be. Her constant com- 
plaint, disclosed in surveys, is that 
clothes do not come up to their ad- 


vance promotional publicity. News 
must be about the practical values for 
her in the season’s offerings. 

Silhouettes, fabrics and colors are 
the chief details followed. ‘That is 
where the trends materialize. The 
news bureau reports: 

“Silhouettes for the coming season 
offer a high-rising waistline in front 
curving gracefully to a back dip; sil- 
houette news is concentrated at the 
waistline and carried on through into 
the shoulder and hem line with the 
neckline a mild decollete in front and 
a deep decollete in the back .. .” 


TELECHRON CLOCKS 
add life to your displays 


The Telechron Clock 
is the focal point 
of this display. 


Evervbodys Pointing to Hotpoint 


Here’s how to create compelling, long-lived display material. Include 
a new, low-cost Telechron Advertising Clock. It’s a standout in any 


company 
appeal of correct electric time. 


... gets attention with distinctive design and the constant 


This new, accurate Telechron Advertising Clock is a standard unit, 
designed to put extra punch in wall panels, package and drink dis- 
pensers, counter displays and countless other promotion pieces. It 
adds years to the life of your display, for an electric clock is never 
discarded like other point-of-sale material. And its cost to the adver- 


tiser is low .. 


. about 6 cents a month over the life of the clock. Even 


this can be recovered with a self-liquidating promotion. 
Let your display fabricator show you 


how the new Telechron Advertising 
Clock can boost the selling power of your 
displays. Or write for our new brochure to 
Special Clock Division, Dept. N, Telechron 
Inc., Ashland, Massachusetts. A General 


Klectric Affiliate. 
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Clelechron 


ADVERTISING CLOCKS 


More detailed is the reporting of 
individual garments, to show different 
interpretations of the trend. 

Here, reporters work with the 
manufacturer. A group fashion show 
of playclothes may comprise several 
dozen creations, and in toto it may 
vividly illustrate California ideas in 
that field. Selections of from six to a 
dozen garments will make an exhibit 
spotlighting the trend. 

The camera does three-fourths of 
the reporting here. Manufacturers pay 
for photography and supervision, and 
the news bureau distributes pictures 
and information according to demands 
of editors and its knowledge of their 
special requirements. 


"Go Hollywood"? 


This is a field in which mistakes 
can easily be made, and the biggest is 
to “go Hollywood.” One photograph 
of a garment may play up a pleat, a 
sleeve, a fabric, so that the ultimate 
customer will want it. Another pic- 
ture may prompt her to say, “I 
wouldn’t be found dead in that!” 

It is not only in Los Angeles fash- 
ions that the Hollywood influence 
kills sales. Witness the pictures of 
show girls clambering all over every- 
thing, even heavy machinery—some- 
body’s idea of “What the papers 
want.” 

Hollywood sells sex. That is what 
its market wants. Given a lovely ap- 
parel creation, Hollywood will pro- 
duce pictures in which the garment 
becomes mostly a breechclout for legs, 
busts, nudity. That is all right for 
Hollywood, what its public wants. 
But it is poison for apparel if you 
have to sell it. 

Good fashion pictures spotlight the 
news in a garment, tell the ultimate 
customer about the features in her 
next suit. They are the product of 
ability and experience in fashion re- 
porters, photographers and models, 
working together, using accessories 
and locations, to make the kind of 
photos that editors will want to print. 

Glamor is a temptation. It can be 
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You can spread the prestige of your 
products in the magazine acknowledged 
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used to the point where each woman 
reader will see in the picture the 
woman she likes to feel she is, or can 
become in a particular garment. 

Models must look the part—be 
they career women, matrons, young 
mothers, vacationists, guests at parties, 
according to the clothes. Photographs 
may be taken at an airfield, a beach 
or mountain resort. An accessory may 
create atmosphere—a man’s shadow in 
the background for an evening gown, 
the corner of a suitcase for traveling 
clothes. 

This kind of reporting calls for 
imagination, taste, endless ideas, close 
teamwork—and money! 

Just as estimates, six shots of .a 
garment will cost $15 to $35 each, 
the model is paid $25, and the 50 
prints sent out will cost at least 50c 
each—totaling from $200 to $260. 
Add travel expenses for location shots, 
and photos laid down on an editor’s 
desk will cost around $5 per print. 
But if they have the quality that com- 
mands publication, on picture and 
news appeal alone, in competition with 
many other pictures of all kinds, that 
is not expensive promotion. A fashion 
showing may cost from $1,000 for a 
small affair. 


Good News Coverage 


Pictures and text are mailed, not 
indiscriminately, but to editors whose 
requirements are understood through 
dealing with them, and according to 
what they have printed in the past. 
Almost every newspaper, magazine 
and business paper has its own char- 
acteristic reader audience. Through 
bulletins and fashion reports the edi- 
tors are informed on what’s coming, 
so pictures and news are expected, 
and perhaps already scheduled. 

Pictures and news also go to retail 
stores, for use in their advertising, 
and are often treated as news, with 
a page devoted to some seasonal type 
of California apparel. 

In their daily reporting, these news 
bureau women keep a sharp eye open 
tor feature “leads” that will appeal 
to this editor or that fashion writer. 
Editors and writers are queried on 
such leads, protected if they want to 
work them up, and when they come 
to Los Angeles to get material, are 
taken around to the particular places 
where the idea can be best developed. 
From the other end, editors and 
Writers suggest topics, and ask for 
guidance in gathering material. In 
the old days, before the news bureau, 
such writers arrived and had to search 
among hundreds of manufacturers to 
find their material. 

Supplementing the bureau are the 
services of advertising and_ public 
relations organizations, acting for in- 
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dividual manufacturers. ‘They guide 
writers on special assignment, and 
during press weeks and seasonal tash- 
ion shows, take them on special trips 
to the manufacturers they represent. 

But news as the customers want it 
is the dominating rule. 

Over the country many newspapers 
have omitted manufacturers’ names 
in printing fashion pictures and ma- 
terial, to avoid giving free publicity. 
Designers’ names are always printed, 
because they rate as artists, but manu- 
facturers in many papers—never! 
During the past two or three years, 
manufacturers’ names have frequently 


appeared, because editors evidently 
considered them part of fashion news. 

The basic purpose of California 
Apparel Creators is to project the 
story of California apparel over the 
Nation, and the world, and keep the 
vear-round California apparel market 
before merchandisers. In that market, 
every week in the year, something 
new is being offered. Fashion is live 
news, women want to read it, and 
covering the market and the industry 
from a “city desk” is one of the many 
ways for projecting the story. Kept 
on a strict news basis, it has been 
found best for everybody. 


Here’s what we are doing about 


TELEVISION 


in Memphis and the Mid-South. 


WMCT, the first television station in Memphis and the 
Mid-South will be operating in this two billion dollar 
market almost before you know it. "T" day is set for 


December, just a few months away. 


TV sets are being sold and installed right now. WMCT 
is completely staffed to handle your television assign- 
ments. Facilities include RCA equipment; two studios, 
one a spacious auditorium seating |,050 people; and a 
new mobile unit complete with micro-wave relay equip- 


ment. No expense has been spared to bring our clients 
the finest TV service to be had. 


CHANNEL 4 
Memphis, Tennessee 
NATIONAL REPRESENTATIVES—THE BRANHAM CO. 


WMC—WMCF—WMCT—owned & operated by 
THE COMMERCIAL APPEAL 
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Three Top Topics Draw Record 
500 Members to ANA Convention 


The Nation's chief advertisers give a thorough airing to: |. 


Television. 2. Public Service Advertising. 3. Retail sales 


training. At its 39th convention, Association of National 


Advertisers elect William N. Connolly convention chairman. 


Three topics dominated formal 
speeches and corridor chatter during 
the three-day confab of the Associa- 
tion of National Advertisers, meeting 
in the Waldorf-Astoria Hotel in New 
York City, Oct. 25-27. 

1. Television. It’s still a_ be- 


FREE 


For the lighter moments of a busy 
day, relax and have fun with realis- 
tic lipstick impressions that can be 
stuck any place-in an instant. Bright 
red ink on transparent tape shows 
up on most any background - letters, 
envelopes, shirt collars, bald heads. 


A request - on your business letter- 
head - will bring you this novelty 
roll of tape FREE, with the compli- 
ments of 


TOPFLIGHT TAPE CO. 
HUBER BLDG. YORK, PA. 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
leoking for you. 
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diapered baby, but a lusty infant just 
about ready for solid adult food. 

2. Public service advertising. An 
outgrowth of World War II, this 
kind of advertising is packing a sales 
wallop. 

3. Selling at retail. It’s still the 
weakest link in the sales chain. 

The 500 members in attendance, 
ANA\’s largest, heard and saw many 
papers and demonstrations on these 
subjects. 

‘They chose as their new helmsman 
for 1948-49 their former vice-chair- 
man, William N. Connolly, director 
of Advertising, S. C. Johnson Co., 
Racine, Wisc. He succeeds Robert B. 
Brown, vice-president of Bristol- 


Myers Co. 
Television 


Frank Stanton, president, Colum- 
bia Broadcasting System, Inc., gave a 
thorough airing to the cost of tele- 
vision programs. Mr. Stanton pointed 
out that TV program costs run 
higher than for radio, and that “these 
costs are being absorbed largely by 
the broadcasters rather than the ad- 
vertisers, and will continue to be until 
the medium has grown sufficiently to 
make them a normal fraction of the 
cost of delivered circulation. 

“We know this will not take too 
long a time. No other medium in his- 
tory has had a swifter and stronger 
impact on the American people than 
television. Indeed, the most obvious 
fact about television is how much the 
American people want it.” 

Mr. Stanton warned that program 
costs are “only half a picture, actu- 
ally, because advertising costs should 
be related at least to some sort of cir- 
culation figures. Better still, of course, 
they should be related to sales.” 

Niles ‘Trammell, president of the 
National Broadcasting Co., assessed 
television in this way: 

“Frankly, television as yet is not a 
mass medium but it very definitely is 
a selling medium and there are few 
products or services that cannot be 
presented with maximum impact on 


television. The use to which television 
is put to sell goods is limited only by 
the ingenuity, imagination and fore- 
sight of the advertisers using it.” 
Television is attracting advertisers 
of its own, not merely transferring 
accounts from radio time to TV time. 
For example, Mr. ‘Trammell stated: 
“At the present time, 14 hours 
per week of sponsored network tele- 
vision programs have been sold by the 
NBC ‘Television Network. Over 
60% of this time has been bought by 
advertisers who are not currently 


using NBC's sound _ broadcasting 
facilities. 
“The remaining time has been 


purchased by current NBC adver- 
tisers but in addition to their present 
NBC appropriation. The accelerated 
interest in television on the part of 
advertisers, is, of course, making pos- 
sible the wide variety of present tele- 
vision programs.” 

What does the public think of TV 
commercials? They get the nod. 
They're gaining ground in_ public 
acceptance. So says Dr. ‘Thomas E. 
Coffin, who heads the ‘Television Re- 
search Bureau of Hofstra College. 
“The Northwestern survey found 
83° liking TV’s commercials. In 
May we found 91% preferring them 
to radio commercials. By October 
none preferred radio to TV. One man 
sat on a fence, but all the rest had 
switched to television.” 

Dr. Coffin raised and answered 
another question: “Is ‘TV improv- 
ing?’ The public says “yes.” Dr. 
Coffin reports 75% say they “like it 
better now than when they first got 
their sets.” 


Public Service Advertising 


Cold cash is being put behind 
public service advertising. Specifically, 
the Advertising Council’s national 
campaign to improve public under- 
standing of our economic system will 
be backed in December by $100,000 
set aside by General Foods Corp. Of 
this amount, 10% will pay the cost of 
booklets, envelopes, handling, postage 
and mailing. The $90,000 balance 
will purchase magazine space. 

General Electric Co. is appropri- 
ating $100,000 for January maga- 
zine advertising. Among those defi- 
nitely promising support are: Ethyl 
Corp., Esso Standard Oil Co., Stan- 
dard Oil of Indiana, Burlington 
Mills, Frankfort Distillers, Johnson 
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& Johnson, Procter & Gamble, and 
Champion Paper. 

Council radio allocations started 
shortly after the election. 

The outdoor industry donates 
3,000 panels in 300 cities each month, 
and the transportation advertising 
industry provides 90,000 car spaces 
in 255 cities. 

The American Weekly and Parade 
have pledged six insertions each over 
the next year. This Week is contrib- 
uting printing of the first 200,000 
booklets. The New Republic will run 


the entire series of advertisements. 


Does It Pay? 


But does public service advertising 
pay for individual companies? One of 
the Nation’s biggest advertisers, S. C. 
Gale, vice-president and director of 
advertising and public relations, Gen- 
eral Mills, Inc., gave this answer to 
ANA: 

“As an important part of a well 
conceived and balanced consumer pro- 
gram, we in General Mills are firmly 
committed to the principle that public 
service advertising pays. Our budget 
this year for public service advertis- 
ing is about one million dollars.” 

But what about a smaller com- 
pany? When Bernard Trupp, adver- 
tising and public relations director of 
Crown Central Petroleum Co., Balti- 
more, stepped up to the microphone 
he declared: 

“There is no doubt in my mind or 
in the minds of my associates that 
public service advertising pays the ad- 
vertiser. We conducted an advertising 
campaign on traffic safety. ... We 
spent only $15,000—and the cam- 
paign ran for a little more than one 
month. ‘The results were phenom- 
enal.”” 

What can a manufacturer do to get 
retailers to push products that don’t 
“walk off the floor” ? General Electric 
faced and solved that problem with 
its new automatic washer. 

The solution, Robert W. Williams, 
of G-E’s Home Laundry Equipment, 
Appliance and Merchandise Depart- 
ment, told ANA’ers was to: 


1. ‘Tell the retailer what to do— 
step by step. 


2. ‘Tell the retailer how to do it. 


3. Supply the retailer with the 
necessary sales promotion material, 
or make it readily available. 


They pay off? “It resulted in in- 
creased sales,” declared Mr. Williams, 
“and continuing retailer interest in 
building long term sales effort—the 
Primary objective of any advertising 
and merchandising campaign.” 
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ANA members and their guests 
were given a forecast on business by 
Dr. Richard Glenn Gettell, staff 
economist and assistant to the presi- 
dent, Fortune. It was a sequel to 
Fortune's review last year. Said Dr. 
Gettell: ‘The accumulated problems 
ot the past few years can cause us real 
trouble before 1952, no matter how 
deftly and how ably they are 
handled.” 

In addition to Mr. Connolly as 
chairman, ANA elected the follow- 
ing officers: 

W. D. Potter, director of adver- 


tising operations, Eastman Kodak 
Co., was re-elected vice-chairman. 
Paul B. West was re-elected presi- 
dent. 

These directors were chosen: 

William A. Drisler, Jr., advertis- 
ing manager, Cannon Mills, Inc.; 
Ben R. Donaldson, director of adver- 
tising, Ford Motor Co.; Robert M. 
Gray, advertising and sales promo- 
tion manager, Esso Standard Oil Co. ; 
R. J. Canniff, advertising and sales 
promotion manager, Servel, Inc.; and 
Robert J. Keith, director of adver- 


tising, Pillsbury Mills, Inc. 
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In San Francisco* 
Almost Everyone's a Plutocrat 


AND ONE COLUMBIA STATION 
SERVES THEM ALL 


*Of the nation’s 200 largest cities, 
San Francisco is first in per capita 
net effective buying income. 
Source: SALES MANAGEMENT'S 
Survey of Buying Power dated 
May 10, 1948. 


Represented Notionally by Edwerd Petry & Co. Inc. 


San Francisco Studios 


Palace Hotel 


Pecifre Agricultural Foundation, Led 
Sen Jose, Coliforme 
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NEW JERSEY'S FOURTH LARGEST MARKET 


NO COMPETITION Pep 


Bayonne 
CANNOT BE SOLD 
FROM THE OUTSIDE 


THE BAYONNE TIMES has no competition. That 
is why, in this wealthy city, 99.2% of ALL RETAIL 
ADVERTISERS in Bayonne advertise EXCLUSIVELY 
in THE BAYONNE TIMES... Local advertisers 
who have to get results...do...in THE 
BAYONNE TIMES Alone. 


Send for the TIMES Market Data Book 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 Madison Ave., New York 228 N. LaSalle St. Chicage 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information. 


Sa 


Write for 
handy 
rate folder T 


The fight is on tor the same dollar. It's 
a healthy fight. Make it profitable. Use 
the Ist paper 
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Ads Dispel False Notions 
About Mississippi 


BY T. D. DAVIS © Assistant Director, 


Mississippi Agricultural and Industrial Board 


Through a systematic advertising and news campaign, the 
State of Mississippi is informing industry of the opporturi- 
ties in the state. The campaign enlists the sales aid of the 
state's top industries and makes residents ‘'salesmen." 


We have some of the best highways 
in the Nation, but millions of people 
“know” that we're knee-deep in Mis- 
sissippi mud. 

We have one of the most far- 
reaching programs for bettering the 
health of our people, but millions of 
people “think” of Mlississippi as a 
malarial swamp. 

That’s the situation we face in 
selling Mississippi. We are advancing 
industrially. But still the majority 
of people think of us as a purely agri- 
cultural state. 


Out to Sell 


We're out to sell Mississippi, and 
we have a whale of a lot of selling 
to do. It is important to inform Mis- 
sissippians about advantages offered 
by their own state and to urge them 
to be salesmen and saleswomen for 
Mississippi. ‘To this end, our Board 
sends a: 

1. Monthly Information Release to 
all Nlississippi newspapers, for their 
free use. 

2. Monthly Radio ‘Transcriptions 
to all Mississippi radio stations for 
their free use. ‘hese releases include 
a fact of interest for use each day 
over every radio station. 

3. Monthly Information Bulletin 
to 5,000 key citizens. ‘This 8-page 
publication gives news of the Board’s 
work. 

+. Community Guide for Increas- 
ing Income From Tourists. This will 
be issued to each community in the 
State. This guide will stress the value 
of the travel business and suggest 
practical ways and means for Mlis- 
sissippi communities to secure addi- 
tional business from tourists. 

Mississippi needs more plants with- 
in the State to buy products of our 
farms and to process them in Mlissis- 
sippi, using Mississippi labor. 

‘To accomplish this goal, this pro- 
gram includes: 

1. Literature showing present and 
potential raw products of farm, herd, 


forest and stream available fo: 
processing in Mississippi. This litera- 
ture will be mailed to processing in- 
dustries throughout the Nation. 

2. Advertising in business maga- 
zines of 15 processing groups. 

Mississippi has what we think is 
the most advanced plan for industrial 
contacts in the Nation. Industrial 
development men of 10 utilities serv- 
ing NMlississippi give two weeks of 
their time in continuous rotation, call- 
ing on industrial prospects in the 
Nation in behalf of Mississippi. A 
New York office is maintained by the 
Board from which the work of these 
men is directed in the vast New York 
area. These men are backed up by 
the Director and the [ndustrial En- 
gineer who supply the detailed facts 
requested by the industries contacted. 


Needs Favorable Attitude 


The work of industrial develop- 
ment requires a favorable national 
attitude and Nlississippi must keep 
its name and industrial advantages 
constantly before the Nation. ‘This 
will be accomplished by use of : 

1. An industrial visualizer for per- 
sonal presentation and for mailing. 
This will give all the broad, basic 
tacts about the State, touching on 
raw materials, transportation, labor, 
living conditions, climate, markets. 

2. National Advertising in 19 pub- 
lications. 

3. Spot Advertising in newspapers 
in cities where and when Mississippi s 
representatives are working. 

+. Publicity and Photographs— 
‘This includes special articles. 

5. Meetings will be planned in 
Mississippi to which industrialists will 
be invited. Industrial tours of the 
State will be planned. In turn, visits 
to Chicago and New York areas tor 
Mississippi's Governor and Board 
members will be planned. On such 
visits “Mississippi Dinners” will be 
held in those cities to which prospec- 
tive industrialists will be invited. 
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"A New Look" for Municipal 
Reports . . . Although towns and 
communities have been issuing an- 
nual statements of their doings from 
time immemorial, they have not al- 
ways been exactly “readable.” Re- 
cently, the trend toward dramatizing 
a city, its progress, its schools, has 
taken over, and city reports are no 
longer the dull fodder they used to 
be. Any executive whose task it is at 
some time to prepare a report of his 
stewardship—whether he be a mayor, 
town councilman, public relations 
counselor, sales manager or adver- 
tising man—will probably be inter- 
ested in “Planning the Modern Mu- 
nicipal Report,” published by The 
Mead Corporation, paper manufac- 
turers. Apparently two American 
towns as far apart as Berkeley, Calif., 
and Auburn, Me., deserve credit for 
being among the first to put human 
interest into their yearly reports. ‘They 
made the startling innovation of illus- 
trating their reports with pictures 
and graphs. And this booklet empha- 
sizes the importance of pictures and 
style in reports; it even includes a 
special section which demonstrates 
particular types of graphs and charts 
which can crystallize otherwise unex- 
citing material. For your copy, send 
your request to the Advertising Dept. 
The Mead Sales Co., 230 Park Ave., 
New York 17, N. Y. 


Data for Dairy Salesmen ... 
Here’s a booklet full of information 
for manufacturers and salesmen who 
sell to creamery products plants, ice 
cream manufacturers and milk deal- 
ers. It’s called “Data for Supply 
Salesmen,” and it’s been issued by 
The Olsen Publishing Co., publishers 
of magazines for the dairy industry. 
For example, do you know that in 
1947, the creamery products indus- 
tries used more than 60 billion 
pounds of milk, skim milk, buttermilk 
and whey? That the ice cream indus- 
try operated over 7,500 manufactur- 
ing plants and produced 640 million 
gallons of ice cream, sherbets and 
ices—17 quarts of ice cream for every 
man, woman and child in the United 
States?—enough for 25 billion ice 
cream cones? Address The Olsen 
Publishing Co. at 1445 North Fifth 
St., Milwaukee 12, Wis., for a copy. 
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nly 
_ AIR EXPRESS 


gives you all 
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A combination you don’t get 


with other air-shipping methods 


| Special pick-up and delivery at no extra cost. Your 
| * shipments are picked up promptly when you call; 


fast delivery to consignee’s door. 


| You get a receipt for every shipment, and delivery is 
proved by signature of consignee. One-carrier re- 
e sponsibility. Complete security. 


Assured protection, too—valuation coverage up to 
| $50 without extra charge; 10 cents for each additional 
& $100 or fraction thereof. 


These advantages, plus 21 others, make Air Express the 
best and fastest way to ship. Your shipments go on every 
flight of the Scheduled Airlines — repair parts, equipment, 
finished items keep moving to where they’re needed. Reach 
any U.S. point in hours. Phone local Air Express Division, 
Railway Express Agency, for fast shipping action. Specify 
“Air Express”’ on orders for quickest delivery. 


FACTS on low Air Express rates 


22 lbs. machine parts goes 700 miles for $4.73. 

10 lbs. printed matter goes 1000 miles for $3.31. 
30-lb. carton of new fashions goes 500 miles for $4.61. 
Same day delivery in all these cases if you ship early. 


these advantages 


GETS THERE FIRST 


Rates include pick-up and delivery door 
to door in all principal towns and cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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NEWSPAPERS 


Advertisers bought 550 pages of 
space in The Mirror before the first 
issue of Los Angeles’ new afternoon 
newspaper reached the street. Less 
than 80 pages were for the first week 
of publication. 

The bulk of the advertising was 
contracted for before the announce- 
ment was made of publication date, 
street sale or subscription price, with- 
out seeing a dummy and without 
knowledge of the general content. 

Greatest faith in the new venture 
was expressed by businessmen of Los 
Angeles who, long aware of the need 
for a new afternoon newspaper in the 
rapidly expanding metropolitan area, 
bought the equivalent of 469 pages 
of local advertising on the reputation 
of the Times-Mirror Co. 

Not a line of congratulatory adver- 
tising was accepted by The Mirror. 
It is all straight merchandise adver- 
tising designed to do a job for prod- 
ucts and services. 

In an announcement Virgil Pink- 
ley, editor and publisher of The 
Mirror, says “A year from now, if 
someone wants to compliment us on 
the job we've done—fine! But we'll 
wait until we've earned it, and the 
public realizes we’ve earned it. 

“We know from a recent survey 
conducted for us by Dr. George Gal- 
lup, and from other surveys which we 
have sponsored over a period of years, 
that there is tremendous reader in- 
terest in the advertising columns. 
We're patterning The Mirror, both 
editorially and advertising-wise, on 
the findings of those surveys.” 

The Mirror building, 10 stories 
high and with three basement levels, 
is located at 2nd and Spring Streets. 
It has its own presses, mail room, 


SUPER SALESMAN 


SALARY: 50c¢ for life! 


Tireless, aggressive. Experienced, proven 
sales producer, good will generator. 
Name: MICRO-LITE, the handsome, all- 
purpose miniature keychain flashlight im- 
printed with YOUR firm name. Put me 
to work for YOU! I'm a whiz for new biz. 
For promotional plan tailored to YOUR 
line . . . literature, price list, sample, 
write on your business letterhead to 


MICRO-LITE COMPANY, INC. 
44 West |8th Street, New York City I! 
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etc., but shares composing room facili- 
ties with The Times. 

It is served by AP and Chicago 
Daily News wire services and by AP 
Wirephoto, Acme and Trans-Atlantic 
pictures. 

The Mirror is the first metropoli- 
tan daily to be launched on the Pacific 
Coast in more than 25 years, and the 
first in the United States since The 
Sun, Chicago, in 1941. 

The Mirror’s publishers are guar- 
anteeing 100,000 circulation and bas- 
ing advertising rates on that figure. 
They believe, however, that the public 
demand for a new afternoon paper, 
selling at 5c against the prevailing 7c 
rate of other papers in the field, will 
cause the actual circulation to exceed 
this estimate considerably. 


HAZEN H. MORSE is now in 
charge of all promotional activ- 
ity, New York World-Telegram. 


The Thomas A. Koppel Co., Inc., 
New York City, has inaugurated the 
Koppel News Service which is to be 
distributed to 9,500 daily and weekly 
newspapers throughout the country. 


MAGAZINES 


How that consumer unit known as 
the family stacks up against neighbor- 
ing families—and against all the other 
families in the Nation — is another 
way of appraising said unit’s consum- 
ing worth. 

What is believed to be the first 
published urban magazine survey 
showing comparisons between a maga- 
zine’s subscribers and their non-sub- 
scribing neighbors has been produced 
by Better Homes and Gardens. 

Titled ““A Special Name Matching 
Project,” the survey is based on the 


MATCHED: In this report subscribers of 
the Meredith Publishing Co. magazine are 
measured beside neighbors and all of U.S. 


April 1947 Survey of Population, 
Labor Force and Housing conducted 
by the Bureau of the Census. Infor- 
mation in the Census study was ob- 
tained through an area sampling pro}- 
ect involving calls on some 30,000 
families in 44 states and 148 areas. 
The Bureau matched the names of 
Better TLlomes and Gardens subscrib- 
ers with their non-subscribing neigh- 
bors to obtain the data for the maga- 
zine’s report. | 

Illustrations in the report compare 
the subscribing families with their 
non-subscribing neighbors and with 
the United States average. 

Nine out of 10 Better Homes and 
Gardens families have both husband 
and wife present in the home. 

The magazine’s families have a 
median income of $3,995, as com- 
pared with $3,036 for their non- 
subscribing next-door neighbors and 
$2,811 for the United States average. 

Thirty-four percent of the sub- 
scribers have incomes of $5,000 and 
over annually, as compared to 20% 
for their neighbors and 16% for the 
United States average. 

Seventy-seven percent of Better 
FHlomes and Gardens families own 
their own homes, as against 65% of 
their neighbors, and 55% of all 
families. 

Other points covered in the report 
include occupation of head of family, 
education, size of homes and perma- 
nency of residence. 

The report was prepared by the 
Bureau at the expense and request of 
Better Homes and Gardens. All work 
in developing the basic data for the 
report was done by the Bureau. 

From the complete list of Better 
Homes and Gardens subscribers, the 
Bureau checked for “positive identifi- 
cation” of subscriber names with 
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PEORIAREA 


Local advertisers base their adver- 


tising on RESULTS ... and in the 
highly competitive Peoria market, 
local retailers buy more program 
and announcement time by far on 
WMBD than on any other Peoria 
station. Here’s why... 


G@® SHARE OF AUDIENCE 


Greater than all other Peoria sta- 
tions COMBINED! (Hooper Peoria 
Ill, Fall- Winter Report. Oct., 
1947 - Feb., 1948). 


PROGRAM Know-How 
Full staff orchestra ... 4 veteran 
newsmen 23 other program 
personalities presenting 14 hours 
live entertainment weekly. Total 
staff of 65 trained personnel. 


PROMOTION AND 
MERCHANDISING 


FULL SCALE! 70 Announcements 
weekly . .. newspapers... cat 
ecards... displays ... direct mail 
« « « Merchandising publication 


NEW FACILITIES 


New AM and FM power (5,000 
watts AM with 20,000 watts FM 
at no extra cost) increased 
coverage ... new, modern theatre 
& studios. 


ASK FREE & PETERS 


WMBD 


PEORIA 


CBS Affiliate ¢ 5000 Watts | 


Free & Peters, Inc., Nat'l. Reps. 
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28.9% . . 


National Transitads. 


GROCERY DOLLAR, as spent in Memphis, Tenn., during two weeks, is here charted by 


“AVERAGE-FAMILY” GROCERY STORE PURCHASES 
a 


a 


Por Cant of Hovsemiwes Making Grocery 


Per Cant vi Tera! Grove-y Memey Spent 
foch Day of the Week tore Pucchouen by Each Week Loy 


Mentos 


The Transitad Audience for Advertisers 


Black column on left shows items; adjoining white columns give 


total amounts spent per item per family. Horizontal black lines depict each item's 
percent of the grocery dollar as calibrated in white bar across the top. Fresh meats, 
fish, poultry; canned, processed meats take lion's share of fortnight total: $28.96. 


names on survey schedules. Families 
were considered to be positively iden- 
tified only if the head of the house- 
hold or someone related to the head 
was a subscriber to Better Ilomes and 
Gardens. 

Copies of the report may be ob- 
tained by writing direct to Better 
Ilomes and Gardens, Des Moines, Ia. 


First issue of Modern Television & 
Radio, newest monthly of Dell Pub- 
lishing Co., is now on the stands with 
a cover price of 25c and a guaran- 
teed circulation of 300,000. Emphasis 
is on television. 

The magazine is not part of Dell 
Modern Group, though the first two 
issues carry all advertising appearing 
in this group. Beginning with the 
January issue, advertising rates will 


CHARLES F. 


chairman, 


JENKINS, board 
Farm Journal, Inc., is 
honored for his 65 years with firm. 


be based on $750 per black and white 
page and a special 20% discount will 
be available to advertisers who also 
use the Dell Modern Group. 


How American families travel on 
their vacations is now being investi- 
gated by the Research Department ot 
The Curtis Publishing Co.: a survey 
of the habits, patterns and expendi- 
tures of holidaying Americans en 
route. The study is being made on a 
continuing monthly basis among 
4,000 families living in every state 
and representing an accurate cross- 
section of all United States families. 

Facts being found are: the number 
of families throughout the United 
States taking vacation trips; average 
number of vacation trips taken per 
family; average length of time spent 
on each vacation trip; the states and 
foreign countries in which the vaca- 
tion trips were taken; method of 
travel; distance traveled; transporta- 
tion expenditures by method of travel; 
types of living accommodations used 
while en route and at destination; 
number of days spent in each type of 
accommodation; expenditures for 
food, beverages and lodging. 

Returns of summer vacation trips 
will become available shortly after 
the first of the year. 


The Curtis Publishing Co. is an- 
nouncing a rebate for each issue of 
the Ladics’ Ilome Journal which has 
had a total net paid circulation of less 
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than the 4,500,000 rate base, and a 
new circulation rate base of 4+,275.- 
00. The new advertising rates have 
been adjusted to that base and are 
efiective retroactively with the Octo- 
ber, 1948, issue. Agencies will receive 
their regular commissions for the last 
three months of this year on the basis 
ot the space rates on which the orders 
were placed. 


RADIO 


In 25,000,000 radio homes in the 
United States sets were tuned in to 
the 1948 World Series broadcasts 
carried exclusively over the Mutual 
Broadcasting System under the spon- 
sorship of the Gillette Satety Razor 
Co., October 6-11. This figure is the 
highest rating of any inter-city ratings 


recorded in World Series history. 
MBS statisticians, in conjunction 
with radio listener specialists of 


Crossley, Inc., have determined that 


04.3% of all radio homes in the 
country were tuned in to the Mel 
Allen-Jim Britt description over 


\IBS either one or more days of the 
six playing days. 
° 
Reflecting in part a 39.6% increase 
in new business signed during the 


LESLIE P. WARE, sales manager of 
KXLW, St. Louis, promoted to ex- 
ecutive 


director of operations. 


third quarter this year, gross sales of 
radio time by the American Broad- 
casting Co. for the first nine months 
ot 1948 amounted to $31,576,031. 
This compares with $31,349,006 in 
gross time sales reported tor the com- 
parable period a year ago. 

During July, August and Septem- 
ber, 1948, ABC wrote $1,456,996 in 
gross new business, an increase of 
39.6% over new business of 
31,044,035 reported for the same 
three naonths of 1947. 


On November 7 WCOP-FM went 
on the air as the latest development 
ot Cowles’ Boston radio facilities. 
lhe new FM outlet is broadcasting 
with 20,000 watts ERP from 6:00 


gross 


NOVEMBER 


10, 1948 


ARTHUR HULL HAYES, WCBS 
general manager, named vice-presi- 


dent, CBS's 


San Francisco office. 


1. M. to 1:00 A. M. weekdays and 
from 7:30 A. M. to 1:00 A. M. Sun- 
days. he complete WCOP program 
schedule is being broadcast simultane- 
ously over the AM and FM facilities. 
All advertising is included in the 
dual AM-FM transmission. At pres- 
ent there is no change in the WCOP 
rate structure on account of the addi- 
tional service. 
o 

Station CKLW, Windsor, Canada, 
and Detroit, Mich., is increasing its 
power from 5,000 to 50,000 watts, 
which is expected to be effective 
by 1949, 

Fred Hayward, formerly general 
manager of KWSC, Pullman, Wash., 
has been named director of adver- 
tising, promotion, and public rela- 
tions for The Philadelphia Inquirer 
Stations WFIL, WFIL-TV, WFIL- 
FAI and WFIL Facsimile. . . Russell 
C. Kaiser has been made director of 
the Merchandising Division of KWK, 
St. Louis. 


TELEVISION 
WAAM. Baltimore’s newest tele- 


vision outlet, started operations the 
first of this month on Channel 13. 
An ABC television affiliate, the sta- 
tion is staffed by Frederick L. All- 
man, executive vice-president; Ar- 
mand Grant, commercial manager ; 
Clark Reynolds, sales promotion man- 
ager; Herb Cahan, operations man- 
ager. 


e 
Columbia Sroadcasting System 
has now linked the Northwest 


to its expanding television  net- 
work with the signing of a primary 
afhliation contract with KRSC-TV, 


POINT OF SALE 


ADVERTISING 


Colorful - Self Adhesive - Cellophane, processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging- Point of Sale advertising- Parts mark- 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE CO. - YORK, PA. 


PROVE 


SMART DISPLAY 


Large Presentation Ring Binders with 
metal bound transparent plastic windows 
Sizes for sheets 22 x 17,17 x 14,14x11, 
11 x 855. Stiff & flexible attractive covers. 
Also Zipper Case Presentations 11 x 14, 
11 x 855. Sold only thru leading V. P. D 
stationers in the U.S.A 
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JOSHUA MEIER CO.INC. < 


brilliance that f ds 


the screen's entire 


TO YOURSELF THAT 
THERE’S A DIFFERENCE IN 
16mm. FILM PROJECTION 


Test DeVry’s entirely new “Bantam” 
16mm. sound-silent projector ... See with 
your own eyes the brighter, clearer pic- 


tt 


ires—rock steady at both sound and silent 


speeds ... Hear the glorious new richness 
and clarity of tone—new realism in repro- 


d 


uction of voice, music, sound effects. 


Indeed a complete ‘‘ Theatre-in-a-Suitcase,”’ 
the DeVry “Bantam”’ gives you projector, 


a 
ce 


ee ee 


mplifier, speaker and screen, all in one 
»mopact, lightweight case. ..for only $345 


Send today for colorful folder fully de- 


scribing the DeVry ‘‘Bantam'' 16mm. 


sound-silent projector—see an actual 


demonstration soon. 


DeVry Corporation | 
1111 Armitage Avenue 

Chicago 14, Illinois | 
Please send complete details on the DeVry “Bantam.” | 
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MEETING at Radio Executives Club luncheon (from left) are Commander Mortimer Loewi, 


executive assistant to president of DuMont Laboratories, Inc.; 


Hennock, 


FCC; Frank Stanton, 


the only television station in Seattle, 
Wash. This now gives CBS-TV out- 
lets in 15 major cities throughout the 
country. Debut of the new station is 
scheduled for late November or early 
December. 
a2 

Television has been added to the 
list of achievement awards to be given 
at the annual broadcasting and busi- 
ness conference held by The City 
College of New York. The confer- 
ence will now be known as the An- 
nual Broadcasting and Business Con- 
ference instead of the Annual Radio 
and Business Conference. 

In announcing the change, Dr. 


president of CBS; Niles Trammel, 


Frieda 
president of NBC. 


Commissioner 


John Gray Peatman, chairman of 
the awards committee, says, “The ex- 
pansion of television, both in num- 
ber of sets owned and in broadcast- 
ing facilities, during the current year 
has been so rapid that failure to in- 
clude awards for this new field would 
have left a gap in the purpose for 
which the awards are made.” 
Folders, including entry blanks for 
the 1948 awards, are now ready for 


distribution. Entries close January 
31, 1949. 
7 
Four NBC ‘Television advertisers 


have received highest sponsor identi- 
fication among New York City tele- 


EZ 


* Population 150,000 
* Families 40,000 
® Circulation—More than 43,000 


(Combined Morning and Evening) 


* Sunday Circulation—More than 39,000 


; ONE 


COMPLETELY COVERED BY ONLY ONE NEWSPAPER ban 
Duluth News-Tribune & DULUTH HERALD 


A 1!/2-billion-dollar market supplying 34 of all U. S. iron ore and a shipping 
volume making it the second largest port in the U. S. 


TRADE AREA— 
20 Counties population, 575,000. 
150,000 families . . . 140 towns. 
Total daily circulation more than 78,000. 
Sunday more than 68,000—greater than 
50°, family coverage. 
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vision viewers in the latest survey re- 
leased by Television Magazine. These 
advertisers are: R. J. Reynolds To- 
bacco Co., makers of Camel cigarettes, 
which sponsors the Fox Movietone 
Newsreel five nights weekly; Liggett 
& Myers Tobacco Co., Chesterfields, 
which sponsors the New York Giants 
home baseball games; the Texas Co. 
with its “Texaco Star Theater’; 
Kraft Foods Co. which sponsors the 
“Kraft Television Theater.” 

In the category of ‘favorite pro- 
grams,” the “Texaco Star Theater” 
far out-ranked its nearest competitor 
in the survey, marking the first time 
that sports has been deposed as the 
favorite program of the television 
audience. 


AGENCIES 


The name of Charles M. Storm 
Co., Inc., has been changed to Storm 
and Klein, Inc. Charles M. Storm, 
Allston E. Storm and Edward Klein 
continue in their respective capacities 
of chairman of the executive commit- 
tee, president and executive vice- 
president of the agency. 


ROBERT S. CONGDON, elected a 
vice-president of McCann-Erickson, 
Inc., at annual directors meeting. 


E. W. Conner, president and copy 
chief of The Conner Co., San Fran- 
cisco, is the newly elected president 
of the First Advertising Agency 
Group. Other officers elected during 
the Group’s recent annual meeting 
are: Parker Holden, Holden, Clifford 
& Flint, Detroit, vice-president; W. 
E. Featherstone, W. E. Featherstone 
Advertising Agency, Salt Lake City, 
Utah, secretary-treasurer. 

e 

John R. Christie is appointed vice- 
president in charge of new business, 
Buchanan & Co., Inc., Los Angeles 
office. . . Sherwood Dodge has been 
named vice-president in charge of 
media and research in the New York 
City office of Foote, Cone & Belding. 

Jacob Rosenthal is appointed di- 
rector of merchandising and research 
for Donahue & Coe, Inc. 
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Look at Levelcoat... 
for brightness 


—— as Arctic starlight is the 
clear brilliance of Levelcoat* print- 
ing —_. For the brightness of 
Levelcoat is more than surface deep; 
it begins with a skillful blend of 
“brightness” fibers in the very pulp 
itself. And with a lustrous coating 
of specially selected clays, Levelcoat 
emerges in fullest beauty. 
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T. M. REG. U.S. PAT. OFF. 
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Illustrated here is a typical use of Leveicoat*, not an actual booklet 


Look at Levelcoat... 
for smoothness 


Here's a printing surface that’s as 
smooth as upland snow! That’s be- 
cause it’s so uniformly coated by 
Kimberly-Clark’s precision-con- 
trolled method . . . using clays that 
might pass as face powder, they're 
so soft, so clean, so flour-fine. Let 
the soft glow of Levelcoat papers 
spotlight your printed message! 


Look at Levelcoat... 
for printability 


Advertisers like Levelcoat for its 
printing — which make color 
sing or black type snap with con- 
trast. Printers like its character— 
and the uniformity which gives 
trouble-free performance ream after 
ream, run ot run. Try this beau- 
tiful paper yourself—and give your 
printing the Levelcoat lift. 


bx 
mS Teciaalane sf: Levelcoat* printing papers are made 


PRINTING PAPERS 


« 


ecetance 


in these grades: Trufect*, Multifect* 
and Rotofect*. 


Sinbery| KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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SALES EXECUTIVE 
—AVAILABLE— 


My record is exceptionally outstanding 
with a nationally advertised concern 
doing millions annually and with a 
large advertising budget backed up with 
an aggressive sales and merchandising 
program. 

I am an excellent organizer and co- 
ordinator of Sales and Merchandising 
plans with the knack of inspiring asso- 
ciates to form a result-getting team. As 
a proven idea man, a doer, with the 
drive, energy, appearance and know- 
how, I will do an outstanding job for 
you in developing your sales and mer- 
chandising operation. I am in my thir- 
ties and my average earnings are always 
in 5 figures. 

Let’s talk about this and fill in the 
details. 


BOX 2566 
SALES MANAGEMENT 


SALES TRAINER 


For nationally known manufacturer of mo- 
tion picture equipment desirous of teaching 
the art of retail and specialty selling to 
several thousand men now engaged in selling 
the company’s products. Experience in both 
sales training and photography highly desir- 
able. Write full qualifications and salary 
requirements to: Box 2564 Sales Manage- 
ment, 333 N. Michigan Aenue, Chicago, III. 


SALES 
MANAGER 


Eastern manufacturer of 
nationally advertised 
kitchens wants young, 
vigorous sales manager 
with demonstrated ability 
in durable household 
equipment markets. Must 
be top personal producer. 
Responsible for organiz- 
ing sales department in- 
ternally, obtaining and 
training salesmen and 
establishing dealers. Start- 
ing pay $12,000 plus in- 
centive bonus. Market 
survey indicates present 
million dollar volume can 
be more than doubled 
immediately. Inquiries will 
be received by accred- 
ited 4-A advertising 
agency. Write fully to 
Box 2565, Sales Manage- 


ment. 


174 


| Readers’ Service Can 
Furnish These Reprints 


Send order with remittance to Readers’ 
Service Bureau, SALES MANAGEMENT 
386 Fourth Ave., New York 16, N. Y. These 
reprints may be ordered by number. 


NEW REPRINTS 


180—Who’'s Who of Department Stores 
in New York Buying Groups. (Price 25c) 


179—The Sales Budget: Blueprint for 
More Efficient Marketing. (Price 25c) 


178—Cost ef Keeping Salesmen in the 
Field Rises 40-50% Since 1939. (A new 
survey.) (Price 10c) 


175—Unionization of Salesmen. (A 
portfolio of six case-study articles.) 
(Price 50c) 


ADVERTISING 


138—How to Increase Sales Through 
Better Media Selection, by Arthur Hurd. 
(Price 25c) 


MANPOWER PROBLEMS 


161—Why I Lost That Order. (Price 
5c) 


155—Morale in the Sales Force: What 
Can We Do To Keep It Healthy? by 
R. L. Cain. (Price 5c) 


154—Ideas for Solving Your Biggest 
Post-War Problem: The Training of a 
Hard-Hitting Sales Force. (A_ portfolio 
of 12 articles.) (Price 50c) 


153—A  Heart-to-Heart Talk with 
Salesmen About the Company's Advertis- 
ing, by E. A. Gebhart. (Price 5c) 


149—Salesmanship as a Profession, by 
Robert S. Wilson. (Price 25c) 


145—Five Yardsticks for Measuring a 
Salesman’s Efficiency, by Richard S. Crisp. 
(Price 10c) 


142—Paying for Sales: Some Compen- 
sation Principles and Practices. (A port- 
folio of 13 articles.) (Price 50c) 


131—Hiring Will Be Easier—If You 
Blueprint Your Salesmen’s Jobs, by Ed- 
win G. Flemming. (Price 5c) 


130—How to Spot, Appraise and Spike 
Grievances Among Salesmen, by Robert 
N. McMurry. (Price 5c) 


129—How to Solve Salesmen’s Auto 
Cost Problems, by R. E. Runzheimer. 
(Price 10c) 


126—What Makes a Star Salesman 
Tick? by Jack Lacy. (Price 5c) 


112—Six Sound Reasons Why You 
Should Use a Patterned Interview in 
Hiring Men, by Robert N. McMurry, 
(Price 5c) 


MARKETS 


156—Sales and Advertising Experts 
Pick the Best Test Markets of the Country 
in Three Population Groups. (Price 25¢) 


152—Where to Look for Big Buyers in 
Chicago. (Includes a tabulation of Chi- 
cago buying offices.) (Price 10c) 


142A—Los Angeles Now Rates as Ma- 
jor Buying Center. (Includes tabulation 
of Los Angeles buying offices.) (Price 
10c) 


PACKAGING 


171—Four Practical Approaches to 
Packaged Food Merchandising, by Frank 
L. McKibbin, Jr. (Price 10c) 


162—What Women Like and Dislike 
About Packages Today. (A survey of 
housewives in ten cities.) (Price 25c) 


SALESMANSHIP 


172—Are Your Salesmen Equipped To 
Prove Quality? by Burton Bagelow. 
(Price 5c) 


170—How To Train Salesmen For a 
3uvers’ Market. (A selected group of 
articles on the theory and practice of 
sales training.) (Price $1.00) 


169—ABC’s of Effective Sales Train- 
ing, by William Rados. (Seven articles.) 
(Price 50c) 


168—What Kind of College Training 
for Careers in Sales? by Robert S. Wil- 
son. (Price 5c) 


166—65% of the Men We Hire Now 
Stick and Succeed, by George L. Todd. 
(Price 5c) 


165—Ten Ways to Avoid Aimless In- 
terviews with Sales Applicants, by Lewis 
Llewellyn. (Price 5c) 


164—How To Sell To Dealers, by W. 
C. Dorr. (Three articles.) (Price 20c) 


REFERENCE TOOLS 


144—A Current Reading List for Sales 
Executives and Salesmen. (Price 25c) 


177—A Current List of Selected In- 
formation Sources. (Compiled under the 
direction of Peter B. B. Andrews.) 
(Price 25c) 
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INDEX TO ADVERTISERS 


Advertiser Page 
ABC Pacific Network ............ 75 
Advertising Checking Bureau ..... 31 
G. J. Aigner Company ........... 160 
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ee gna ie eerie sper trae 167 
Akron Beacon Journal ........... 143 
Albany (N.Y.) Knickerbocker News 69 
Allentown (Pa.) Call-Chronicle ... 96 
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a UREA IES eae ee eer 47 
Amsterdam Evening Recorder .... 116 
MIN cso Scena a ach aes oe © 8 147 
Asheville (N.C.) Citizen-Times ... 105 
Atlanta Constitution .............. 88 
Baltimore News-Post ........... 6 
Bangor Daily News .............. 116 
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La Belle Industries, Inc. .......... 28 
ree 109 
Better Homes and Gardens ....... 22 
Bimghnamton Press ..............; 54 
Bloomington (Ill.) Pantagraph .... 146 


Building Supply News .. 160-162-164-166 


Burlington Free Press ............ 57 
Capper Harmon Slocum ......... 30 
Casper Tribune-Herald .......... 80 
Cedar Rapids Gazette ............ 106 
Chicago Daily News .......... c 
Chicago Herald-American ........ 9 
Chicago Sun-Times ........ gata 5 
Ceceme Tre ...... 560550 4th Cover 
Cincinnati Times-Star ............ 145 
ee 7 
Columbia Broadcasting System 98-99 
Columbus Dispateh ....... 06.600 169 
Se eee eee 22 
Cooperative Medical Advertising 
Bureau of the American Medical 
PUD Sos oe nacicek oak ocala 142 
a a a 142 
Deketa Faember 2.5... ckseccisecess 157 
Da-Lite Screen Co., Inc. .......... 148 
Danville (Va.) Chamber of Com- 
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Danville (Ill.) Commercial-News . 86 
DeBoth Features .........6..003. 146 
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Detroit Free Press ............. 1 
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ES gt > eee een ene 171 
Duluth News-Tribune—Duluth 
RUMI occa dice aee ak 172 
Elmira Star-Gazette and Advertiser 
—The Sunday Telegram ........ 56 
Family Circle Magazine .......... 52-53 
Foreign Service Magazine ....... 135 
Ft. Lauderdale Daily News ....... 87 
Ft. Wayne News-Sentinel ........ 84 
Gloversville & Johnstown Leader- 
Republican & Herald ........... 88 
Grand Rapids Press ........... . 827 
Green Bay Press-Gazette ....... . 107 
Greensboro (N.C.) News-Record .. 149 
Gsreenwich Tie ....26..000%; 57 
ere re ae ied 24 
Hagerstown Herald-Mail ....... 80 
Haire Publishing Co. ............. 138 
Hartford Courant ............. 100 
Hartford Times ............. ae 50 
Haverhill Gazette ........... is SO 
Holyoke Transcript-Telegram ..... 68 
Home Owners’ Catalogue ......... 4 
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House Beautiful ............. ... 26-27 

Huntington (W. Va.) Herald-Dis- 
patch & Advertiser ............ 85 
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Indianapolis News and Star ...... 11 
Institute of Practical Chemistry ... 175 
Interstate United Newspapers ..... 166 
| 71 


Jacksonville Chamber of Commerce 101 
Jamestown Chamber of Commerce. 58 


jesste’s Notebook .....6sceccescees 146 
Johnson City (Tenn.) Press 
EN ori. 52a 5 ayaa acaresenoreeacees 70 


KFH & KFH-FM (Wichita, Kan.) 104 


KGLO (Mason City, Ia.) ........ 121 
KIMA (Yakima, Wash.) ........ 128 
Kimberly-Clark Corp. ............ 173 
Kingston Freeman ............... 58 
Rit (Vakiina, Waseh.) .s6ccsiccsics 128 
KNBC (San Francisco, Calif.) ... 133 
Knoxville News-Sentinel ......... 73 
KQW (San Francisco, Calif.) .... 165 
KVOD (Denver, Colo.) ... ee 62 
Don Lee Broadcasting System .... 60-61 
Lewiston Sun-Journal ............ 119 
Wee deal oaslet proc Sos oinnd& awl ora oe 18-19 
Locally-Edited Gravure Magazines 153 
Long Beach Press-Telegram ...... 92 
Los Angeles Examiner ....... ee 67 
Los Angeles Herald-Express ...... 63 
ee a: ee 77 
Louisville Courier-Journal—Louis- 

oe 83 
Mademoiselle’s Living ...... ne 20 
Malone Telegram ........... ree 71 
Massena Observer ............... 71 
J. P. McKinney & Son ........ 71 
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Memphis Commercial Appeal and 
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Metropolitan Sunday Magazine 
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Middletown Press ................ 59 


Midwest Farm Paper Unit ........ 21 
National Briefcase Mfg. Co., Inc. .. 147 
Nation’s Agriculture ............. 139 
Newburgh-Beacon News ......... 120 
New Orleans Times-Picayune and 
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North Adams Transcript ......... 59 
Northampton Gazette ............ 122 
|) | ae 123 
Ogdensburg Journal and Advance 
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Olean Times-Herald ............. 71 
Oneida Daily Dispatch ........... 121 
Orlando (Fla.)  Sentinel-Reporter 

PE ey oman are yeaa mane oe 84 
Pacific Northwest Broadcasters ... 129 
Panama City News-Herald ...... 123 
Paterson Evening News .......... 102 
Peoria Journal-Star . aca are 
Pictorial Review ...... . 94-95 
Pittsburgh Post-Gazette . wis 13 
Plainfield Courier-News ........-. 66 
Portland Oregonian .............. 97 
Portland (Me.) Press-Herald—Eve- 

ning Press & Sundav Telegram . 111 
Providence Journal-Bulletin Seah) 55 
Ramon Roces Publications ...... ; 85 
Reinhold Publishing Corp. ..... .. 136 
Richmond (Calif.) Daily  Inde- 

ST Or ee 102 
Roanoke Times and World News .. 110 
Rockford Morning Star ........... 156 
Salem Evening News ...... woo 208 
Sales Management .............. 10-82 


Salt Lake Tribune-Telegram ..... 79 
San Francisco Call-Bulletin ....... 48 
Saratoga Springs Saratogian ...... 71 
Nancy Sasser’s Buy-Lines ......... 70 
Seattle Post-Intelligencer .......... 62 
SOGE TOE 5c ovine cance 2nd Cover 
Sickles Photo Reporting .......... 175 
Sioux City Journal-Tribune ....... 112 
South Bend Tribune .......... — 65 
Spokane Spokesman-Review and 
Daily Chromtcle ...........000505 90-91 
Stamford Advocate ........+...5: 56 
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Syracuse Herald-American—Herald 
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Terre Haute Tribune-Star ........ 87 
This Week Magazine ............ 3 
Toledo Blade ......... Se oe oe 32 
‘yo a ee 164-171 
Torrington Register .............. 126 
Tucson Daily Citizen-Arizona Daily 

NN Dares Stosiene mates 114 
Wallace Witmer Co. ....... ath aince, a 
Wall Street Journal .......::.... 16% 
Washington News ..... acre ee 
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Wisconsin Hometown Dailies ee 81 
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WMCT (Memphis, Tenn.) ....... 163 
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WMT (Cedar Rapids, Ia.) ....... 74 
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Worcester Telegram-Gazette i 23 
WSBT (South Bend, Ind.) . 65 
WSLS (Roanoke, Va.) ....... . 110 
WSM (Nashville, Tenn.) .. _« 262 
WSOC (Chactotte, N. ©.) 4.0205. 78 
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HOME STUDY CHEMISTRY COURSE 
Ideal for Training Salesmen 


Today's salesman bumps into a host of technical problems 
which he can't answer “on the spot” because he lacks 
technical understanding of the issue involved. The result— 
customers are lost, orders fail to materialize. For the 
average salesman Chemistry has always been one of the 
big technical stumbling blocks. Now through the Institute 
of Practical Chemistry you can equip your men with the 
every day Chemical knowledge they need to do a more 
productive and understanding sales job. This course 
compares with recognized college courses in General 
Chemistry. Yet all experiments and textbook study are 
done at home, safely, inexpensively. Write for details. 


INSTITUTE OF PRACTICAL CHEMISTRY 
100 PROSPECT AVENUE + HAGERSTOWN, MD. 


vty oponting SERVICE 
2 


Jersey’ 
38 PARK PLACE, NEWARK 2, NEW 
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COMMENT 


PIE-THROWING "SALESMEN" 


Let’s talk about television . .. TV commercials, that is. 


Have you sales executives been watching them? Do 
they look and sound like salesmen at work? That’s what 
they should and can be, for television by its very nature 
is a close approach to direct selling. 


We have been paying a good deal of attention to TV 
commercials lately . . . to these salesmen-at-work. Many 
are good, of course, but what a welter of floundering 
“salesmen” he screens! Somebody s th her 

salesmen” go on the screens! Somebody puts them there 
—surely not sales managers. 


In a filmed sequence for hair oil, for example, a ridicu- 
lous character appears in a street scene with his hat 
wobbling six inches above his head on a rod up his back. 
He passes a girl . . . turns and follows her . . . tries to 
make a hit. Girl says “No! Your hair is messy.” De- 
spondent, he sits down on a curb facing you up close. 
Voice says something like: “Hey! What you need is 
Whoosie Hair Oil. It’s wonderful. Then you can get ’em 
every time. They sell it at the corner drug store.” Our 
floppy, befuddled hero’s face lights up... he starts 
sprinting for the corner . . . fade out. 


That was somebody’s idea of salesman-at-work! Some- 
body’s idea violated nearly every selling principle a sales- 
man uses. This commercial got attention, but by standing 
on its head in a raspberry pie, so to speak. It held interest, 
but by moronic antics. It ‘“‘convinced” with arguments 
from burlesque. It moved the prospect to action by 
nothing at all. Did it do the product any good ? 


Not many TV commercials are that bad. Some of them 
really demonstrate and se//. They have unlimited possi- 
bilities for that. But, viewed from where we sit—or stand 
at a bar—too many of them are planned only by showmen 
and not enough by showmen and sales executives working 
together. 


The commercials of television are what will make that 
growing medium. They will pay its way to greatness in 
your service. The devices by which they can interest people 
in advertised products are already numerous though the 
business is still in diapers. In fact, an advertising agency 
executive who had checked audience interest polls said 
the other day that TV commercials are coming to be the 
“peaks” and entertainment features the “valleys.” 


If that is so, we hope the commercial “peaks” do more 
than merely entertain people. If basic sales principles are 
used in them along with good showmanship, they will 
sell mountains of merchandise. 


We say again to you sales executives that TV commer- 
cials are yours ... that they require your supervision to 
see that showmanship sells goods . . . that your own 
growth as sales chiefs and the growth of television as a 
force in selling depend in part upon how intensively you 
study this new medium to develop skill in using it. For 
of all advertising media now available, television is more 
closely related to personal salesmanship than any other. 
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BANK SALESMANSHIP 


We are struck by the Monthly Letter of The Royal 
Bank of Canada. It’s different. Not a word does it say 
about business trends. There’s not a graph nor a forecast 
in its four pages. The Bank thinks people get enough of 
that sort of thing elsewhere. Instead, the Letter makes a 
study every month of some subject having to do with the 
economics of business which is worth the attention of its 
readers—not just its customers, but 80,000 Canadian and 
United States businessmen, educators, legislators and 
“thought leaders.” 


A recent issue was devoted to “The Advertising Busi- 
ness.’ Said the Letter: ‘People don’t beat a path to the 
mouse-trap maker’s door unless they know he has made 
a better mouse-trap and has a stock for sale at a price 
they can pay. That is what the advertising business is all 
about.” 


It stated: “One of the first positive rules is that adver- 
tising is an investment, not a speculation. Gambles in ad- 
vertising, followed by disappointment and retrenchment, 
are wasteful. They upset the economic equilibrium. They 
give business that air of starts and stops so well summed 
up in the terse telegram of the conductor of the often- 
derailed train: ‘Off again; on again; gone again. 
Finnegan’.” 


It pointed out that advertising, to be a good investment, 
must offer products that will genuinely serve some human 
want; that advertising must have quality, not mere quan- 
tity; that to get quality, the advertiser must delve deeply 
into market and psychological research to determine his 
objectives and then “spend 90% of his time thinking 
about the prospect and 10% thinking of what to say.” 


By careful planning, continuity and direct interest in 
the prospective buyers’ welfare, the bank believes, adver- 
tising raises consumption volume and reduces prices; that 
it brings new products to our attention, teaches us to use 
them, and thus converts novelties first into luxuries, then 
staples and finally into necessities with consequent lifting 
of the standard of living. 


In about 4,000 words the Bank delivers a constructive 
treatise designed to give people a clear and disinterested 
answer to that old question—‘‘sometimes asked not only 
by persons with queer economic ideas’’—why advertise? 


It’s encouraging to find a bank attempting to clear up 
some part of the confusion that exists, even in the minds 
of intelligent people, about the economics of advertising. 
Even after all the years during which advertising has 
demonstrated, time and time again, its ability to develop 
mass markets, lower prices, and increase our standard of 
living, the advertising profession itself has never suc- 
ceeded in finding a way to simplify its story to the point 
where it is accurately understood even by the average 
business man. When the Royal Bank of Canada points 
out that advertising requires tested techniques, that it 
must be approached with the investment point of view, 
and that continuity is one of the basic principles behind 
its profitable use, it is, at least, striking at the heart of the 
principle areas of misunderstanding which seem _ to 
plague it. 
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Where can you find the time to do 
a Better Sales Job? 


Some sales executives must feel like the farmer who, = 4. We select the best tools for saying various parts of what 
when offered a book on ‘BETTER FARMING,” said, ‘‘Heck, needs to be said ( booklets, magazines, new spapers, di- 
| haven’t time to farm as well as | know how now!” rect mail, radio, or any other mechanical means of 


So maybe there’s some merit in the thought that the busy transmitting ideas or information speedily and at low 


m a > Cc s j— > Ss , = 3 
sales executive might be able to get better results out of the ost)—then say it 


time he’s got by putting the practitioners of “Ditch-Dig- This booklet talks about getting better sales results 


with the same time and effort. 
because “Ditch-Digging” Advertising procedures can help We've put together a little 20-page booklet called, “ ‘Ditch- 


him two ways: first, help him with his chore of sales analy- 


ging” Advertising on his team... 


we Digging’ Advertising That Sells by Helping People Buy.” 
sis: second, produce advertising that does so much of the (Reg. U.S. Pat. Off.) Its purpose is to help sales executives 
telling in selling that his salesmen can use more of their understand how they might get more out of their own and 


costly time for closing. their salesmen’s time by adding “Ditch-Digging” Adver- 


Like this: tising to their sales force. 

1. We review all the specifying and buying influences, in- It explains some of the principles and procedures that 
cluding those who are hard for your salesmen to reach. underlie the eflective use of advertising as an aid to the 
(Ifthey aren't known, we help you unearth them. ) achievement of objectives like these: 

2. We find out the viewpoints, prejudices, and confusions 1. To build more sales volume at lower unit sales cost. 
that cloak your product in the minds of your customers 2. To maintain a sales position, yet reduce unit sales cost. 


and prospects. (Not just, “Like: (] Dislike: (] Check 


3. To improve customer and prospect relations as a sound 
one.” We find out why your customers and prospects 


foundation for future business. 
feel as they do.) 


3. Then, and only then, we set out to determine what to say. It’s free to sales executives inter- 
to whom, and how often, to improve the viewpoints and ested in developing the full power pITCH-DIGGING 
=—a . = ae. ADVERTISING 
reduce the confusions that obstruct low-cost selling. of their advertising. AD 


that sells by 


helping pe yple buy 


THE SCHUYLER HOPPER COMPAM 


12 East 41st Street, New York 17, N.Y. + LExington 2-1790 


YLER HOPPER CQ 


~ 
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To influence women there’s nothing 
like the Chicago Tribune—in which 
department stores invest more of their 
promotion budgets than in all other 
Chicago papers combined! 


te neach, Chieage women de a4 nstailom do... uae the Chicago [nibrns 


